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ACK in the early and middle Thirties we also 
had a high cost of living problem. At that 
time food and other prices were not rising 

as they are today, but incomes were dropping. It 
is true dollars went further then than now. But 
there were relatively few dollars, and each one 
had to be stretched to the limit. 

Although appliance prices were somewhat 
lower, it took many more hours of work to buy a 
washer, a refrigerator, a range, or any other ap- 
pliance than it takes today. But in spite of this 
situation, discouraging on the surface, we sold in 
the ten years of 1930 to 1939 13,800,000 electric 
refrigerators, 10,900,000 washers, and over 
2,000,000 electric ranges. As all of those whose 
experience dates back that far will remember, this 
took a great deal of very hard selling, but also the 
market was extended and the demand increased 
because of the very situation that faces us now— 
which is, that the public attention is centered on 
living cost and how to meet it. 


OME people in our own business are now 
worrying because food costs, laundry costs, 
and clothing costs are taking such a large amount 
from the family budget that there will be too little 
left for the purchase of major appliances. But 
these same costs in the Thirties took an even 
larger proportion of the family income, and actu- 
ally stimulated appliance sales instead of reducing 
them. 

The industry discovered in those years that 
major electrical appliances were an investment 
and paid higher dividends than any other invest- 
ment the family could make. It could be, and was, 
shown repeatedly that appliances paid for them- 
selves with handsome dividends in better food, 
greater cleanliness, longer life for clothing, and a 
general betterment in health and home conditions. 
We were selling, in other words, on a basis of 
demonstrated facts. 


This use of factual information on easily 
demonstrated economies was applied through 
practically all the promotional and marketing 
agencies of the business. As one example, the 
refrigerator manufacturers in their national ad- 
vertising carried the story of quantity buying for 
the best prices and the safety of food storage in 
the electric refrigerator. But the selling practice 
went much farther than advertising. 

Utility home service women made economy the 
theme of their innumerable lectures and meetings. 
The home baking of bread, for example and the 
use of cheaper cuts of meat were stimulated and 
made easy by the full control of temperatures 
possible with the electric oven. Every washer 
salesman had the figures on how much money a 
washing machine would save in the home as 
against the bills from the commercial laundry. 

These facts were pretty well driven into the 
public mind, and they helped to extend the mar- 
kets so greatly and so rapidly that the electrical 
appliance industry was largely depression proof. 


A GOOD many people, including a large part 

of the public, have forgotten this bit of his- 
tory. It would be well to revive it and to get 
these facts back into the minds of the appliance 
industry, and then start spreading the gospel to 
the public. With shortages continuing today, 
there seems to be no urgency about this, and yet 
it would be well to pay attention. 

Unless the public is reminded that the electrical 
appliance represents a sound investment which 
will pay actual money returns, too many people 
may begin to decide that they cannot afford a 
refrigerator, a range, a washer, a freezer, and 
other appliances that do actually pay for them- 


selves. 
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Sve Vasile Weiling house _.. this year! 


_and be glad the whole year through. Are oe! 


get! These wonderful Westinghouse to yourself . 
useful? That "nobody can deny. Glamorous? And how . - wit 


Christmas” from you for years to 

come. Give 4 favorite bride-to- be, an Electric the gift of less work and more free time 
Comforter to your pet aunt, a Waffle Baker or Featherweight good measure. See these gifts a 
Iron to your better-half. Give them to everyone on your list appliances for happier homemaki 
who has an instinct for homemaking. Give any one of them Then you can toss the gift-giving problem off your mind. 


Seems like..- 


Pertect to give-- spertoct 
appliances will say “Merry 


Every house needs Westinghouse 


WESTINGHOUSE ELECTRIC 

CORPORATION EVERY MORNING 
rants in 25 Cities fies Everhart Maku f 30 MONDAY THROUGH FRIDAY 
Appliance Division Wanstield, Obie asc NETWORK 
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Three-way Selector Switch provides avto- Over-Size Kitchen-Master Oven, fully 
matic clock control of appliance outlet, — non-glare side-wall illumination for 
Never before has any electric range | | ™ 
offered all ling ors’ Se 
| the selling sparkle, all the és 9 Ne, 
| | Electromasters styled by George Walker. h 
~ Here are all the advanced features of 7 
ter food style and performance most wanted by —_—Vita-Miser Deep-Well Cooker—hot enough for 4 
or dishes. All Electromasterdrawershave searing | 
made better—a masterpiece of special- | 
Every model in the 1948 line—from the / 
= an compact Spacesaver —is touched with 
“sealing-in” Setter Satter 38 Time-Master Automatic Clock controls oven, 
Extre-large deep-well cooker and oppliance outlet. Look 
smokeless broiler pan with built-in gravy te Electromaster for features that sell! 


result of Newell's extensive remodel 
on of the bu ding 


NEWEST of the store's displays is this complete laundry 
provided so that customers can watch an entire demonstration without fatique. 


Comfortable chairs are 


ADVENTURER Newell had done everything in the appliances business except 


operate his own retail outlet until he opened Greenwich Home Appliance 


Just past its first birthday, the Greenwich 
Home Appliance Co., Greenwich, Conn., is 
operating as a retail sales laboratory and 
is turning a profit ... The owner: H. W. 
Newell of Geyer, Newell & Ganger, Inc., 


advertising agency. 
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DOUBLE PROOF that both the refrigerator and the Simmons blanket are doing their 


obs is offered by this promotional display. A plastic shield keeps the co.d in 
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CLEAN LINES and a modern appearance are the result of Newell's extensive remodel- 
ing and redecorating. His Nash agency occupies the major portion of the building. 


NEWEST of the store's displays is this complete laundry. 
provided so that customers can watch an entire demonstration without fatigue. 


Comfortable chairs are 
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ADVENTURER Newell had done everything in the appliances business except 
operate his own retail outlet until he opened Greenwich Home Appliance. 


Just past its first birthday, the Greenwich 


Home Appliance Co., Greenwich, Conn., is 


operating as a retail sales laboratory and 


is turning a profit ... The owner: H. W. 


Newell of Geyer, Newell & Ganger, Inc., 


advertising agency. 


By ROBERT W. ARMSTRONG 


FTER a quarter-century of 
A experience in and around the 

appliance business, as door-to- 
door salesman, as New England dis- 
trict manager for Frigidaire, as vice- 
president in charge of national Frigid- 
aire sales, and as partner in an ad- 
vertising firm, “Hike” Newell still 
wants to learn the answers. 

Today he is finding some of them in 
the operation of the Greenwich Home 
Appliance Co., 11 Bruce Place, Green- 
wich, Conn. He opened the firm in 
October, 1946, in the same building 
with his Nash automobile agency. 

As a partner in Geyer, Newell and 
Ganger, Inc., a New York advertising 


NOVEMBER I, 


firm which handles the Nash-Kel- 
vinator and Simmons electronic blanket 
accounts among many others, he 
wanted to develop a retail sales labor- 
atory which would provide grass roots 
experience for the agency. Most im- 
portant, however, was the fact that for 
many years he had dreamed of having 
his own retail business. 

“When the war ended,” he explains, 
“it looked like a good time to start. I 
found myself with some money to in- 
vest and I wanted to invest it where I 
could control it. Also I could see the 
auto dealership and the appliance store 
as a source of ideas for the agency. 
I have been advising dealers for so 
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ALL AVAILABLE MODELS of Kelvinator ranges and refrigerators line the walls of the store. Sparkling Koroseal tile keeps the floor as bright as the ceiling. 


ADV 


many years on how to run their busi- 
nesses that | thought I should try it 
myself.” 

Both the retail concerns, today just 
over a year old, are owned and oper- 
ated by Newell as independent units 
and have no financial connection with 
the advertising company. Newell 
himself participates in their operation 
only to the extent of providing them 
with guidance and the henetit of his 
years of experience. Two competent 
managers actually run the appliance 
store and the Nash Agency and a third 
man takes care of the finances and 
bookkeeping. 


More Than a Hobby 


“The appliance store is not just a 
hobby with me,” declares Newell. “I 
had a lot of reasons for going into the 
appliance business, but making money 
was one of the best ones. And you 
can be sure I am having a lot of fun 
at the same time.” 

Proof enough of that contention is 
the fact that from January 1 to August 
31, 1947, Greenwich Home Appliance 
did a gross business of about $166,000, 
showed a gross profit of 31.5 percent 
and a net profit of a little more than 
eight percent. Returns from the store 
as a selling laboratory will become 
more tangible as selling becomes more 
competitive and increasingly difficult. 

Unable to rent space for his pro- 


jected store, Newell bought a 33 vear- 
old building. Spurred by the pride of 
ownership, he spent nearly twice what 
he had originally estimated for remod- 
eling and decorating. 

When Carl Jenson, a top flight archi- 
tect, Eleanor Baldwin, an equally good 
interior decorator, and Howard Duge, 
local contractor, finished their jobs 
the building looked both new and ex- 
pensive, which it was. For a small 
town store Greenwich Home Appliance 
Co. is outstanding, presenting a luxur- 
ious appearance which gives rise to 
such questions as, “Why so elaborate 
a layout?” 

“The facts are,” Newell declares, 
“that the amount that’s charged up to 
the appliance store for rent—including 
taxes, depreciation, insurance, and so 
forth—is actually no more than what 
it would cost a store a fourth its size 
on the main street of town. I think 
that if we have attractive facilities, 
good products, do a good selling and 
service job, people will be happy to 
step around the corner to our place.” 

The store building does not have 
the best possible location. It is a few 
vards off Greenwich’s principal thor- 
oughfare and on a one-way street 
which has no other commercial attrac- 
tion for either foot or vehicle traffic. 
Because of this, the store has empha- 
sized outside selling. “I knew from 


(Continued on next page) 
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DOUBLE PROOF that both the refrigerator and the Simmons blanket are doing their 
jobs is offered by this promotional display. A plastic shield keeps the cold in. 
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ADMAN'S ADVENTURE (Cont.) 


SMALL RADIOS are displayed on shelves at the back of the store. Manager Elting Harp (left) who was once 
a top salesman for Abercrombie & Fitch, makes a specialty of courtesy and helping the customer. 


the beginning that the store could not 
j be supp | by erely waiting for 
business to come t us,” declares 
Newell. “To support it we must have 
specialty selling oper 
Despite the t everal disad 
intage rad hat { loca 
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though it’s a wealthy town, it is also 
a commuter’s bedroot Many of its 
inhabitants work in New York, think 
Ne rk, and buy Ne \ York. 
To overcome this time-hardened wavy 


iwught is, according to Elting 
Harp, store knottiest 
problem and the biggest challenge. 


manager, the 


“Greenwich,” he says, “has been 


LUXURY ROOM of the store is the television 
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strictly a commuter’s town. Many 
people with—shopping to do used to 
do it in New York. We have been 
attempting to convert them to the habit 
of buying at home.” This effort of 
the store follows the nationwide trend 
decentralization. Department 
stores, dress shops and haberdasheries 


store 


lave een and = are establishing 
branches in suburban areas. 


Greenwich Home has tackled it 


‘onversion problem with more zeal 


oldtime 


camp meeting 
pre icher It has partially overcome 
the disadvantages of the store’s location 
by making it attractive, using outside 
alesmen, advertising, and featuring 
superior service on appliances, radio 
ind television. 


\dvertising is a tough problem be- 
cause much of the commuter population 
never sees the local daily newspaper 
The opening of the combined busi- 


nesses was announced on a two-page 
spread, but to make sure that this was 
seen the company paid for the print- 
ing of an additional 4,000 copies of the 
paper and hired high school students to 
distribute them to commuters at all 
the railroad stations serving the Green- 
wich area. 


Two-End Survey 


\bout the time the store opened its 
doors, two professional survey takers 
made the rounds from house to house, 
spreading the name of the company, 
making a survey of appliance wants, 
and building a rated prospect list for 
Elting Harp. One of those survey 
takers is still with the company. 
When she is not out ringing door- 
bells, she is making post-sales demon- 
strations. When she reports a likely 
Harp follows up with a 
cordial letter of thanks for the court- 


prospect, 
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HUSBAND AND WIFE combinations are no rarity at Green- 


wich Home. This couple is interested in an Easy washer. 


esy shown her and an invitation to the 
prospect to drop in to see a television 
show. In addition to her salary, the 
survey taker gets a commission on all 
sales that result from her leads. To 
maintain her status as a demonstrator 
and good-will representative, how- 
ever, she is not permitted to accept 
any orders. 

Television is the backbone of the 
store's promotional framework and 
reflects Newell’s own confidence in 
the future of television. “I think it’s 
going to be a great industry both as 
an advertising medium an a retail 
business, and a lot of money will be 
made in it,” he prophesies. 

“Our ambition is to make Green- 
wick Home Appliance known as 


Greenwich headquarters for televis- 

ion. So we have lined up what we 

think are all the best franchises— 
(Continued on page 200) 


lounge. Every salesman has a key to the store to enable him to give evening demonstrations. Door leads to the Scott Room. 
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HE young GI couples are on 

their uppers now, the towns- 

people are running out of cash, 

and only the farmer is still able to 

plank down the full, barrelhead pay- 
ment. 

November 1, the end of Regulation 
W, sees the boys in full cry selling on 
time. 

For a fellow who is new in the 
business, a hasty runover of this 
business of installment selling is both 
timely and worth reading. 

All you do is to have the customer 
sign some papers, you endorse them, 
and the finance house or bank advances 
you your dough (less a_holdback, 
sometimes) and you keep doing more 
of the same. 

Obviously selling on time ties up 
a lot of money which takes months or 
even years for the dealer to get back. 
And money, like gasoline or frank- 
furters, costs money to use. The 
finance house that advances the 
marbles gets theirs, the customer gets 
the use of the appliance while paying 
extra for enjoying it, you get your 
profit—if everything goes well. 


Capacity to Do More Business 


By passing on installment paper to 
finance houses or banks, a dealer can 
often do five to ten times the volume 
of business he could do if he used his 
own money. It's a wonderful way of 
operating as long as things rock along 
on an even keel. 

The little “if” refers to the dealer’s 
signature on that papér. In most 
cases he is obligated to buy it back in 
case the deal goes sour. And, just 
as you take a chance when you buy 
stocks or grain on margin, likewise 
the leverage can work for you or 
against vou if there is a business upset 
and a lot of your customers lose their 
jobs and can’t pay. Some finance 
houses eliminate the dealer from risk 
after the customer has made four pay- 
ments. Others will buy a paper on 
a “non-recourse” Naturally, 
they take only the gilt edge sales. 

What's the dealer to do? Should 
he do a big volume and run the risk 
of having his business grabbed out 
from under him one fine day, or should 
he play the cards close to his bosom 
and be content with» small profits and 
little risk? It all depends on the dis- 
position. 

Still, there are a lot of things a 
dealer can know about installment 
selling in making up his mind. The 
first thing is that 90 percent of the 
people who will buy are honest. 
Dumb, but honest. They mean to 
pay and if something else doesn’t 
snatch the dollar from them before 
they get to you, they will pay it. This 
is where a dealer can shine in selling 
them on the idea that his obligation 
comes first on the list without any 
dillydallying. It takes salesmanship 
to make them understand this, but it 
can be done. 

Installment selling is a success be- 


basis. 
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Newcomers in Appliance Field Need 
to Know A B C's of Partial Payments. 


cause the value of the appliance to the 
customer is worth more than the 
interest he has to pay. You can wash 
clothes for 3¢ a pound at home, com- 
pared to 9¢ a pound or more if you 
send them out. Any family can make 
money on a deal like that. The same 
is true for nearly all the machinery 
used in the home. It pays off, so that 
is why the customers are willing to 
pay high interest rates to get the use 
of it. So, when a sale is made, a 
dealer can rest assured that it is 
something that the family wants 
rather badly, and will hang onto with 
their eye teeth if they can. 

Another good thing in favor of in- 
stallment selling is the fact that most 
electrical appliances stay in good con- 
dition for a long while. They carry 
identifying numbers. If a _ family 
fails to pay out, and the dealer has to 
pick it up, he can get enough out of 
the sale of the device second hand, 
to pay off the balance he loaned. This 
is not true with furniture, which gets 
marred, jewelry which gets lost, and 
soft goods which are worn out. Ap- 
pliances are the safest of all merchan- 
dise to sell on time. However, the 
device must operate successfully all 
the time it is being paid off. Let an 
appliance go haywire, and the family 
is likely to stop payment. The dealer 
who does successful installment sell- 
ing always has access to servicemen 
who can whizz out and take care of 
the device that stops working. 


Home Owners Are Good Bets 


Another good item in favor of ap- 
pliances as installment sales possibili- 
ties is the kind of folks that buy them. 
You usually have to have a home in 
which to put a washing machine or a 
refrigerator. .\ man who has a home 
has run the gamut with the electric 
company, the gas company, the land- 
lord, and other people who do business 
with him. He is a far more basic 
citizen than someone who lives in a 
hotel room. All kinds of people come 
in to buy watches, jewelry, fur coats 
and the like, on time. The credit man 
has a hundred times more difficulty in 
sorting out the wheat from the chaff 
than does the appliance merchant. 

We have mentioned that all but 
about 10 percent of the customers 
who buy on time are O.K. and small 
risk. They mean to pay. But how 
about the 10 percent who are out to 
flimflam the dealer? 


194” 


There are some very simple rules 
that big finance houses use in dealing 
with this type of customer. 

First, get a credit report. It should 
show you how long a man has worked 
for a company, and how long he has 
lived at a certain address. The longer 
he has been at one spot, the better 
risk he is. Also, some firms have 
seasonal employment and a chap who 
labors for one of these is not as good 
a risk as the individual who has a job 
with one of the old _ bellwether 
corporations. If a man’s occupation 
shows up as anything questionable, 
you had better skip the sale. In this 
the dealer in the little town has the 
advantage as he knows the character 
of nearly every business in town and 
the reputation of most of its families. 


No Lawyers Wanted 


It is well to skip sales to politicians. 
If they are lawyers as well as politi- 
cians, one large finance company al- 
ways turns down the paper. The point 
is, if anything goes wrong, these 
individuals have both political pull to 
make collection impossible, and the 
legal understanding to duck all re- 
sponsibility. They can make collec- 
tions so expensive it isn’t worthwhile. 
Anyone connected with the courts 
should be placed in the raised eyebrow 
department. Lawyers, unless they 
have tangible property outside their 
law practice, are not considered best 
risk. They know the loopholes and 
can give a dealer a runaround. 

Then there remain those people who 
have a record of defalcation. They 
have had judgments plastered against 
them, have been sued, and been in 
many questionable jams. Their credit 
report shows it, as every time court 
action is taken against an individual, 
it goes on record. As one expert said, 
a man may be innocently sued and lose 
one case. If he loses a dozen suits, 
there is something wrong with him 
and you had better give him a pass. 

There remains that residue of the 
population who simply can’t afford to 
pay for the things they want to own. 
Most of them do not have the mind to 
figure out that a $30 a week income 
will not cover a $75 a week standard of 
living. They buy, and as sure as God 
made little apples, the stuff has to come 
back. Since they are poor managers, 
generally it is hammered quite a bit. 
During the depression a lot of WPA 
families bought “quarter in the slot” 


Selling Begins 


refrigerators. When winter came, 
they resumed putting their milk bottles 
on the window shelf, and all of the 
refrigerators had to be pulled. They 
simply could not afford to pay out. 


Post Your Proposition 


The Commonwealth Edison Co, in 
Chicago for a number of years has 
operated a_ revolving fund which 
bought up paper from small dealers 
on small appliances. The payments 
were collected with the customer’s 
electric bills. 

When this fund was set in operation, 
it was found that one of the greatest 
values was the fact that all dealers 
selling on these terms were forced 
to charge for financing. 

Oddly enough, appliance dealers 
often have the funny idea that they 
can sell without charging for the 
money that is tied up. It is just like 
giving away gasoline free. Sooner or 
later they would go broke with such 
ideas. Commonwealth Edison at the 
time insisted that a schedule of pay- 
ments be posted very plainly. This 
permitted the dealer to point out to 
the purchaser what he was going to 
have to pay extra for carrying charges. 
In this way there were no monkey- 
shines on the part of the dealer who 
said, “We'll waive the carrying 
charges.” 

The important thing about it all was 
the fact that the customer was sold 
correctly. He was told in advance 
how much he was going to pay, how 
much of that was for financing, and 
what his monthly payments were go- 
ing to be. He was made to understand 
perfectly clearly what he was obligated 
for and when the payments were due. 
Otherwise, he realized that he would 
not only lose his appliance but the 
money he had invested in it as well. 

Suppose, the worst comes to worst, 
and the customer after making a few 
payments takes it on the lam. What 
then is the dealer to do? In the first 
place, the customer is guilty of “con- 
version,” which means that he has 
moved a mortgaged article without 
the owner’s consent. In most states 
this is just about the same as stealing 
it, and the customer, if caught, can be 
thrown in the can without further 
ceremony. 


Finding a “Skip” 


What is the dealer to do if the 
customer has evaporated, and the 
dealer hasn’t the slightest idea where 
he has gone? 

There is a little book floating around 
entitled, “364 Wavs to Chase a Skip.” 
It outlines a lot of sly strategy of find- 
ing out where this bozo has gone. 
One of the ways that works in a poor 
or foreign neighborhood, is to deliver 
a package to his last address and ask 
for his forwarding street number. If 
the neighbors like the skip they are in 
league with him against all bill col- 

(Continued on page 209) 
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Mrs. B. BUYS A KITCHEN 


PLANS COMPLETED, Mr. Griffis goes over them with his brother, L. J. Griffis, 


1 DISSATISFIED with her present kitchen'’s appearance, Mrs. B. calls in an expert, 
= Jr., owner of Modern Home Engineers, to make sure that everything checks. 


e W. F. Griffis, who takes measurements prior to drawing up plans for remodelling. 


Facelifting 


Modern Home Engineers of Birmingham, 


Ala., took up the challenge of housewives, he 


to sell electrical appliances of course, 


what she has in mind and what ideas 


Sil 
hut the service is complete even to the she may be thinking about. Mr. Grit- ~ 
BIRMINGHAM HOUSEWIVES, including Mrs. B., get an opportunity to select in remodeling and rebuilding machen, 
® from a wide variety of equipment in the show room of the suburban store of ee into something of which surveys tx Yer cig vee — ks alt 
Modern Home Engineers. housewives dream, thorough working knowledge of its me 
“When Mrs. B., and several others layout. He makes an appointment to wl 
like her, called on us to see what could = return the next day with specifications ‘ 
ANY ijousewife in Birming nook was on the wrong side of the be done about modernizing their kitch- and suggestions. co 
VI ham, Ala., who doesn’t like the Now, if these things could just ens, it was a challenge to us,” he de- The sales manager—brother of L. J. = 
a appearance of her kitchen © changed somehow and the kitchen’ clares. “Then and there, we realized Griffis, Jr., the owner—then puts I's iz 
nows she has y to pick up the tele modernized—Mrs. B. picked up the we could create a service which would _ personal talent to work on plans for the to 

Ione to get ething done about phone give lasting satisfaction and give those projected new kitchen. A skilled fre: 
Take t ise of Mrs. B., for example housewives exactly what they wanted hand artist, he goes to work on a . 
Mrs. B., a bride ie year, has iuast iehan-Suliting Bape. in the way of modern kitchens. In so working drawing and a perspective 
nov nt ne in attractive It was just such a series of telephone many words, we went right into the drawing of the project. When he has e 
bungalow in one Birmingham’s best alls which led Modern Home Engi- construction and remodeling business, finished, the service and repair man- 2 
resid ’ tions. The bedrooms, the neers of 1819 First Ave. North, Bir- in order to sell electrical kitchen equip- ager is called in and a conference is : 
ving room, the dining room and bath mingham, to create a new department ment.” held on the amount of work needed, ; 
vere fine—well designed and conven- of kitchen building—a department The service rendered by Modern and an _ estimated overall cost " 
iently arranged for comfortable living. which specializes in complete overhaul Home Engineers consists of a series of drawn up. This figure takes into cot / 
vas the kitchen which made her jobs from flooring, walls and plumbing _ well-planned steps aimed at getting the sideration whatever work may < 

lag. In the t place, there to installation of new wiring where job done efficiently but with as little necessary to complete the desir 

e one tw es buil the needed expense to the customer as possible. At kitchen, whether it be laying new floo: 

"\ might have pleased forme: This department, the idea of L. J. the first telephone call, sales manager ing, installing new outlets or remode! 

ants of the house but which didn’t Griffis, Jr., owner and manager of W. F. Griffis makes a call on the house- 


peal to Mrs. B. at all. And the break 
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Modern Home Engineers, was created 


wife, interviews her to determine just 
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ing plaster work. Included also in thi 
total is the cost of range, refrigerato: 


2 
ar 
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BACK AT MRS. B'S., Griffis shows her the completed plans for her proposed new 


kitchen. 


The plans include new designs and colors in drapes and linoleum. 


and found themselves building kitchens. It 


has paid off in heavy sales of appliances. 


sink, cabinets and other desired equip- 
ment. 

The following day, or as soon there- 
after as possible, sales manager Griffis 
returns for his second interview, at 
which time he lays before the customer 
a complete freehand drawing (in 
color) of the remodeled kitchen, a 
working drawing and a complete item- 
ized estimate of what the cost will be 
to effect the change. 

“Last minute changes and sugges- 
tions are ironed out to suit the house- 
wife at this conference and then, Mod- 
ern Home Engineers is ready to live 
up to its name,” says Mr. Griffis. “It 
may be that the work is so extensive 
that much of it will have to be sub-let. 
This is true mostly in the case of 
plumbing but for the rest, we are pre- 
pared to handle it ourselves.” 


Carpenter on Payroll 


A full-time carpenter is carried on 
Mr. Griffis’ payroll to handle remodel- 
ing work. The firm has a working 
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agreement with plumbing, flooring and 
wiring concerns make them 
available for immediate service. Not 
the least of the firm’s service to cus- 
tomers are the suggestions and hints 
which are passed on to the housewife 
concerning proper type and color of lin- 
oleum floors, drapes and decorations. 
The experienced hand of Mr. Griffis 
frequently incorporates these items in 
the drawings which he prepares. 

If the housewife desires it, these 
factors in kitchen planning will be 
handled by the firm also, which will 
accept the responsibility of getting 
samples and prices for her and after 
getting her O.K., will include the 
linoleum, drapes and decorations in its 
completed plan and cost estimate for 
her remodeled kitchen. 

“The finished drawings and esti- 
mates leave nothing to the imagina- 
tion,” says Mr. Griffis. “If it isn’t just 
exactly what the customer had in mind, 
we do it over again. The object is to 
present her remodeled kitchen just as 


which 
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4 EVERYTHING IS OK, and Modern Home Engineers, directed by A. A. Billingsley 
# (right), go to work to make Mrs. B's, kitchen a place she'll be proud to work in. 


6 DISPLAY SPACE isn't so plentiful at the downtown store as at the suburban 


branch, but the company manages to squeeze a lot of appliances and radios into 


a small area. 


she visualized it and to lay before her 
its approximate cost. This whole serv- 
ice was created and designed to sell 
kitchen equipment, which is our pri- 
mary interest, of course. We make no 
profit whatever on the remodeling work 
and such work always is given to the 
housewife at cost. Naturally, it is a 
full time field but the results have justi- 
fied the procedure. We have more 
work on hand at present than we can 
complete in the next ninety days.” 
As a gesture of good will and a bid 
for future business, the firm has a 
policy of donating and installing free 
of charge a small table model radio in 
every-kitchen which has been remod- 
eled or built under its sales plan. It is 
the Griffis way of adding “a final tri- 


umphant touch to the housewitfe’s 


dream of a complete, modern kitchen.” 
Helps Cut Cost Corners 


In his efforts to assist his customers, 
Mr. Griffis goes out of his way to be 
as helpful as possible in planning 
kitchen costs. For example, should the 
housewife feel that the cost of a re- 
modeled and modernized kitchen is 
beyond her reach, Mr. Griffis spares no 
time nor effort to help her save by 
figuring out ways to cut corners, and 
to conserve on actual remodeling costs. 
Assistance in financing also is otfered 
should it be desirable. 

In creating a department of kitchen 
building, Modern Home Engineers has 

(Continued on page 98) 
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R.L. HIRSCH 
spent 14 years with Wieboldt's depart- 
ment store as major epplience buyer. 


The owners of Hudson-Ross Corp., Chicago, 


found a cash-and-carry market for radios, 


established records as a staple commodity. 


By TOM F. 


Claude C. Hopkins, the famous ad- 
vertising man, once said that when a 
product reaches saturation, new meth- 
ods of distribution automatically come 
into being. 

In the appliance field the radio is 
nearest to 100 percent acceptance to- 
day. Add that to the fact that radio 
prices are the most fluid of any appli- 
ance, and it can easily be seen that 
here is one place where Mr. Hopkins’ 
theory is likely to apply. 

Under close scrutiny is the activity 
of the Hudson-Ross Corp., 
to this re- 


Chicago 
radio chain, which seems 
porter to be evolving a new technique 
in conducting a radio business at a 
minimum risk. 

\ 100 percent saturation? No more 
doorbell ringing. Very well, then, said 
the three young enterprising Chicago 
men who took over the old Hudson- 
Ross Corp. in December, 1945, we'll 
go at it in a new way. To Richard L. 
(“Dick”) Hirsch, who had cut his 
teeth at Wieboldt’s on appliances. H. 
V. Levin, who had even handled paper 
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BLACKBURN 


on tug boats and locomotives for the 
Mercantile Discount Corp., and Her- 
man Forst, another Wieboldt veteran, 
what looked good were the three loca- 
tions they were inheriting from the 
old Hudson-Ross firm. 

101 West Jackson, corner Clark St. 

8 East Randolph, near State St. 
141 S. Wabash, corner Adams. 


Cash and Carry Market 


It can be seen that all these spots 
are addresses past which a tide of 
human beings surges into the Loop 
each day, beating like waves on a 
rocky shore. People with good jobs 
coming and going morning and night 
with money in their pockets. 

What does this suggest? Why, a 
cash and carry market. It was ap- 
preciated by Dick Hirsch that a table 
radio was light enough and small 
enough for a man to carry home with 
him. And pay cash for it as he would 
for a suit of clothes. 

It was also clear, when Messrs. 
Hirsch, Levin and Forst took charge, 


whe hes bought instaliment paper for 
years, is « veteran finance man, 


ia 


H. LEVIN 


that records were the coming thing. 
The old Hudson-Ross firm had a fairly 
good business on popular numbers. 
The new management undertook to ex- 
pand this record department to be 


It sensed that 
records were something that could be 
sold quickly, like magazines off a news- 
stand. They saw that records were 
like books, staples that had a steady 
demand year in and year out. 

The net of the whole thing was an 
appreciation that a big volume of 
record business appealed to these boys 
as something that would balance the 
possible vicissitudes of radio business. 
Just as a grocery store plays safe 
with flour, baking powder and lard, it 
takes chances on perishable fruits and 
seasonal delicacies. Records offered 
Hudson-Ross a mattress to absorb the 
shock should anything ever go wrong 
with their radio business. 

To those who have seen Hudson- 
Ross leading all others in radio pro- 
motion in Chicago newspapers, this is 
a simple explanation of how they can 
do it safely. 

The record department was the first 
to be built up. Most of the competi- 
tion had records tucked away in hard- 
to-reach, upstairs departments. Hud- 
son-Ross had the jump with its on-the- 
street, easy access, cash and carry 
facilities. The boys discovered there 
are three kinds of record buyers: 1.) 
Those that buy by name, 2.) Those 
that buy a type of music, 3.) Those 
that run the gamut. They started to 
sell the buyer when he was not in 
front of the store—by direct mail. The 


good in everything. 


FORST, 
another Wieboldt alumnus, tekes care of 
the recerd purchasing. 


public was solicited by being asked if 
it wanted any particular record re- 
served. Hudson-Ross didn’t take long 
to get a reputation of being able to 
deliver a scarce record if it was hu- 
manly possible to find it. 


Average Record Sale $2.29 


Herman Forst, who heads up the 
record department, has built up an 
average unit of sale of $2.29. This isa 
climb from a start of $1.25. Some 
400,000 people have to go through a 
department to do a $1 million record 
business, and that means they have to 
be handled quickly. At the Randolph 
St. store there has been reported as 
many as 2,800 sales in one morning. 

The way the Hudson-Ross record 
department keeps tab on its sales 
simply involves jotting down the num- 
ber of each record as it is sold, and 
later analyzing the daily report. As 
Herman Forst says, anybody can do 
it, but it is a job for a couple of fel- 
lows over there to analyze these sales 
and to discover what they mean. 

The result is a marvelous under- 
standing of what is coming and what 
is going in record popularity. Mr. 
Forst says that his daily reports are 
exactly four weeks ahead of Billboard's 
published reports on record popularity. 
When a record jumps two or three 
sales a day, it is obvious that it is on 
the rise to popularity. When sales 
level off it is time to stop buying in 
quantity. Mr. Forst watches people. 
He doesn’t listen to records to dis- 
cover whether he thinks they will sell 
or not. 
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Once in a while a spot check is 
made in a store. The girls will pass 
out a bunch of records to customers 
during a certain period, saying they 
are new and asking the customers to 
try them. If they pass out 25, and 
sell 10 of them, it is obvious they have 
a hit on their hands. Of course this 
can't be done too often, but on any 
record on which there is a doubt, this 
little test will give a good picture of 
potential sales. 

Hudson-Ross has learned to tie in 
with events. When “The Jolson 
Story,” musical movie, was first an- 
nounced, Decca brought out an album. 
Herman Forst knew Jolson person- 
ally, figured that the Christmas busi- 
ness was coming and bought 300 al- 
bums. Then in December, a great 
month for record business, only 33 
were sold. He wondered what was 
the matter. It dawned on him that 
only the old folks knew Jolson. The 
kids had never heard of him. Decca 
brought in the movie and gave a pre- 
view of it to record salesmen in Chi- 
cago. Hudson-Ross boys came back 
and figured it would do a big business, 
and Forst bought 1,800 more albums. 
He spotted the “Anniversary Song” 
as a natural, and bought 5,000 of these 
records. When the picture hit, his 
guess was right and he sold 100 
albums a day. Total sales topped 
7,500. 

When Hudson-Ross was first get- 
ting started they took some flyers. For 
example, there was that deal in which 
they bought 20,000 copies of Perry 
Como’s “Till the End of Time.” 


“We wouldn’t buy that way any 
more,” says Mr. Forst. “We prefer 
to watch our daily sales and let them 
tell us what to do. The five percent 
return privilege we have just about 
covers all our mistakes. If you will 
study your reports carefully enough, 
they will even tell you what people 
are going to like at different seasons. 
It seems that people’s tastes change. 
Just as they like bacon and eggs for 
breakfast, the public seems to like 
ballads best in the spring, piano and 
ballet music in the fall, romantic stuff 
in the summer.” 


A 300,000 Record Inventory 


Hudson-Ross carries 300,000 rec- 
ords in stock, about one-third of it 
popular and jazz, and two-thirds clas- 
sical. Each store has about a one-day 
inventory. 

While the record business is going 
to be a permanent thing this time, 
Herman Forst predicts that there 
eventually will be a leveling off in 
record volume. He figures it this way. 
The average man buying a_ record 
changer radio spends from $100 to 
$200 the first year on records. During 
the next five years he will spend about 
$200 more. Right now everything is 
record changers, hence the record 
business is due for a great boost. 
Eventually, however, it will reach a 
plateau. 

More than anyone appreciates, the 
business of issuing records is like the 
publishing business. A manufacturer 
has to run off at least 100,000 records 

(Continued on page 206) 
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CASH AND CARRY CUSTOMERS, like this man, make up the bulk of Hudson- 


Ross’ radio sales. 


COOL, AIR-CONDITIONED STORES, with modern decor, greet the Hudson- 


Ross customers. 


NOT MUCH PUBLICITY is given the. Hudson-Ross service department, which 


sharpens up all new sets sold. 
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VERGAL BOURLAND who masterminds a going concern in Fort Worth, Tex. 
His home appliance store is performing at $100,000 monthly gait. 


IDEA 


MAN 


Vergal Bourland of Fort Worth, Texas, is gross- 


ing $100,000 a month after one year in the 


appliance business—and he started in two pre- 


fabricated huts 


By GRIER LOWRY 


DEAS,” John Steinbeck, the 
novelist OTICt irked ire 


like ts You vet a couple,” 
uid, and Jearn how to handle 
ther ind pretty soon vou have a 
dozen 
For a in who a ts that before 
establis] ng h to nN Fort Wort 
Dexa in October 1946, i¢ Vas co 
pletely devoid of home appliance mx 
missing kno Ve gal Bou 
land certainly has flock ot ideas 
\ inaget 0 tive Fort Worth 
Lo Club tor ‘ l ve Mi 
Bo ind confounded the cit ke 
t turn 1 i ront o 
S LUO ring a 12 mit! 
\ iste nd o Bout 
land Ho \ppliances, t gen 
tl te ng t indising 
OO ib] t ) ) 
t ve t ) d 
) ont-line tio ocal ) 
i little t t | 
R 
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gait with gross sales in July peaked at 
th ill-time high of $118,000. The 
present credit ovtlay on contract ac- 


bucks of 
$100,000, and the open account figures 
top $50,000 


counts is short a couple ot 


Started in Huts 


The business was launched in two 
pretabricated 16x16 huts, one for s iles, 
\fter a month, 
trucks were in operation, 


was work- 


the other for service. 


five service 


1 


and a five-man sales crew 


ing out of the huts. 
The Press,” 


smiles Mr. Bourland, 


l we were the only company that 
become an institution with no 
handise to deliver because we 


iccepted $25.00 deposits on refrigera- 


ors, ranges, and washers.” 
\nvway, by November, over 500 
persons had gambled that Vergal 


and the cash 

‘ 
tinkling to the tune ot 
$12,000 per month 


sourland would deliver, 
register was 

| rom the pre fab i0bs, the business 
transierred to 


ditterent 


something a_ bit 
110- 


i main trat- 


79-foot in width by 


foot in depth building on 


CONSTRUCTED AT A COST OF $80,000, Vergal Bourland Home Appliances build- 


ing is a far cry from the pre-fab jobs in which the business was launched. 


“COME 


artery leading to Fort Worth’s 
greatest expansion area. Mr. Bour- 
land and his backers parted with a 
sum in the neighborhood of $80,000 
for the structure, which includes such 
niceties as a model kitchen, a self- 
service record department, a_ parts 


department styled to the blueprints of 
in automobile parts store, well- 
equipped service shop, and about as 
modern and big appliance sales facili- 
ties as vou find in the Southwest. 

On an adjoining lot is a 100x175- 
foot spread of parking space for motor- 
ists unable to find room in the space 
for two rows of cars in front of the 
building. 


The Bourland Strategy 


\ staff of 68 emplovees, including 
fifteen salesmen and 28 servicemen, is 
functioning. Service department equip- 


ment includes a fleet of nine trucks 


The Bourland strategy has these 
mnovations: 
1. Colored newspaper advertising. The 


firm pioneered colored layouts in the city 
and is still the only firm to allocate a sizable 
portion of the advertising expenditures for 
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IN AND BROWSE" is the invitation Vergal Bourland issues record 


fans in advertising layouts on this department. 


ads splashed in reds, greens, etc. 

2. The mobile service department. Eighty 
percent of the service activity is on outside 
calls, which keep mechanics constantly on 
the move. 

3. Contests. Sundry contests among rec- 
ord personnel, salesmen, servicemen, have 
the effect of keeping every member keyed 
up for his job constantly. 

4. A record department under the super- 
vision of Lucy Sherah, who six months ago 
knew only that records produced music. A 
onetime stewardess flying into Fort Worth, 
she was selected by Mr. Bourland to manage 
record sales because (a) She has a winning 
personality; (b) She looks alert and is; (c) 
He thought her training and experience as 
a hostess would be helpful. 

5. Training for salesmen, featuring strenu- 
ous demonstrations at the conclusion of each 
sales session by members of the sales staff. 


Steady blasts of colored advertising 
are credited by Mr. Bourland with 
considerable to do with the 
notable strides his venture has made. 
“Colored ads have made us what we 
testifies, “because they have 
apart from the general 
run of ads and helped to focus atten- 
tion on our lines.” 


having 


are,” he 


set our ads 
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PPLIANCES 


80 PERCENT OF THE SERVICE volume of Vergal Bourland is done on wheels. 


A fleet of 9 trucks (above) is used in answering service calls. 


THIS UNUSUAL SCOREBOARD method of presenting a monthly sales record 
of Vergal Bourland salesmen was designed by sales manager Bob Mills. 


\llocation tor regular ads in two 
leading Fort Worth dailies never dips 
below $4,000 monthly, and is usually 
higher. ‘The promotional attack is 
rounded out with fourteen billboards 
on main-traveled traffic lanes, radio 
spot advertising on “hot"’ items, and 
display ads in programs of various 
events, such as the full-page the firm 
took in the inside front cover of a 
professional hockey game program. 


24-Hour Service 


Repair mechanics are on 24-hour 
call, just like all-night garages. New 
men undergo a 2-month apprentice- 
ship period in the shop under the eye 
of Raymond Stapp, service supervisor. 
if a man makes the grade, he is as- 
signed a truck, issued a set of orders, 
and is on his own. Servicemen report 
to the shop only twice daily—upon 
arrival for work in the morning and 
when they check in their trucks in the 
evening. 

Complete control of the service lay- 
out is vested in Stapp and his assist- 
ant, Clyde Howell. A chief dispatcher, 
and his assistant, help keep service 
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trucks rolling. straight line tele- 
phone, not listed in the directory, is 
used by servicemen in phoning in for 
orders as to where to move on next. 

“As a home owner”, explained Mr. 
Sourland, “I spent weary hours 
thumbing through the classified ad 
section of the telephone directory in 
attempts to get home appliance servic- 
ing when I needed it. I discovered 
that aiter five P. M. or before nine in 
the morning, chances of getting a 
repairman were exactly zero. This ob- 
servation prompted me to create our 
pronto service with a part of the crew 
on 24-hour call.” 

Keeping the service department on 
a paying basis is a No. 1 concern of 
Mr. Bourland, and in achieving this, 
as well as in pyramiding profits in 
other branches, he places a lot of 
stock in contests. 

Service .personnel elect two cap- 
tains who choose their teams, and 
after month-long skirmishes for serv- 
ice sales—labor sales, not parts—the 
winning team eats steak, the losers, 
beans. In a recent contest, Mr. Bour- 
land chipped in a_ five-foot home 
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TO SHARPEN THEIR PERFORMANCES, servicemen at Vergal Bourland’s split 


up into two teams and vie for dollar-volume in service calls. 


A COMPLETELY-CONNECTED MODEL 


the Vergal Bourland store in Fort Worth. 


freezer to the repairman with the 
highest dollar-volume in service calls 
during the month, new suits of clothes 
for second and third placers, and an 
electric shaver to the fourth place 
man. 

In one month, salesmen scheduled 
two fiiteen-day steak and bean con- 
tests, with high men award d home 
Sales personnel is never 
without a contest to sharpen perform- 
ances. 

Result of contests is that Bourland 
sales and service crews are constantly 
surcharged with enthusiasm. 


freezers. 


The Record Business 


If there is any sour note in the 
picture here, it is in the record sales 
volume. 

‘Better than any other record shop 
in town, and we have a margin of 
profit in this department, but it is not 
good enough,” said Mr. Bourland. 
He refuses to see “red” in the opera- 
tional records of any department, and 
is inclined to feel sorry for a Pollyanna 
type of dealer with an unprofitable 
department and a_ but-look-at-the- 


KITCHEN 


is one of the features of 


traffic-it-produces attitude about it. 
Records have been slighted in news- 


paper advertising attention, and in 
August only two half-page color ads 
were set up for this department. Ap- 
pliances—Bendix washers, fans and 


been stealing the 


advertising thunder. 


irons, ete.—have 
3ut records have been singled out 
for more promotional consideration. 
\n audience participation radio pro- 
gram, emanating from the record de- 
\ired 
from 7:00 to 7:30 every Friday night, 
the program is slanted to young mod- 


partment, has been introduced. 


erns who stop in and participate in 
the program en route to Friday night 
high school football games, held in the 
city blocks 
Quizzes concerning popular music and 
artists mingle with hit tunes on the 
show. 
correctly answering the questions. 
Five nights a week for one week 
every :nonth, the fifteen salesmen con- 
vene for 7:30 to 11:30 sessions. High- 
lighting demon- 
strations by the salesmen themselves. 
(Continued on page 208) 


stadium only six away. 


Prizes are awarded contestants 


these meetings are 
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OLD TRICKS NEW 


By A. B. WINDHAM 


HERE was the case of the en- 
terprising restaurateur who 


rish stew. He 


thought it over for a while, renamed 

it ragout d’'Hibernia, upped the price 

40 cents and sold it bv the gallon. 
Ihere’s a lesson in this somewhere 


and nobody knows it better than H. H. 
Enlow, Home Appli- 
Florida Avenue, 
Mr. Enlow has applied 


manager ot the 
ance Co., 228 Sout! 


Lakeland, Fla. 
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the principle of sprucing up old mer- 
chandising tactics in new dress with 
a great deal of success and his firm 
today is regarded as one of the most 
progressive in central Florida. 

“Of course the best merchandising 
factors are service and satisfaction to 
the customer,” says Mr. Enlow. “These 
ire our basic principles, but we have 
found it profitable to dramatize sell- 
ing to the fullest extent. Just like a 
little powder and paint help turn a 


homely girl into something glamorous, 


a little extra effort and fixing up help 
turn an appliance store into a haven 
for customers.” 


Store "Re-Openings” 


As an example of Mr. Enlow’s in- 
genuity, his “re-openings” have af- 
forded a shot in the arm to lagging 
appliance sales, fresh advertising for 
his firm, and have proved highly profi- 
table as well. He staged one last De- 
cember which still has the city of 
Lakeland talking, and intends to stage 
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another one when the store expands 
some time in the near future. 

“The re-opening was a merchandis- 
ing trick which was beneficial to our 
customers as well as to ourselves,” he 
says. “At the time, deliveries were 
slow and goods hard to get. Like 
almost every other dealer at that time, 
we were in a rut and badly in need 
of something to perk up _ business. 
That’s what gave us the idea of a 
re-opening. 

“The plan 


was simple. We just 
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The Home Appliance Company of Lakeland, 
Fla., uses tried and true methods of merchan- 


dising with a few new twists which pay off. 


took a three-day vacation, decorated 
the store in the best of Christmas 
taste and planned for a bright sur- 
prise to shoppers. I spent the three 
days in putting pressure on the dis- 
tributors and rounding up merchan- 
dise. I’m happy to say we had a good 
stock on hand at the end of the vaca- 
tion.” 

Well-presented ads in the local 
papers and the local radio station 
boomed the event. When the store 
reopened its doors, a crowd was wait- 
ing to get in and more than 400 per- 
sons surged into the store that day. 
The total sales averaged $28 per per- 
son, Mr. Enlows recalls, and it was a 
real Christmas event for the towns- 
people, who rarely know anything 
other than warm weather, even at 
Yuletide. To help make the event a 
notable one, Mr. Enlow had to bor- 
Tow six salesmen from his distributor 
for the day. 


Real Effort Made 


Eye-appealing features dominated 
the displays, such as placing modern 
refrigerators side by side with an- 
cient ones, exhibiting testimonials 
from users of 27 years standing, and 
similar stunts. The Christmas theme 
was played up throughout the store 
and snow—even artificial snow—was 
a pleasing sight to those who attended. 
The next re-opening to be held by the 
Home Appliance Co., will go even 
further in advertising, glamorous ex- 
hibits and unusual features, Mr. Enlow 
says. 

Another sure-fire merchandising 
stunt which Mr. Enlow has instituted 
is his method of dealing with good 
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prospects for washers and ironers., 

“We haven't got the washers to 
sell them right now,” he declares, 
“but we are not letting that stop us 
from keeping ,our customers. Our 
standard practice now is to get on the 
telephone and tell the prospect to bring 
her washing right on down here to 
the store. Then we wash it for her 
right here on the floor, using the 
demonstration machine we have. When 
the washing is done, the customer is 
then a prospect for an ironer. So we 
do her ironing for her too, explaining 
all about how it is done as we go 
along.” 

This free washing service, Mr. En- 
low points out, is better than a simple 
demonstration since it is performed 
on the prospect’s own clothes and 
brings in the chance to sell ironers at 
the same time. Grateful Lakeland 
housewives have proved the theory a 
good one, since the Home Appliance 
Co. waiting list for washers is grow- 
ing steadily. 

Every once in a while Mr. Enlow 
springs a surprise on his salesmen and 
a few chosen housewives by having a 
dinner cooked right in the store and 
eaten there. The housewives are in- 
vited to dinner in time to see a differ- 
ent salesman cook a different part of 
the dinner and are even invited to 
step up and take part in the cooking 
themselves, should they so desire. 

“The stunt serves a three-fold pur- 
pose,” says Mr. Enlow. “First it 
gives the salesmen a chance to learn 
the workings of a range and teaches 
them to talk the language of the house- 
wives they are cooking for. Second, 
it is the finest kind of demonstration 
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we can give the housewives—raw 
food cooked on the range right before 
their eyes can be tasted to their own 
satisfaction. Third, it makes for good 
will and cements the friendship of 
housewives by providing a social and 
recreational contact.” 


Home Freezer Technique 


The technique developed by Mr. 
Enlow in selling home freezers is a 
notable one. Florida seems to be the 
ideal territory in which to sell freezers 
and Mr. Enlow realized this soon after 
taking over the management of the 
Lakeland store. Many people in the 
section had never eaten frozen foods, 
so he promptly installed a frozen food 
cabinet with a wide variety of pack- 
aged foods. These he sells prac- 
tically at cost, without advertising and 
usually at case lot price. This move 
was designed of course, to familiarize 
the customers with the potentialities 


of the home freezer and to educate 
Lakeland housekeepers in the simplic- 
ity and economy of freezer operation. 

“It was a successful move,” Mr. 
Enlow declares, “and our plan of edu- 
cating the customer up to the use of 
home freezers has paid off very well. 
The first thing we did was to discount 
the idea that a home freezer is a lux- 
ury. We have proved, I think, that 
the simplicity it affords in preparing 
meals, the time saved, the saving it 
effects in preventing waste of food 
and the flexibility it provides in pre- 
paring meals, makes a home freezer 
just about as important to a housewife 
as a refrigerator.” 

He did his “education” job well. 
Testimonial letters in his files attest 
to the effectiveness of his methods in 
selling home freezers. ‘These letters 
contain such phrases as “When I shop, 
I needn’t think: Can I use this before 

(Continued on page 78) 
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SOUND 


If you are neglecting this profit- 
able angle of your radio business, 
take a look at the experience of 
Reliable Radio in Erie, Pa. 


LECTRI ippliance retailers Chis firm is reputedly “Sound Sys 
neglecting the radio sound field t 5 Service Headquarters” in the 
lend an ear: you're keeping a lot Erie area, a designation earned the 
of t gre stuff ym your cash ird way—constant plugging away for 
registers’ diet new sound customers. Sound promo- 
If 1 want a little coaxing, here’s tion has brought sales of the f lowing: 
the story that came straight from Reli Intercommunication systems for 
able R I Pa. Listen to ffices, downtown stores, factories; 
Allen D ) ie firm’s sound engi- school educational sound systems; pag- 
leer : ing and music broadcasting systems in 
Merchandising sound is a natural factories; sound systems for stadiums, 
for appliance retailers,” he said. Sales anda great variety of special applica- 
opportunities were never better. Reli- tions. 
able Radio recognizes this, and in fact Reliable believes in selling nation- 
has aggressively sold sound for a num illy known and advertised sound equip- 
ber of vears ent, listing Western Electric, Strom- 
‘Naturally, you just can’t shout berg-Carlson, and Webster Electric 
elling sound!’ a va 1 (Racine) as its suppliers. 
é ratte int door dow We've gained a tremendous amount 


Our sound 1 


gained momet f good will through the common, but 


have l 
proven profitable, but only ‘iten overlooked, expedient of adapting 


because of studied methods of mer- sound to the buyer’s taste and needs,” 
chandising, growing experience from said Davidson. Here’s the way Re- 
installation variety and other factors.” liable works: 


AFTER SURVEYING the requirements for a “Shopper Talkie” installa- 
tion at the Wayne Furniture Co., A. R. Davidson slide-rules his way to a 


solution of the problem. 


An outsic 


nake contacts, d 


salesman and Davidson 
iscuss an installation 
prospect, recommend the type 
suited, installation 
and pay special attention to whatever 
individual “twist” installation 


with a 


most quote costs, 


under consideration might require. 
Davidson makes rough notes and 
sketches that stick the situation in his 
mind. 


Sack at the plant, Davidson takes the 
problem to his desk, works out installa- 
tion blueprints in detail, checks the 
whole carefully, and then huddles with 
a technician or two who are assigned 
to setting up the sound system. When 
all angles of the job are clear these men 
pack the system into a Reliable service 
truck and proceed to the installation 
site. 

Now that is a bare outline of method. 
Reliable has a number of interesting 
case histories, as it were, of indivdual 
adaptations that have helped build cus- 


\ 
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WELL-STOCKED display room is proof that Reliable doesn't rely on sound system installations for all its profits. 
Ryan (pictured), appliance sales manager, is proud of the recently enlarged music department. 
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word-of-mouth ad- 
vertising and hence more sales. 
“For example, the other day we got 
a call from a Catholic church where we 
installed, some time ago, a ‘sound-rein- 


public 


tomer confidence, 


forcing’ system,” said Davidson. 
substituted that for P. A., or 
address system 

“You see, in a church you've got to 
be extra caretul with a sound installa- 
tion. The minister wants his voice to 
carry to his listeners better, and with 
full quality, but without making them 
conscious of listening to speakers. This 
installation called for acoustical 
judgment and close figuring for place- 
ment of the speaker units. 


fine 


Chalk Up a Success 


“The call we got from this church 
carried additional praise for the fine 
job Reliable had done. Everyone con- 
cerned was completely satisfied. The 
call ended on this note—the church 
now confidently hands us the job of in- 
stalling a complete sound hookup in 
school corridors and the gymnasium 
for the playing of recorded music. 
That’s the kind of follow-up we work 
for, and often obtain.” 

Another special application was in- 
volved when Reliable consulte—' 
about an alarm, paging and intercom- 
munication system to connect two 
plants of Diamond Alkali, near Paines- 
ville, Ohio. Webster Electric gave Re- 
liable the lead on this job. 

This chemical plant’s manager 
pointed out that regulation equipment 
couldn’t do the job properly because of 
highly corrosive vapors from manu- 
facturing operations. Diamond Alkali 
makes hydrochloric acid in one build- 
ing and pipes it a mile to the second 
plant, where plastic materials are pro- 
duced by Glenn Martin interests. 

Both plants wanted three functions 
from the sound system: button controls 
were specified at both ends of the sys- 
tem for sounding an alarm horn from 
either plant; turning on a highpower 


Was 
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a- BLUEPRINTS of the installation are checked with Elmer Schmidt, one of the sound 
a technicians, who will actually build the system which Davidson has designed. 


RECORDINGS are placed on a record changer in a cabinet on the sales floor of the 
store. Store salesmen can keep an eye on the records, reset the machine. 


audible throughout 
simultaneously, and, 
intercommunication. 


How They Solved It 


paging hookup, 
both buildings, 


two-wav normal 


“The acid fumes were so strong our 
installation tools corroded during only 
yne day of working on terminal equip- 
ment,” said Davidson. “We adapted 
our sound equipment to the situation by 
installing speaker units in 
heavy steel plate boxes from which pro- 
trude, along the bottom, the three but- 
tons required for the three functions of 
the system. 

“Marine speakers, you know, are im- 
pervious to a great many atmospheric 
conditions. And they serve twice over, 
aS you speak into them and hear from 
them in turn. The actual controls for 
the system, which involved central 
power amplifier-relays, were installed 


marine 


ELECTRICAL MERCHANDISING—NOVEMBER 1, 


in the electric equipment rooms of each 
plant.” 

Reliable built eye-appeal into a con- 
trol panel, a simple one-button control 
for changing records, and made the 
record-changing noiseless for a sound 
installation sold to a funeral parlor. 
Funeral must be broadcast 
from one parlor to another, the order 
stipulated, and speakers must be espe- 
cially suited and placed for accurate 
and pleasing reproduction of low-level 
organ and religious music. 

“We were told, whatever we did, to 
eliminate the ‘sloop’ which record- 
changers usually make as a record is 
positioned and the needle touches its 
surface,” explained Davidson. “A 
simple shunting switch does the trick. 
Our plant turned out a compact, at- 
tractive and professional-looking con- 
trol panel that suited its location in the 


services 
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ACTUAL INSTALLATION completed, the next step is the cutting of the records which 


will be played over the Wayne Furniture sound system to customers in the street. 


FELHEIM S 


BS'3990H2 


THE PASSERBY attracted by merchandise in the window, only has to press a button 
to hear the features described. Other installations: funeral parlor, chemical plant. 


funeral home where all visitors could 
view it.” 

A local musician found the answer 
to his problem in the improvisation 
ability of Reliable’s sound technicians: 
he came in and asked for a five-pound 
chassis to carry a violin pickup system. 
He specified bass and treble controls, 
input circuits for two musical instru- 
ments, input circuits for a microphone, 
and a fourth input circuit for a home 
movie projector. 

“We're very proud of that job,” 
smiled Davidson, “and it brought us a 
lot of publicity.” 

Reliable has found that expert advice 
and practical electronics installations 
go hand-in-glove with sound merchan- 
dising. One type of work can lead to 
the other, following the reputation for 
ability and service. Davidson and 
associates thus gave special attention 


to the devising of a foolproof safety 
switch for Erie Resistor Corp. plastic 
presses, to safeguard workers’ hands, 
and an electronic counter for Lovell 
Mig. Co. conveyorized painting line 
that counts only those wringer assem- 
bly pieces that are finished, or in other 
words have a coat of white paint. 
“This counter was another job that 


drew much favorable cémment from 
Lovell management. They were as- 


tounded at the accuracy of the thing,” 
declared Davidson. “What happens is 
this: each passing piece of material 
breaks a light beam that causes a flash 
of high-intensity light on the same 
piece. The reflection thus caused is 
focused on another photo cell which 
determines whether or not the piece is 
painted white. The installation in- 
volves a system of timed-delay relays to 
(Continued on page 100) 


PAGE 49 


a 
: 


ROY GALLEGHER, appliance buyer at Davison-Paxon, is shown with a prospect in the 


model kitchen. In the first year, 47 complete kitchens were sold. 


GENERAL VIEW of the new Appliance Annex at Davison-Paxon, Auguste, Ga. The 


department grossed $499,000 during the first year of operation. 
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SMALL APPLIANCES are 


given open display at Davison-Paxon. 


Dividing the Business 


Under the novel salesmen's compensation plan 


in effect at Davison-Paxon, Augusta, Ga., all 


appliances are divided among salesmen and they 


can write their own ticket on selling methods 


PECIALTY salesmen “write their 

own tickets” and to all intents 

run independent businesses under 
a novel sales management plan worked 
out by Roy Gallegher, appliance buyer 
for the new Appliance Annex of Davi- 
son-Paxon Company, Augusta, Geor- 
gia. 

Davison-Paxon in Augusta was one 
of the first department stores in the 
South to set up a separate “outside” 
appliance store, remodelling a former 
garage into a modernistic showroom 
a little more than a year ago. The 
store is comfortably divided into a rec- 
ord and radio shop on the left, with 
plenty of comfortable listening booths 
and self-service racks, a center-shop 
display of major home appliances 
backed up by a complete all-electric 
model kitchen, and on the right the 
small appliance shop, operated by an 
expert women home economist on full- 
time duty. Directly behind is the 
service shop which can handle any and 
all service up to sealed-unit compres- 
sor installation, and a warehouse large 
enough to handle much more than the 
required inventory. 


Getting Good Men 


Competition for sales jobs at Davi- 
son-Paxon’s was understandably keen 
when the new store went into opera- 
tion, according to Mr. Gallegher—due 
to the excellent quotas already estab- 
lished, top lines of franchised appli- 
ances, and the commanding position of 
the store in the North Georgia city. 
Nevertheless, Gallegher felt it was 
necessary to work out compensation 
plans a little better than those of pre- 
war days to insure getting topnotch 
men. “We wanted high caliber sales- 
men who could be depended upon to 
stick with the store,” Mr. Gallegher 
indicated, “as well as satisfied, effi- 
cient service mechanics, demonstrators, 
and other personnel. An excellent in- 
come and good working conditions 
were essential for this.” 

How well he succeeded may be 
seen from the $499,000 volume rung 
up by the appliance store for the first 
year; the sale of 47 complete all-elec- 
tric kitchens from $250 to $3,700, and 
467 Magnavox radio-phonograph com- 
binations. Every salesman is earning 
incomes well above those standard in 
the North. Most are ex GI’s, one man 
for example starting out at $25 a week 
salary with GI on-the-job help, and 


dropping it after six weeks when his 
average pay ran upwards of $600 per 
month. 

The secret of such phenomenal sales 
lies in a beautiful store, ample de- 
liveries, and letting the salesmen 
choose their own compensation plans 
in return for which they cooperate with 
Mr. Gallegher in long-range training 
programs, ardous prospecting, and 
teamwork. “We see to it that every 
man is earning in direct ratio to his 
ability, whether he is a shop mechanic 
or an outside salesman,” Mr. Gallegher 
said. 


Four Full-Time Men 


Right now, the store has four full- 
time floor salesmen, who had the op- 
tion of choosing floor time or outside 
work. Each is paid $60 per week draw 
against commission, and is entitled 
to contact his own prospects, go out- 
side the store during the evening to 
follow up leads, use direct mail, etc., 
as he wishes—exactly as if he was 
running his own business. Outside 
men, one up to September and three 
afterwards, receive six percent on all 
outside sales plus the $60 draw, and 
again, handle their own _ prospects, 
make their own deals, and conduct a 
personalized business. 

Does it seem unbalanced? At first 
glance it would appear that the floor 
men have a potent advantage over the 
outside man in view of heavier traf- 
fic. The secret, however, lies in the 
fact that Mr. Gallegher allocates all 
major appliances on an equable basis 
to each salesman, unit by unit. “We 
held a meeting on this idea, and the 
men agreed that it was the fairest and 
most profitable overall means of doing 
business,” Mr. Gallegher explained. 
“In other words, if we receive 60 re- 
frigerators and we have six men to 
consider, each gets 10 refrigerators to 
sell. Thus the outside man is com- 
pensated by an extra one percent for 
his travel and evening time, and has 
just as many boxes to sell as the floor 
man. The outside man can sell his 
appliances just as swiftly as the floor 
man if he wishes, but at the same time 
he is building up valuable contacts 
which will produce more income later 
on when such contacts are essential.” 

Davison-Paxon’s salesmen like the 
system fine. Each may receive up to 
15 refrigerators, a dozen ranges, 25 

(Continued on page 203) 
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Forrest Harrison's rural 
home in Edinboro, Pa., 
is also a demonstration 
appliance store 


N a variation on the old card 
I trick, we might say: 


“Pick an electric appliance .. . 
any one of them. Got it in your 
mind? O.K. Step this way.” 

Then we enter Forrest Harrison's 
rural home, a few miles out of Edin- 
boro, Pa. We say: 

“That appliance is right here, on 
display, in actual use—and furthermore 
it’s doing a good selling job for Har- 
rison.” 

Electric door chimes? Sure. Home 
freezer unit? You bet-—two of them! 
Electric ironer? Absolutely. Dish- 
washer? Why, of course. 

Mrs. Harrison is the sales force, 
always “‘on duty.” She shows visitors 
around, explains how the appliances 
are installed, what they mean to the 
home, how much they cost, how soon 
they will be delivered. Her husband, 
an electrical contractor, makes de- 
liveries in one of his own farm trucks, 
of which he has two. Evenings he 
puts in a few selling licks of his own. 

“How did this one-of-each home dis- 
play come about?” Mrs. Harrison 
echoes your question. “Well, I sup- 
pose we should say it started years 
ago when my husband began to sell 
appliances in spare moments from his 
work. He got around to a great many 
business establishments and into homes 
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A SIMPLE BLACK AND WHITE SIGN, “Harrison Electric, Appliance Display,” tags the home where 
Mrs. Harrison welcomes customers to a display of one-of-each appliances already installed. 


HOME STOR 


IN HER BASEMENT Mrs. Harrison, left, shows the 


bre TRIE 


MRS. HARRISON is constantly on "duty" as a sales clerk in her 
home: she shows all the appliances, tells how simple installation is, 
gives selling price and delivery date. 


12-cubic-foot Hotpoint freezer to a potential buyer. 


Her washer and ironer are nearby for demonstration, along with other appliances for home and farm. 


and he worked up orders as a sideline 
income. 

“For a while, he even had a store 
in Edinboro, but it was too much 
trouble as long as he wanted to keep up 
his regular contracting work. Then 
we were living in McKean, too, and 
that was a disadvantage. Finally 
about a year ago we decided to sell 
the McKean home and move out on 
this farm.” 


Model Farm Home 


It was then that the Harrisons 
found themselves with such a follow- 
ing in the electric appliance trade that 
it would be foolish to drop the busi- 


1947 


ness. It was coming to them and 
asking to be handled! The idea of a 
model home, in electrical outfitting and 
use of appliances, had been in the 
back of their minds for some time— 
this was the time to give it a whirl. 

“So we built this little home about 
a year ago,” went on Mrs. Harrison. 
“It has a 13x15 ft. kitchen with cream 
walls and ceiling and a green linoleum 
floor. Picture plate glass windows 
make it attractive both inside and 
from the road. We have a sunken 
fluorescent light in the ceiling and two 
48-in. tubes over the wide window next 
to the road, and these give us a nice 
effect when lighted after dark.” 


Besides wiring the house for the 
easy installation of every appliance 
already in common usage, Harrison 
provided many extra outlets, as for 
instance the six additional ones in 
the kitchen alone. But, to start at 
the front door, here’s the itemized 
list of appliance installations: 

Rittenhouse chimes announce the 
visitor, who might find a _ console 
Olympic radio playing softly in the 
living room on his way to the kitchen. 
Seginning on the side he faces upon 
entering the latter “display room,” 
from left to right we find a Youngs- 
town kitchen installation. On the left 

(Continued on page 96) 
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SERVICING 


It’s Easy to Put a Unit Back in 


Perfect Working Condition 


Here’s What Makes the Music.............. 


This is the NuTone K-14 "Skyline," typical of 14 cur- 

rent NuTone door chime models. It sounds two har- 
monious notes for front door callers and a single melo- 
dious note for visitors at the rear door. 


This chime is built to operate on a standard 10-volt 

bell or buzzer transformer (at right). Six volt units, 
generally found with buzzers, lack the power to provide 
clear, loud chime tones. You can see the 10 volt trans- 
former is no larger. Use four |'/2 volt #6 dry batteries, 
in series, where no alternating current (A.C.) is available. 
Never connect chime to direct current (D.C.) wiring. 


Tear Down is Simple 


Begin by removing the plastic tone-bar grille-type 

cover. Its use is both decorative and as a dust cover 
for one of the tone bars. In replacing later this tone bar 
cover must not touch the tone bar itself. 
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4 Lift off the front cover and you expose the tone bars 
and solenoid mechanism. 


The solenoid (in this case the "Sky-Pac") is the heart 

of the chime mechanism. Place chime in an upright 
position, preferably flush against a solid board or wall. 
Illustration shows how to momentarily apply 10 volts of 
power to solenoid for either front or rear signal, thereby 
duplicating push button action in the home. 


The tone will be muffled if the rubber grommets 

used for mounting the tone bars do not allow free 
vibration of the tone bar. The lips of the grommets 
must lie flat against the tone bar on both sides. 


NOVEMBER 


Both top and bottom tone bar as well as rubber 


grommets, can easily be pulled off of the metal 
mounting studs. 


Red, green and black rubber grommets are used by 
NuTone to help distinguish the difference in tone bars. 
They identify tone bars as to thickness. But width, length 
and type of material also determine tone. Be careful 


not to switch types of tone bars when working on a given 
model. 


To test for sticky plungers push the plunger through 

the coil with your fingers. It must go through with- 
out the least feeling of resistance or of stickiness. More- 
over, it should snap back to position immediately. 
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1 If a plunger sticks, lift plunger and spring assem- 

bly out of the solenoid and remove spring from the 
plunger. A compressed spring will weaken the second 
tone signal for front door. A stretched spring will weaken 
the first tone signal (both front and rear door). The 
plunger should be rubbed thoroughly and evenly with steel 
wool—then wiped off with carbon tetrachloride. Likewise, 
by using a brush or small stick with a cloth on the end of 
it, clean the inside of the coil sleeve with a good cleaning 


fluid. 


Dust, dirt or oil may make the plungers sticky so 

that the magnetism in the solenoid is not strong 
enough to draw the plunger through the coil to strike 
the tone-bar. That's why NuTone prints plainly on all 
solenoids the caution—Never Oi! the Plungers or Any Part 
of the Solenoid! 


12 Plunger tips should be tapered to a point and not 

flattened. This correction can be made with a 
small file. Caution: Do not shorten the tip in filing unless 
the plunger spring has become deformed in handling and 
the tip therefore requires such an adjustment. A deformed 
spring is best repaired by actual replacement, not adjust- 
ment of plunger tip lengths, etc. 


13 Rear door plunger has a protective sponge rubber 

cushion cemented to one end to prevent any possi- 
bility of its sounding two notes for rear door signal. The 
front door plunger has a plunger tip on both ends. 
A missing plunger tip or plunger cushion must be replaced 
to restore proper tone sequence and quality. 


Bits of Technique on 
Other NuTone Models 


1 On NuTone chime models having verticab?tone bars 

and resonators, plungers can be easily removed by 
slipping through into hole in the resonator tube after 
removal of tone bar. 


1 On the NuTone K-24 Deluxe model, remove tone 
bar by releasing it from mounting bracket at top 
and then unhooking it from bottom bracket inside tube. 
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After removal of tone bar, it will be found easy to 
withdraw the plunger and spring assemblies for 
cleaning, etc. 


17 Long tubes on other NuTone models should always 
hang freely. Unlike tone bars they do not require 
supplementary resonators or tone amplifiers. The entire 
tube vibrates with sufficient intensity when properly struck 
to give a long, pleasant tone. The length, the diameter, 
both inside and outside, and the type of material, as well 
as the point at which it is struck govern pitch and quality 
of the tone. These tubes must never be cut to any other 
length for any reason whatsoever. As illustrated the upper 
plunger tip must strike at least '/g in. below the top of the 
tube and midway between the holes for the suspension 
cord. 


18 A pair of pliers is the only tool necessary to adjust 
the brackets or hangers to get this |/g in. clearance. 


19 The most recent NuTone models incorporate an im- 

proved, dust-free solenoid called the Twin Power 
Unit. A screwdriver will raise the lug holding the two 
protecting shells of this unit together. Then the bottom 
shell is taken off to provide removal and inspection of the 


plunger assemblies. 
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Many 


Not to Cannon Distributing Co. 
packed in 4,400 in a two-day 


in Charleston, 


cooking school 


LI ittendar rds for elec 
tric appliance demonstrations in 
South ] vere ecently 
broken when the Cann Distributing 
es listributors of the elec rang¢ 
] cal dealers and a local utility spon- 
sored South Carolina’s first post-war 
cooking school \ record breaking 


crowd of 2,100 women on the first day 
ynd day (plus an 
disre- 
garded the sweltering heat of Charles 
ton to attend. 


unnumbered radio audience) 


Publicity Campaign 


In order to create the interest which 
was manifested in the school, every 
lah! 
available means ot publicity was used 


For several days before the school 
opened, the South Carolina Power Co. 
carried 
ing the 


spot announcements concern- 


school on their regular radio 


E. M. OSTENDORFF, sales manager of Cannon Distrib- 
uting Co., conducting the “question and answer" 
gram on the appliances displayed at the school. 


PAGE 54 


who 


COOKING SCHOOLS still drag ‘em in! There were 2,100 the first day and 2,300 the second day of this Charleston, 


S. C., cooking school. 


shows. Attractive trailers 

school were shown at eac] 

rtant movie houses each dav for 
] 


two weeks previous. One 


impo 


and more often two appeared in both 


the morning and afternoon local news- 


vapers with dealer tie-ins. 


i 
prior to the opening of the school, each 
local dealer maintained a full window 
display of merchandise in which was 
featured the deluxe electric range 


which was advertised as the grand 
door prize 

\mong the more unique promotional 
features employed in connection with 
the school was the awarding of a prize 
of a radio to the person preparing the 
longest list of foods grown in Charles- 
ton County. 
lists. 
broadcast 


This drew 287 complete 
Another feature radio 
from the giving a 
description of the preparation and bak- 


Was a 


scene 


pro- 


MISS JUANITA CROSS, home economist of the 
Georgia Power Co., explaining one of the cooking pro- 
cedures used during the school, on a WCSC broadcast. 


ing of an apple pie. In order to insure 
audience, various 
given to persons who 
istened and called in the correct an- 
swers to various questions asked of the 
listening audience during the school. 


a lat ve listening 


were 


Dealer Participation 


\s an appropriate supplement to the 
morning sessions of the cooking school, 
\. G. Rhodes and Son, with headquar- 
ters 


trot 
store 


in Charleston and a large branch 
in North Charleston, held after- 
noon cooking demonstrations in their 
windows. 


store windows, of 
large plate glass, were ideally suited 


for these demonstrations. 


These 


The window 
decorations consisted of a complete dis- 
play of the line featuring the deluxe 
range which was demonstrated con- 
tinuously during the afternoon by 
the local utility’s home economists. 


On the opening day of the school, 
Miss Juanita Cross, one of the South's 
leading home economists, demonstrated 
the art of handling five different cook- 
ing operations simultaneously. These 
included an oven meal, a cake, a meal 
prepared on the surface units, a broiler 
and a thrift meal. Miss Cross 
explained away any illusion to magic 


s 


meal 
by stating that when such a range is 
used, that the secret of successful cook- 
ing was to use good products, follow 
the temperature 
peeking” 


directions and “no 
until the time is up. .\t the 
close of the two hour program, t! 
dishes prepared during the demonstra- 
tion, as well as two electrical appli- 
were given as door prizes to 
persons in the audience. 


ances, 


Che second day’s activities were de- 
voted to demonstrating the proper uses 
(Continued on page 92) 


its winner. 
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E. M. OSTENDORFF, sales manager of Cannon Distrib- 


uting, demonstrates the features of a Gibson range to 
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HERE'S THE GENERAL 
MILLS “PRIZE PACKAGE” 
FOR CHRISTMAS 


for 
eurefully 
tial te, 
eat 


Commun. 
Chan 
“teck A, 

ax» 
Thy 

far, the 


DOUBLE FEATURE! THE FIRST 
AD FEATURING BOTH GENERAL 
MILLS’ TRU-HEAT IRON AND NEW 
PRESSURE-QUICK SAUCEPAN ! 


on, 


ze that 
ba 

controlar, 


Bette, Crocker 
Two new ways to say Me 


DOUBLE APPEAL! HARD- 
SELLING COPY, PLUS THE EYE- \_ 
CATCHING MAGIC OF FULL COLOR ¥ 


DOUBLE DISPLAY! APPEARS 
Saucepam IN BOTH “THIS WEEK” MAGAZINE 


(NOV.30) AND IN THE SATURDAY 
EVENING POST (DEC.6) 


DOUBLE PUNCH! THE FIRST 


Buy EM / CHRISTMAS PROMOTION STARRING 
DISPLAY EM! BETTY CROCKER TO BUILD EXTRA 


SELL Em/ SALES, EXTRA PROFITS FOR You! 
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OS \— | HUMIDIFIER 


Dealers everywhere agree—there’s never 
been anything like it before! Wherever 
the new Fresh’nd-Aire Humidifier is 
— shown—it attracts customers and their 
dollars in a manner that means business 
— instantly. 


No wonder this new postwar appliance 
sells so easily! It rids homes and offices 
of dry parched air—often a contributing 
cause of colds, respiratory illness and 
costly damage to furniture, books, walls 
and woodwork. Thousands now know 
that winter heating without humidifica- 
Se tion means trouble—and they know that 
the new Fresh’nd-Aire Humidifier is THE 
answer to the problem. Mail coupon 
today for all the profit-packed facts! 


SPECIFICATIONS 


Fresh'nd-Aire Humidifier 
Medel No. 600 
164" high, 12% diemeter; weight 
Afteen peunds 
Motor 48 wetts, theded pole, 60 
cycle, 115 volts, AC 
Underwriters’ Leberatories Approved 
Ne. 625° 
Appres. 12,000 «cv. washed off 
j per hour. 
Svaporetion: te 2 pints per hovr. 
Reservoirs copecity: Three gellens 
weoter. 


Hattonally rodvertised in 
TIME - PARENTS’ FEATURES: 
BETTER HOMES & GARDENS Adds correct amount of moisture to air. a 
hetait Price Cleans, washes and filters out dust, 
dirt, smoke and polien. 
MAIL COUPON Cireulates al gently — without drafts. 


in winter, provides greater comfort 
at lower room temperatures. 


Reduces heating costs. 
FRESH’ND-AIRE COMPANY . Simple, sturdy, all-stee!l construction 
Dept. E1147 assures years of trouble-free service. 
221 N. La Salle St. 


Chicago 1], Ill. 


Gentlemen: Without obligation, please send me com- 
plete details about the new Fresh’nd-Aire Humidifier. 


Name 
Address 
221 NORTH LASALLE ST., CHICAGO 1, ILLINOIS 
City State _ ; Export Sales: The A. J. Alsdorf Corp., Chicage 1, llinois 
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An analysis of various 
methods of compensa- 
tion and a check-chart 


of five different plans 


By 
ROBERT L. WILKINSON, 


Executive Secretary, 
Inland Empire Electrical Dealers 
Association, 

Spokane, Wash. 


NE unproductive or dissatisfied 
salesman in a retail store em- 
ploying two salesmen can create 
a situation fully as disruptive as a strike 
of half the labor force of an industrial 
concern employing thousands. 
pensation plan 


A com- 
inadequate 
because it does not recognize merit or 
because remuneration insufficient 
can cause far-reaching personnel prob- 
lems. 


which is 


In the merchandising field, salesmen 
furnish the productive labor. Quali- 
fications required are varied and exact- 
ing. Since normal numbers of sales- 
men were not selected and trained dur- 
ing the war, the skilled members of the 
profession are in considerable demand. 
Therefore, although the relatively low 
profit margins of electrical dealers 
limit the range of allowable selling 
expense, compensation must be fairly 
liberal to attract capable and _ stable 
individuals to an appliance 


career. 


selling 


Three Payment Methods 


There are only three basic ways of 
compensating salesmen. 

1. Fixed income. (straight salary) 

2. Income in direct ratio to sales 
(straight commission ) 

3. Combination of fixed income and 
imcentives, 

There are a number of variations 
ot the combination type of plan, how- 
ever. Common ones are: 

Commission with draw. In this plan, 
commissions based on a percentage of 
sales are paid, but the salesman is 
allowed to draw a specified amount 

to provide at least the necessities of 
life) regardless of amount of com- 
niuss on. If the draw exceeds the com- 
mission at any time, the resultant 
deficit is later cleared by application 
of earnings in excess of draw. 

Commission with guarantee. This 
plan also provides for commission in 
direct ratio to sales and a guaranteed 
neome to provide basic necessities. 
However, the guarantee is paid out- 
right if commissions fall short of the 
specified amount at any time. The 
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Commission 
Straight Straight Commission with with Salary and 
Factor Salary Commission draw guarantee | Commission 
Amount of No tangible in- Greatest incentive since | Considerable incentive but | Same as commis- Same as com- 
incentive centive earnings directly pro- may be less than straight | sion with draw mission with draw 
for increased portionate to sales commission 
effort 


Incentive for 
building long 
range business 


Slight incentive 
if merit reflected 
in raises 


Current sales all- 
important, even if at 
expense of stable 
business 


Same as straight 
commission 


Same as straight 
commission 


May foster more 
stable and far- 
sighted outlook 


Risks from 
business slumps 
or decreased 


All risks taken by 
employer 


Full risks taken by 
salesman. Owner's risk 
reduced 


Excessive deficit may 
cause salesmen to 
quit, leaving full risk 


Risks shared 


Risks shared 


selling to owner 

efficiency 

Salesman’s Promotes feeling May cause uncertainty Better than straight com- | Same as commis- Permits feeling of 
attitude and of security and fear mission, if draw high sion with draw security 

security enough for necessities 


Control and Full control Severely limited by Same as straight May reduce Full control possi- 
supervision possible independent attitude commission independent ble becaose of 
of salesmen engendered attitude salary 
Employe Not affected May be increased. Same as straight commis- | Similar to Probably not 
turnover Encourages floaters. sion. Also, salesmen may | straight com- affected 

quit rather than pay back | mission 

draws above commission 
Cost to High in low Always same per- Theoretically same as Higher proportion- | Between salary 
employer periods, centagewise straight commission. Cost | ately in slow and commission. 

lower in good may increase some in slow | periods. Fairly Less range per- 


Easily budgeted 


periods. Not pro- periods regular centagewise than 
portionate to sales salary plan 
Earnings of Nearly equal for High for good salesmen,| Same as commission Same as com- Higher for good 
salesmen good, average or may be too low to keep mission than for fair sales- 
poor producers learners interested men but range 
limited 
Ease of Easiest to Fairly easy. Requires More difficult. May be mis- | Same as com- Danger of being 
administration administer extra bookkeeping. understood by employes mission complex. 


which guarantee exceeds 

commission does not have to be paid 

back by the salesman. 
Salary and Commission, 


amount by 


This plan 
provides a salary sufficient for basic 
needs and a commission, usually paid 
only on sales above a specified sales 
quota. The salary can, of course, be 
raised to compensate capable, experi- 
enced salesmen for work which builds 
good will and secures new customers, 
thus giving them increases in earnings 
not dependent upon actual completed 
sales. Additionally refined, commis- 
sometimes are based on an 


-10ns 


1947 


ascending scale to provide increased 
incentive or are figured in dollars in- 
stead of percentages, thus giving 
greater incentive to sell slow-moving 
or higher priced items. 

Bonuses. Bonuses can be added to 
any of the basic plans or variations as 
additional incentives to sell slow-mov- 
ing merchandise, to achieve difficult 
quotas or to maintain steady effort. 

Profit Sharing Plans. They are not 
discussed here, because they generally 
are of broader application and not 
limited to sales personnel. 

The design of your compensation 


plan will be affected by several con- 
siderations. You should decide: 


1. Whether the future selling job 
will largely rest on the salesmen or 
whether much reliance will be placed 
on advertising and good location to 
make the salesmen’s work easier; 

2. Whether you will hire experi- 
enced salesmen or whether you will 
train your personnel yourself ; 

3. The number of salesmen needed 
to create maximum efficiency in the 
type and size of operation you plan; 


(Continued on page 210) 
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Women 


Ever hear of an electric iron getting fan mail? 


Some of TipToe’s testimonials are straight mash 
notes...such as this ecstatic epistle from Ann 
Arbor, Mich... 

“TipToe ... arrived safe and sound, and has been 
true blue to all your promises. ’'m so proud of it, and so 
fond of it—and everyone else is so envious . . . So many 


have succumbed to my sales talk: and want one, too! ... 


I've never been in love with an iron before!” 


Wert, that will give you a rough idea. And from 
a Connecticut correspondent, we learn: 

“In my opinion it (TipToe) cuts my ironing time in 
half. | can’t exactly put my finger on the particular 
feature of the iron that does the trick, Possibly because it 
is so light—I iron faster. Possibly, because it keeps an 
exact even heat—I don’t have to worry about scorching. 
And I| don’t have to stop—and wait while it heats—or 
cools off. Possibly it is the large ironing surface—the 
comfort thle handle—or the fact that the cord stays where 
I put it-—out of my way. 

“Probably everything combines to make it the best 
iron | ever had... Now I don’t mind ironing—as I'm 
through so much sooner—and less tired when I’m done.” 

That “probably everything” sentence is probably 
the best summary to date of what makes TipToe tick. 
“It's just as goed as the advertisements say it is”... 


short-shorts another Connecticut correspondent. 


Frou Ohio came this outspoken offering: 

“Being a left-handed person, | have looked all over 
Cincinnati for an iron with a cord suitable for me. Last 
month my sister visited me from New York. She said I 
can buy you just the iron you want in Wanamaker’s. 

“Last week I received the perfectly grand YALE 


iron, and to my surprise it not only has a cord for a left 


OVE... 


or right handed person, it was the lightest iron I have 
ever used and the most convenient to handle. 

“You see, | have two boys in college 21 and 19 years 
old, one in high school 16 years old. one in the sixth 
grade, and a husband in the plumbing business, so | have 
about 15 shirts a week to iron, This week my troning 
time was cut in half with the use of my new iron... 
Who can write more convincing copy than a 


woman with forty-five shirts to iron every week? 


We have yet to see a woman try TipToe and not 
like it better than any other iron. And in homes 
where TipToe’s $17.65 price was a big piece of the 
paycheck, there was no mention of price, but plenty 
about TipToe’s performance . Take their word 
for it—TipToe is worth its price to every woman 
who does her own ironing! 

Last summer, with iron sales at the lowest point in 
years ... stores smart enough to push TipToe found 
it produced a steadily larger share of dollar volume, 
up to fifty percent of electric iron sales, and a real 
appliance profit. 

Incidentally, TipToe is now on sale as far west 
as Chicago... will be available coast-to-coast within 
a few months. And not so incidentally... TipToe’s 
near national distribution now warrants national 
advertising... the first of which will appear in the 
December issue of Ladies’ Home Journal—a four 
color page which will be followed by much more of 
the same every month in 1948! 

When your distributor gets TipToe, grab it— 
because TipToe will grow in any market, has a margin 


that makes it worth selling! 


Tue Yale & Towne Manufacturing Co., Electric 
Appliance Division... Empire State Bldg,, New York. 


TipToe.. . light in weight, 3 lbs., 2 0z.... large sole plate, 29.4 sq. in. 

... mew type cast-in tubular heating elements, completely covered, virtually indestructible, 

extra efficient... separate element in toe... specially designed deck deflects heat, separates handle 
from oven... very aceurate temperature control, and dependable fabric dial 

... Bakelite handle, sculptured to fit the hand, lessens wrist fatigue, extends under fingers, prevents 
burns. ..reversible cord for right or left handed ironing... jointed sole plate that 


makes TipToe two-irons-in-one... more improvements than any other iron can show 
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Range 


emonstration 


Less Than a Minute Does It 
When You Use AnL & H Range 


@ First of all, says Margaret, check the 3 Then turn the Selector Switch at the left 


clock to see that it's right. Center knob for to the position which indicates “oven.” 
that. 


1 Miss Margaret Graner, home economist who wears a big diamond ring on her 
finger, shows you how she is going to set the timer on the L&H range in her own home, 


4 Choose the time you want the cooking 
operation to stop by turning the knob at 
the right. This moves the pointer—Stop 
Cooking—to the desired hour on the face 
of the clock. 


5 Select the length of time the food has 
to cook by turning the left knob (in either 
direction) until the required number of 
hours is shown opposite the pointer— 
“Cooking hours.” 


6 Pull out the chrome lever on right of panel. This opens 
the timer switch. Remember, the oven will not operate 
automatically unless this is open. 
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7 Turn the oven temperature control clockwise to the 
desired number of degrees for baking. 


NOVEMBER 1, 


1947—ELECTRICAL MERCHANDISING 


8 When cooking is completed, turn the selector switch 
to off and push in the timer switch and turn off the oven 
temperature control. 
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with every new coal and wood range 


Sell 


@ Mr. Dealer, there’s a big demand in your 
community... RIGHT NOW ...for oil burning 
ranges. It means a chance for you to add another 
$50.00 worth of business every time you sell a 
, new coal or wood range. 


How? By selling and installing Superflame in 
each new range before it leaves your floor. This 
amazing POT-TYPE range burner brings added 
comfort, convenience and economy to thousands of 
homes... because it provides really modern cook- 

a ing and kitchen heating plus low-cost operation on 
of fuel oil. Superflame is simple and trouble-free . . . it 
does away with dirt and soot, puts an end to carrying 


wood or coal and ashes. 


There’s a big replacement demand, too. Every coal 
or wood range in your community is a prospect. 
Demonstrate the many Superflame advantages and 
see how fast these prospects become customers. 


Remember, it’s a two-way profit proposition— 
new range installations and old range conversions. 
Superflame’s “cool in summer, warm in winter” 
feature paves the way for year ’round profits. Get on 
the Superflame bandwagon today! Write for more 
information. 


MVIJEEN STOVE WORKS, INC. + ALBERT LEA, MINN. 
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APPLIANCES IN THE DEPARTMENT STORE must be sold by specialty salesmen says W. G. Lauritzen, left, and that means keep- 


ing the appliances groups in an exclusive department under an appliance-minded manager. Lauritzen, who is demonstrating a tray 
washer, has been in the appliance business for I5 years. 


Themselves 


Appliances in the department store should be shown only in their own 


department, not spotted all over the store, says W. G. Lauritzen of 


Holman's, Pacific Grove, Calif., where both ways have been tried. 


HERI 

Hol: LD t Store, 

Pacif lin 36 
nces do) vlong, savs W. G. Laurit 
zen, manager of appliance sales for 
] tabli ied “Appli- 
1) hel lana rte 
nees peiong in one epa t. not 


cattered all over the store,” he says, 
“and we are planning our post-war ap- 
pliance selling on that basis. I know 
that there are many department store 
appliance men and many more depart- 
ment store managers who won’t agree 
with this idea, but we have given a lot 
of thought to the subject and we know 
just why we are going to concentrate 
our appliance selling in one department. 

“It has been the practice in many 
small city department stores to place 
radios in with the furniture, ranges and 
water heaters in with the hardware and 
plumbing supplies, socket appliances in 
the housewares department, etc., and 
we have been among the stores that 
tried this system,” 
plains. 


Mr. Lauritzen ex- 
“Behind this theory is the 
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ught that radios are furniture, that 


the prospect associates ranges and 
water heaters with other durable goods 
1 the hardware and plumbing depart- 
ments, that the women look for auto- 
mat electric toasters on the same 


counters as kitchen gadgets. We don’t 
believe that is now true, because of the 
many specialty appliance stores which 
have conditioned the public to asso- 
ciate all appliances as a 
group. 

“Then there is the principle of floor 
traffic. With appliances scattered all 
over the store, it is true that they will 
be exposed to more people than if they 
are concentrated in cne department. 
But there are two factors involved 
there—more people may see them, but 
less people are impressed because the 
small or individual displays carry no 
weight, they aren’t ‘stoppers’—more 
people may pass in the vicinity of these 
appliances, but their attention may not 
be taken because they came to these 
other departments with another product 
in mind. 


electrical 


“Ii we agree, as I think we all must, 
that the department store today must 
have a complete appliance department 
if it expects to compete with the speci- 
alty dealers, then these appliances scat- 
tered elsewhere in the store are extra 
floor stock, more money tied up in floor 
samples. If these appliances located in 
other departments don’t produce a cor- 
responding increase in sales volume, 
then the turnover in appliances is going 
to be less than it should be, and the 
profit on the money invested in appli- 
ances will be less. And, of course, 
rapid turnover is one of a department 
store’s basic principles of operation.” 

If the spreading of appliances 
throughout the store resulted in a pro- 
portionate increase in sales, Lauritzen 
would be all for it, but he claims that 
experience has shown that there are 
many factors which prevent this in- 
crease in sales. From his 15 years in 
appliance selling, 10 of those years as 
a department store appliance manager, 
Lauritzen points out: 

That the most important reason for 
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not spreading appliances throuzhout 
the department store is the fact iat 
is selling, not display, that prc 
volume. “And it takes specialty s ‘ling 
based on a thorough knowledge of 
appliances. Only in the appliance de- 
partment, under a competent manager, 
can it be assured that the applianc 

the specialty selling which co: 
prospects into customers and single 
purchasers into long-time buyers 
When appliances are spotted in the 
furniture, hardware and housewares 
departments, they are going to he 
handled by men and women who ar 
trained and competent salesme 
furniture, hardware and housewares, 
respectively—but not of appliances. 

“They may be specialists in their 
own lines, but these salespeople in other 
departments are not suited by tempera- 
ment, training, experience or super- 
vision to the specialty selling of appli- 
ances. This can hurt a department 
store’s appliance volume seriously, be- 
cause many prospects for appliances 
may he lost by the inexpert or disin- 
terested work of these salespeople when 
they could be turned into customers in 
the hands of a specialty salesman 
an exclusive appliance department.” 

Over a period of time many of the 
salespeople in other departments might 
be trained to do a satisfactory job of 
selling appliances, Lauritzen believes, 
but that would require the constant 
supervision of the appliance sales man- 
ager, and that isn’t practical when these 
salespeople are spotted throughout the 
building, and it would be awkard be- 
cause they are responsible for their 
sales volume to their own department 
manager. 

There is another factor, too. Every 
salesman has to make claims for tl 
quality and performance of the appli 
ances he sells, and this would be true 
if the salesman were in the furniture 
or hardware departments. If the sal 
man knowledge 

ry make unjustified claims and wl 
the appliance doesn’t live up to 
claims the ill will reflects on the store’ 
future appliance volume—or if 
salesman through the 
knowledge becomes cautious, he can 
lose a sale that could have been m 
by a salesman who knew the full capac- 
ity of the appliance. 


Profits to Follow 


Mr. Lauritzen brings up _ this 
thought, which has influenced his fee! 
ing about the placing of appliances 
around the department store. “Whil 
the salesman in another department 
may look upon the sale of an appliance 
as an immediate commission above and 
beyond his regular sales volume, the 
specialty appliance man in the appli 
ance department will look upon that 
sale as only the first profit in a long 
series of profits he can make by devel 
oping this customer as a regular buye: 
of appliances.” 

To be a competitive factor in th 
appliance business, the department 
store must have a large and attractiv: 
display of appliances, with a complet 
assortment that will give as favorable 
an impression to the customer as does 
the showroom of the specialty dealer 
Lauritzen believes. End 
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AGITATOR 
AUTOMATIC 


Results from 
YEAR 


of continuous 
WASHER-BUILDING 
EXPERIENCE 


@ Hand-powered, water-powered, electric-powered, 
cylinder and agitator action washers ... Blackstone 
has built them all. In its seventy-four years of home 
laundry equipment production, America’s oldest 
washer manufacturer kept abreast of the times, giv- 
ing top — and top efficiency to each product of 
the era. Blackstone’s record of dependability through- 
out all phases of washing machine evolution, is un- 
matched. Coupled with engineering and design 
achievements resulting from practical experience, 
this record is a guarantee of outstanding performance 
and service for the new Blackstone Automatic Washer. 


BLACKSTONE CORPORATION, JAMESTOWN, N.Y. 


MATIC WASHER 
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THERMADOR 


BIG IN VALUE 
BIG IN PERFORMANCE 
BIG IN SALES APPEAL 


The famous Thermador Portables 
can make this Your biggest year in 
heater sales! Your customers know 
that Thermador stands for quality, 
for longer service, for efficient opera- 
tion... for the solution to every port- 
able heating problem in homes or 
commercial buildings. You'll find that 
ThermadorPortables mean more prof- 
its and new friends...write for full 
information ToDAyY! 


THERMADOR 


Radiant warmth for every cold corner; provides 
instant electric heat, conserves space, is ex- 
tremely light and portable. Features economical 
operation of 1320 watts at 120 volts A.C. 


LIST PRICE 1995 


Govt. Tox) 


— ot 


THERMADOR 


A portable electric heater that pro- 


i 


vides forced-air warmth in winter, 


cooling circulation in summer. Com- 


pact...safe... beautifully designed 


+++ Operates economically. Available 


in either 1320 watts or 1650 watts. 


| LIST PRICE 1495 


(Inc. Govt. Tax) 


SEVEN LEAGUES AHEAD 


ELECTRICAL MANUFACTURING CO.-LOS ANGELES 22, CALIF. 
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THE CHOICE CORNER LOCATION at the R. C. Heaton Co., Paso Robles, 
Calif., has been given to the appliance department so it will have full advantage 
of street traffic and the flow of customers to the hardware and homewares department. 


Appliances Front and Center 
In This Hardware Store 


HERE’S a new deal for electrical 
and gas appliances at the R. C. 
Heaton Co., Paso Robles, Calif. Tak- 
ing the post-war view that appliances 
are a strictly different type of goods 
from the store's other lines—hardware, 
homewares and furniture—and with a 
sound analysis of the opportunities for 
appliance sales, the store’s management 
has given the “prize corner”, facing 
both front and side street traffic as the 
space for an up-to-date appliance de- 
partment managed by Max Oeck. 
To back up the 
among enterprising 


prevailing idea 
hardware-house- 
ware dealers, that appliances can be a 
profit, not a headache, if they get ade- 
quate and exclusive display, the R. C. 
Heaton Co. reports that while sales in 
the appliance department have gone up 
noticeably, there had been no drop in 
sales in the hardware department 
which was transferred to the rear. 
“We planned the new appliance de- 
partment so that we could compete 
with the specialty dealers by having 
an attractive and effective window dis- 


play, and at the same time we get the 
advantage of having the store’s regular 
hardware and homewares traffic flow 
right through our appliance depart- 
ment,” says Max Oeck. “This new 
position for the department enables us 
to put full selling effort behind the 
appliances without distraction from the 
displays of other departments. Radios, 
which used to be in the store’s furniture 
department, are now grouped in this 
department. For both radios and ap- 
pliances, the new arrangement permits 
us to use the manufacturers’ displays 
to best advantage.” 

The new appliance department at the 
R. C. Heaton Co. is 20 feet wide by 7 
feet long. With an 18 foot front 
window and a 20 foot side window, 
adequate display space is provided for 
the store’s lines of Frigidaire and May- 
tag, Packard-Bell and Sparton radios. 
Kaiser dishwashers, etc. The rear of 
the department, bordering on the hard- 
ware department’s new location, is 
being developed as a model kitchen- 
laundry area, with Elgin steel kitchens. 


PLANS for this bigger and better model kitchen as a backdrop for the appliance 
department in this hardware-homewares store are in the hands of R. C. Heaton's 
appliance manager Max Oeck, left, and salesman Tom Barron as they look over the 


first completed units. 
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EVERY TASTE 
PURSE 


natural color 
tone radios 


HERE’S a place on everybody’s shopping list 

for a G-E radio. General Electric radios sell on 
tone. They sell on performance. And they stay sold 
because they’re quality-built. Make sure of ringing 
up more Christmas sales by featuring the hottest 
radio line on the market. For full information on 
these fast-moving holiday leaders write your G-E 
radio distributor or General Electric Company, 
Receiver Division, Electronics Park, Syracuse, N.Y. 


DANA ANDREW> 


J Iiwyn 
Aw 1-winning film ““The 
ears of Our Lives“ 


LEADER IN RADIO, TELEVISION AND ELECTRONICS 


GENERAL (3 ELECTRIC 


175-F11 
Mokes a perfect gift! Sensationally popular! For bedroom, for office, for kitchen, for every room in the PORTABLES ° TABLE MODELS e CONSOLES ° FARM SETS 
house. Triple value—a G-E radio—a G-E electric clock—an electronic reminder. Superheterodyne circuit. 
Rosewood plastic cabinet. Model 60. Also available in ivory plastic. Model 62. AUTOMATIC PHOWOGRAPH COMBINATIONS + TELEVISION 


oa Has the amazing G-E Elec- 
Automatic radio-phonograph with G-E tronic Reproducer and fe- 


model in rosewood plastic. Notural Electronic Reproducer. AM-FM and short- mous G-E audio system. Re- 
color fone. Razor sharp tuning. wove radio. Push button tuning. 12% creates radio ond records in 
AC-DC. Model 202. Dynopower specker. Model 417A, natural color tone. Model304. 
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THESE FAST SELLING 
| — | 
folks 
Persone! = 
who gt this 
tor family Record lovers 9° 
set tone \ for all the bination | 
Big table model budgets Gift to enjoy! eutomatic table com 
Amazing tone! The 3-way personal 
portable that’s compact, light, ond 
powerful. AC-DC-batteries. 4 tubes.New 
dry disc selenium rectifier. Model 140. 
Abeauty built to sell! Deluxe table ae 


EAST SIDE: WEST SIDE. 


Lewyt Vacuum 


oF 
Guaranteed by 
Good Housekeeping 


45 
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salesational action! 


Sat. Eve. Post 
Life 

Newspapers in 
= City - after -City 


| Lewyt has what Buyers want! 
| e Good profit margin to work on! 
| 


| e Heavy pre-sellingin LIFE, SATURDAY EVENING POST, 
GOOD HOUSEKEEPING, LADIES’ HOME JOURNAL 


e Factory Sales Training Program 


| @12-point demonstration technique for in-the-home, 
in-the-store! 


e Floor and window displays! 
_ e Cooperative advertising plan 


| e Lewyt “Demo-Call”—an improved Post sale 
demonstration Plan 


e 24 sheet Posters, Spot Radio 
e Booklets, folders, reprints! 


eA vacuum cleaner that’s as near service-free as testing and 
excellence of manufacture can make it! 


eA name that has served American Industry with fine 
precision equipment since 1888...standing squarely behind 
a vacuum cleaner that almost sells itself! 


It a distributor has not been appointed 
in your area, write for information to: 


rhymes with ‘‘do it” } 


PAGE AFTER PAGE OF NATIONAL ADVERTISING! 


Good Housekeeping 


Ladies’ 
Home Journal 


N.Y. Times Magazine 


Lewyt has what Women asked for! 


e No bag to empty! Just pour dirt from metal Dust Bowl! Empties 
like an ash tray! 


e Unheard of Quiet! New silencer muffles the Lewyt! 
e Cyclonic Suction! Gets even the imbedded dirt and grit! 


e Triple Filter Dust Control! No dust leaks back to film rooms. 
Permanent cloth filter, disposable paper filter, and Cyclone 
dust separator turn the trick! 


e Automatically adjusts to rug contours — flick of Dial Control 
readies it for thick rugs, thin rugs, all kinds of rugs! 

e Press-toe Switch taps on and off easily! Cantilever construction — 
won't break off accidentally! 

e Fuller Brushes used throughout. New Wonder Brush 
eliminates dusting by hand! 

e Extra Cleaning-range! Cleans everything within a 34-foot radius 
from one outlet! 

e Gasket-sealed connections! Made suction-tight with 
long-lasting Vinylite rings! 

e Beautifully built, beautifully styled! So light, easy to use, 
easy to carry! 

e Stores away neatly in smart, dust-protected container that’s just 
22” high, 1242” wide. Compact—takes little closet space! 


STORE-TO-STORE, LEWYT’S FAME IS 
SPREADING FAST! IT’S PACKED WITH 
“SELLY AND LOADED WITH “BUY”! 
HAVE YOU ORDERED YOURS YET? 


SINCE 1888, MAKERS OF FINE PRECISION EQUIPMENT 


VACUUM CLEANER DIVISION, LEWYT CORPORATION - 76 BROADWAY, BROOKLYN 11, N. ¥ ‘ 
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UNSEEN 
UNHEARD) 


UNDEMANDING 


THE DUCHESS S-I-L-E-N-T 


BALL BEARING TRANSMISSION 
SHRINKS SERVICE EXPENSE 


Duchess “service” means performance, not a repair call. And 
this sturdy transmission is an important reason why. Its gears, 
pins and guides are precision machined and extra heavy. Its 
ball bearing worm thrust and silent mesh clutch operate 
smoothly and quietly in a permanent bath of oil . . . The 
Duchess is packed with sales-clinching, easily demonstrated 
values. Women want—and buy —the Duchess’ Streamlined 
Beauty; Triple Flex Spiral Agitator that washes ALL the 
clothes ALL the time; new type Lovell Pressure Cleanser; 
sparkling Hi-Bake Finish and her oversize capacity . . . The 
Duchess is a big package — big in capacity, performance and 
beauty. She’s a big value at her price with big profit oppor- 
tunities for you. 


YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 


at 


WASHERS 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 
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CONSOLIDATION of lumber, millwork, paint, hardware and home specialties has 
been accomplished by Ball Lumber Co., St. Ann, Mo. Major appliances get a display 


window to themselves. 


"Farm & Home Appliances’ 
Department Builds Traffic 


Separate Showroom Aims to Appeal 
To Both Farm and City Dwellers 


ALL Lumber Co., St. Ann, Mis- 

souri, is going aggressively into 
promotion of major electric and lique- 
fied petroleum gas appliances with the 
completion of the new “Farm & Home 
Appliances” department pictured here- 
with. 

The separate showroom is part of a 
brand-new retail store which owner H. 
Vatterott designed early this year to 
consolidate lumber, millwork, paint, 
hardware and specialty home service 
operations under one roof. The major 
appliance department has its own dis- 
play window, a 12 x 8 ft. display win- 
dow divided into rectangular panes 
with molding strips to match the colo- 
nial atmosphere of the store, in which 
refrigerators, ranges, washing ma- 
chines, automatic water heaters, and 
automatic laundry equipment will be 
shown. One-theme displays will be 
utilized alternating between the LPG 
equipment displays on weekends when 
the farm trade is heavy, and electric 
appliances during the week, when visi- 
tors from nearby St. Louis are most 
likely to visit the store. 

Inside the department is a complete 
model kitchen display, featuring both 
LPG and electrical equipment, sinks, 
overhead and sink cabinets, wall tiling, 
linoleum, plumbing fixtures, etc., for 
installing a complete kitchen in any 
size or price range. Sample refrigera- 
tors, ranges and washing machines are 
displayed in the center, to be delivered 
from the warehouse. 


Emphasis on Prospects 


Merchandising plans are based on 
contacts with suburban St. Louis resi- 
dents and farmers which are trans- 
formed into “prospect cards” in the 
retail hardware store. Salespeople in 
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the store make a point of escorting 
every customer to the farm-home ap- 
pliance display, and asking each 
whether he is in the market for mod- 
ern-living major appliances. This 
information with the name and address 
is jotted down for later followup, when 
Ball Lumber will use outside salesmen 
to re-contact every customer armed 
with accurate information and a long 
line of nationally-advertised appliances. 
Water systems for rural homes will be 
added to the line later on, as well as 
complete farm electric equipment such 
as fences, outdoor lighting, motors, etc. 

Low inventories of appliances at 
present have limited selling to over- 
the-counter only, according to Ball 
Lumber Co.; but the Farm & Home 
Appliances department is being vigor- 
ously presented to every prospective 
buyer to build up a valuable list ot 
potential purchasers. End 
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This WATER HEATERS 
dress 
when 
smen 
= CANNOT RUST OR CORRODE 
long 
nces. 
z 7 No wonder Permaglas Water Heaters are so water-heater history is pre-selling this new kind 
such popular! Home owners everywhere have dis- of hot-water convenience. 
, etc. covered that it is actually cheaper to install this 
dios kind of automatic water heater originally . . . and People know the Permaglas Water Heater has 
pg k of glass-fused 1. Th 
Ball avoid costly, frequent replacement later. the long-life tank of glass-fused-to-steel. ” 
[ome know that under avy water condition it CANNOT 
— In your community thousands of home owners rust or corrode... it ends tank rust and corrosion 
ngs and home builders are reading and hearing the stain ... it CAN'T rast cat! 
End “Permaglas” news every day. In leading popular 


magazines the largest advertising program in Electric, Gas, and LP Gas models available. 


Corporation 


New York 17 * Atlanta 3 * Chicago 4 * Houston 2 * Seattle 1 * Los Angeles 14 
International Division: Milwaukee 1 * Licensee in Canada: John Inglis Co., Limited 


There Is Only ONE 
**PERMAGLAS” 
A GREAT AID TO SALES 


Tell me the whole story, how 
can moke more money with | 
“Permaglas.”” City Zone — _State_ 


Just send the coupon at right. 


| Name 
Get all the facts on this No. 1 | ee 
Kankakee Works, Firm_ 
profit opportunity — today. | 
| 
| 


| *Manufacturers also of quality zinc-lined Duraclad and Milwaukee models 
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“Quick, Clean and Cool 
Cooking?...Gas has got it!” | 


“Automatic Features and Con- > 
veniences?...Gas has got 'em!” 


A MILLION-DOLLAR 
INDUSTRY-WIDE GAS 
RANGE ADVERTISING 
DRIVE IS CREATING 
A TREMENDOUS 

MARKET FOR EVERY 


see the supe 
upeth new eas ranges that 


the greatest cooking advan 
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THE GREATEST PROFIT OPPORTUNITY 
IN MAJOR APPLIANCE HISTORY! 


Never before have appliance dealers been 
offered such a tremendous opportunity to 
build profits now and for years to come. 


There are 4 big reasons why— 


1. Elmo Roper’s exhaustive national survey 
proves again that women prefer gas ranges 
over all types of cooking appliances combined. 


2. This same survey revealed the 9 features 
women want and will look for on your sales 
floor. The new automatic gas ranges have all of 
these 9 big features. 


3. These hard, cold facts form the foolproof 
basis of a million dollar advertising drive—a 
campaign that is telling every woman, young or 
old, that Automatic Gas Ranges built to““'CP”’ 
Standards HAVE exactly what they WANT. 


4. The “CP” trademark of the Gas Appliance 
Manufacturers Association is nationally recog- 
nized as an unbiased buying guide. 

It makes selling easy to the millions of 
homemakers who have gas ranges more than 
ten years old. 

It assures your customers that the famous 
brand automatic gas ranges you feature will) 


give them clean, cool, fast, automatic, eco-| — 


nomical and better cooking results. 


Cash in on this tremendous profit oppor- 
tunity that will move high-grade, high- 
profit, Automatic Gas Ranges built to 
“CP” Standards off your floor in volume! 
Ask your gas utility or manufacturer how 
to tie in. Act today! 


sas Appliance Manufacturers Association + 60 East 42nd Street, New York 17, N. Y. 
ELECTRICAL MERCHANDISING—NOVEMBER 1, 1947 


ASK these leading 
gas range manufacturers 
how to cash in! 


A-B + CALORIC - DETROIT JEWEL 
ESTATE HEATROLA 
GAFFERS & SATTLER - GARLAND 
GLENWOOD - GRAND 
HARDWICK - MAGIC CHEF 
MOORE'S - OCCIDENTAL 
O'KEEFE & MERRITT - QUALITY 
ROPER - SGE-ACORN 
SGE-ORIOLE - SPARK - TAPPAN 
UNIVERSAL - WEDGEWOOD 
WESTERN HOLLY 


In Canada 
CLARE BROS. - MOFFAT 


“CP”’ is a trademark of the Gas 
Appliance Manufacturers Association, 
of which the manufacturers of these 
brand named'gas ranges are members. 
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Converts 


COMBINATION-HEATER and: AIR CIRCULATOR 


iis New 


From a Comfort-Radiating HEATER to a 
No-Draft Air COOLING FAN 


Witt its ine-shaped top deflector, 

the all u HOW oar Combin- 
ation Heater and Air Circul makes 
the air move in ever ane circles 
to supply uniform circulation of ¢ 


throughout any 
No Blasts or Drafts 

Because of the circular motion of 
the air circulation from the new 
HOWARD, directional drafts and 
blasts are No flying papers! 
You re not too hot in front too 
cold behind ererjone in the room 
is comfortable 


Operates on Scientific Principle 
When days are hot, the 


or warm air 


room 


avoide d 


fan of the 


HOWARD Combination Heater and 
Air Circulator draws in the cool air 
near the floor and circulates it uni- 


In cold 
air is changed to 
passing through the 
clement, and 
a flick of the 


formly throughout the 
weather this cool 
warm by 
HOWARD heating 
evenly distributed. Just 
switch on the base converts the 
HOWARD from a Cooling Fan to 
a Circulating Heater 


room 


Why The HOWARD 
COMBINATION HEATER 
AND AIR CIRCULATOR 

Is A 4 SEASON APPLIANCE 


® INSTANTLY converts from Heater to Cool- 
er Fon 

COMBINES an Air Circulator and a Space 
Heater in ONE Appliance. 

CIRCULATES Air UNIFORMLY without droft 
or blast 

PORTABLE — Compac?. Ploce on table, 
floor or pedestal. Carrying knob conven- 
iently placed on top 

NOISELESS — E.M.C. Fan Motor, with all 
moving parts. Dynamically balanced — 
semi-oil-less bearings 

SMART DESIGN with choice of Copper, 
Blue or Green Hammeroid Finishes, 
Chrome Trimmed. 

CAPACITY: As a Fon 450 C.F.M., os a 
Heater 4750 B.T.U. per hour. 

1 YR. GUARANTEE agoinst foulty work- 
manship or material. 

NO STATIC or Radio Interference. 
8-FOOT CORD U/L approved. 
HEATER-FAN Combination Underwriters 
Laboratories Approved. 

@ EXCELLENT os a Hair Dryer. 

List Price — $24.95 plus tax. 
Individually packed in 
Weight — 12 Ibs 
6 blade 7%, 


carton 
Size — 10 x 10" Fon 
", 1380 watt Heoting Element. 


Order this year ‘round profit maker TODAY from your distributor or write 


HOWARD INDUSTRIES, INC. 


MANUFACTURERS 


CHICAGO 4, 


Exclusive Sales Representatives 


THE HERBERT CO. 


ILLINOIS 


188 WEST RANDOLPH STREET 
CHICAGO 1, ILLINOIS 
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Recorder Selling 
Needs Technique 


Pattern of Usage Background As 
Yet Unformed in This New Field 


COUPLE stood in a Chicago State 
A Street store surveying a wire 


‘order. The salesman approached 
and said, “Let me show you the way it 
works, folks.” 


He switched on the switch, warmed 
up the radio and out came a program. 

Swinging over to the wire recorder 
he picked up a minute or so of the radio 
program and slipped the switch for a 
playback. 

The same radio 
peated for them. 

“So what.” muttered the male cus- 


program was re- 


tomer. “The radio program still stinks 
Come on, Mamie.” 
In another store a wire recorder 


owner happened to be talking to a 
salesman. “Did you know that a spool 
f wire can be sent through the mail 
for 124 postage?” 

“T didn’t know it. 
ing. 


That’s interest- 


Letter to Grandma 


“Yes, my wife’s grandmother lives 
in Greenfield, Mass. She owns a wire 
recorder and we fill up a spool with a 
family letter. It’s not taken down all 
it once. My wife will talk to her 
mother, I will talk to her and let our 
little boy show her how well he reads 
from his schoolbooks. Possibly my 
wife will tell her to call up a girl friend 
and grandma turns on the wire re- 
corder and lets the friend listen to my 
wife’s voice over the telephone. That 
spool of wire takes the place of a 
family letter and I tell you it is mighty 
comforting for my wife to be able to 


hear her mothers voice every week or 


so. 


Bit by bit the customers are learning 
what the wire recorder is really good 
for in the home. 

For example, take the Meyers family. 
There are certain radio programs that 
are sacred to Mr. Meyer. If company 
comes in, he becomes like the Terrible 
Tempered Mr. Bangs when he is in- 
terrupted. 

Thanks to the family wire recorder, 
plus a Telechron clock, that program 
can now safely be put on the spool for 
later listening while he is agreeably 
playing gin rummy with his customers. 
The family can even spend the evening 
out and have the programs picked up 
for later listening. Having the 
sequences of several evenings one right 
after another, particularly in case it is 
a cliff hanger melodrama, is much more 
agreeable than waiting from night to 
night. 


Opera On Tap 


A German family particularly likes 
Wagnerian operas as broadcast by the 
Metropolitan. Unfortunately, these 
operas are on in the afternoon and are 
spaced apart by commentary and ques- 
tion boxes. Thanks to operation of 
the wire recorder by one member of 
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family, the grandmother who is pas 
sionately fond of the German opera: 
can now listen at her leisure to opera 
morning, noon or night in its entirety 
unmarred by chatter. The head of the 
family, who never gets the origina 
broadcast, can have an evening of oper: 
any time he wants to. 

A Chicago office man is thinking o of 
getting his secretary a wire recorder 
for the office. The idea is not for he: 
imusement but to permit him to bring 
down to the office brain children that 
occurred to him in his suburban home 
He can load up two or three spools of 
wire while sitting comfortably in beach 
clothes, and she runs them off on the 
typewriter while pleasantly listening 

“I much prefer listening this way 
than to have ear phones,” said the 
stenographer. “At any rate, those ear 
phones always gave me the feeling of 
a cow all rigged up for milking.” 

Steinberg’s in Cincinnati have sold 
a number of wire recorders, in most 
cases for specialized use. The Ameri- 
can home has not seen the value of 
them as yet. Steinberg’s sets have 
gone to private detective agencies for 
use in picking up evidence, for doctors 
who like to have their patients describe 
their symptoms before a hidden micro- 
phone, and the like. 

Just as visual education has made 
great strides recently and hardly any 
schoolroom is complete without 4 
movie projector any more, so is the 
wire recorder when it really 


gets t 


rolling, going to go to town in the 
classroom. Even a child learning tc 
read from a first reader is greatly 


bucked up and can learn to overcome 
his mistakes if he can hear himself 
read back his attempts. The humar 
animal has never had much of a chance 
to hear his own voice in this world 
otherwise we would not continue to be 
treated to such an array of squeaks, 
snorts and mutterings as make up the 
common run of conversation. Already 
music teachers are putting down the 
singing and playing efforts of their 
pupils. The blast of a mistake is ten 
times as apparent when listened to as 
when it occurs. 


A Tailoring Job 


One of the old rules in selling 
to fit the customer to the product 
Wire recorder uses must be tailored to 
measure. 

There is no other appliance that calls 
more for the question,““What sort of a 
family have you?” Once the salesman 
knows what the customer’s setup is, h¢ 
can give him a pitch on how he can 
use it and where it will fit into his liie 
and make things easier for entertaining 
Simply canning a stale radio progra™ 
and shooting it back isn’t going to « 
the trick. Wire recording needs a news 
selling approach. 
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Dampens of it irons! 
Most fabrics 


no extra sprinkling, 
no rolling! 
perature control 


“ewo-in-one” 


everything the finest 


iron you've been hearing about! The sensational new 


dry at flip of switch ..-0 
erful advantages of fast, new, scientific steam 
the Silex Steam Iron whisks 


h better results than you 1 


It’s the wonder 
Silex Steam Iron that irons 
dry iron does—plus the wond 

ironing! Light, easy to handle, safer for fabrics. 
ironing quicker, easier, and wit 


Visit your favori 


steam OF 


you through your weekly 
Steam lron—today! 


ever dreamed possible te dealer for a Silex 
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electronic unit in the planning stage. Wire 


or write Electronics Department, General Elec 
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High-perveance triple-diode tri- 
ode with 6.3-v, 450-ma heater. 
For use as a radio detector and 
audio amplifier in FM and Tele- 
vision receivers. 


High-perveance triple-diode tri- 
ode, with 18.9-v, 150-ma heaoter. 
For FM and Television receiver 
service as a radio detector and 


audio amplifier. 


High-transconductance double 
triode. Used primarily as a con- 
verter in FM and Television re- 
ceiver applications. Center- 
tapped heater permits use of the 
tube either in a-c/d-c receivers 
or in receivers which have a 6.3-v 
heater supply. 


General-purpose double triode 
(its octal-series prototype is the 
46SN7-GT). Center-tapped heater 
allows use either in a-c/d-c re- 
ceivers or in sets with a 6.3-v 
heater supply. Chief applications 
are as a multi-vibrator and for 
special service in Television sets 
and industrial-¢ontrol panels. 
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‘new nine-pin miniatures are keyed to the 
ness of the tubes. In size—seated height 1 '5/16 
“vantage which this brings to the electronic de- 
possible by a slight increase 
Of service life, these fine new miniature tubes — Mien”: 
give performance which is convincing proof of 
G.E.'s new nine-pin miniatures to sets ad 
will be glad to cooperate personally in selecting 


. 


if 


Proof of G-E tube-design leadership is this you may PROFIT by servicing the new AM, FM, 
great new series of nine-pin miniatures! The ond Television receivers which the public today 
dealer who handles General Electric tubes, the is buying in increasing volume. Stay well ahead 
radio service-man who installs them, both know of your competition by installing and selling 
that their G-E product marches to the quickstep General Electric radio tubes—design leaders in 
of today's electronic progress. With G-E tubes the electronic-tube field! 


GENERAL ELECTRIC 


176-F134-8650 
“PIRST AND GREATEST NAME IN ELECTRONICS 
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Beauty 
Adjustable -aulomalic 


ELECTRIC 


NCREASING demands by women for products 

of established name and quality call for com- 
parable selections by those engaged in the 
distribution of electrical appliances. 


The American Beauty electric flat iron is long- 
established in name and quality. It has long 
enjoyed the ready acceptance of discriminating 
buyers. 


The latest model, Catalog No. 79-AB, has a 
Thermoscope. The Thermoscope tells visually 
on its dial in fabric graduations—Rayon, Silk, 
Wool, Cotton, Linen—the operating-tempera- 
ture of the soleplate. 


The fingertip control lever makes easy the 
choice of heat for the work at hand... And the 
thermostat, in intimate contact with the sole- 
plate, maintains constant the chosen heat. 


ESTABLISHED 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MiCHIGAN 


324-M 
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HOW MANY PEOPLE could pass up free hot sandwiches? And how many could 
miss seeing the electrical cooking equipment as they got their eats? Central Hud- 
son Gas & Electric Corp. did some shrewd guessing at Rhinebeck, N. Y. 


Free Snack Boosts 
Cookery at Fair 


Central Hudson plugs roasters, 
casseroles and ranges with 
free sample of electric cooking 


AIRS are as much a part of the 

Dutchess County scene as apple 
blossoms and shocks of corn. The 
County Fair, held during the latter part 
of August at Rhinebeck, N. Y., has 
always been a favorite late-summer 
event to farmers and city-folk alike. 
Dutchess Countians, who take these 
yearly proceedings seriously, jam the 
fairgrounds to study and pass approval 
on the examples of craftmanship and 
achievement exhibited by local manu- 
facturers, granges, business concerns, 
ladies’ auxiliaries. The 1947 Dutchess 
County Fair was as popular as ever, 
entertaining capacity crowds during 
its five-day run. 

Central Hudson Gas & Electric 
Corp., a major industry in the Hudson 
Valley, also attended this 102-year old 
event. This utility has long been 
recognized as a promotor—rather than 
a merchandiser—of appliances. In 
keeping with this policy of promoting 
popular home appliances handled by 
electrical dealers in the Central Hudson 
territory, the company’s annual exhibit 
at the Fair spotlighted automatic elec- 
tric cooking equipment — casseroles, 
ovens, Nesco Chefs, ranges. 

This parade of gleaming white appli- 
ances, lined up against a colorful back- 
ground of peppermint candy-striped 
wallpaper, attracted many a housewife 
on tour through the Merchants’ Build- 
ing. Homemakers, who had thought 
the initial outlay for electric cooking 
expensive, gravely considered the large 
sign printed above the array of cooking 
equipment .. . “Enjoy fully automatic 
electrical cooking, appliances priced 
$25.65 and up.” A semi-circular pass- 
ageway through the booth permitted 
housewives to get a close-up of the 
various appliances on display. 

The main drawing card at the booth, 
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however, came as the result of an in- 
vitation publicized in the company’s 
advertisements, requesting readers to 
“have a snack with Central Hudson” at 
the County Fair. Six times a day, the 
ringing of a dinner bell and the mouth- 
watering aroma of roasted meat, sum- 
moned Fair-goers to the Central Hud- 
son booth, where they would partake of 
the company’s advertised offer. This 
snack, prepared in full view of the 
public by representatives of the Home 
Service Department, consisted of tasty 
ham and beef sandwiches, cookies and 
cakes. To bear out the popularity of 
this exhibit, attendance figures indicate 
that well-over 12,000 persons visited 
the booth, consuming approximately 
6,400 sandwiches and an untold number 
of cookies. 


Display Prompted Questions 


This popularity had a definite sale: 
value, of course, for as homemakers 
and their husbands patiently waited in 
line for their tasty tid-bit (and there 
was always a long line in front of this 
booth!) it was natural to carefully 
look over the equipment on display. 
This action usually resulted in ques- 
tions—readily answered by the com- 
pany’s Utility-Dealer representatives 
on duty. 

On the assumption that a number of 
people expect to get something for 
nothing, another feature of this exhibit 
was the awarding of a casserole and 
timer clock three times a day. 

Besides scoring high with the judges 
(the exhibit was awarded the first 
prize in the 10’ x 20’ display class), 
the Central Hudson booth made a hit 
with Fair-goers. Potential customers 
watched the equipment in operation, 
which is, after all, more impressive 
than merely reading about it. 
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The KOCH stainless steel reach-in is the first really new 
postwar refrigerator. In most refrigerators wood is used, 
somewhere. In this KOCH cabinet no wood is used any- 
where. With this KOCH you are assured of uninterrupted 
insulation (“Food spoilage insurance”) for it is made of 
stainless steel. It is made by men with 64 years of rich 
“know-how”, who built thousands of these stainless steel 
reach-ins for the U. S. Navy. And too, you will find, among 
the many other plus features, this refrigerator to be fully 
welded into one unit. Add to this the 21 pound ice maker 
which freezes 216 cubes at a time, or by removing 4 trays 
and a shelf you leave 108 cubes and gain a space 5% inches 
high, 13 inches deep, 12 inches wide for storage of frozen 
foods. Yes, it is very interesting but until you see this KOCH 
beauty you are missing America’s most thrifty performer. 
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The Koch Reach-In 25 Cu. ft. 
refrigerator is now available 
with or without the ice-maker. 


“Very interesting 


but — 


did you know that 


Stainless Steel 
REFRIGERATORS 
use NO WOOD 


anywhere?” 


_— NORTH KANSAS CITY 16, MO. 
“Koch is Top Notch” 


PAGE 


SINCE 


1883 


77 


\ 
\\ \2 
\\ \ \ \ \ \ 
\ \ \ \\ \\ \ \\ \ \\ \ \ \ 
} \ \ \\ \ 
| ANY) y 
id — 
=) 
i 


This handsome Carrier Home Humid- 
ifier has what it takes to do a complete 
“comfort conditioning” job in the 


winter home. 


It’s no bigger than a chair-side radio, 
yet has enough capacity to provide 
ample moisture to dried-out indoor 
air. It’s quiet and self-regulating. 
Water is completely evaporated before 
leaving the unit . . . preventing mineral 
deposits on walls and furniture. Prop- 


erly humidified air keeps nose and 


a humidifier with more on the ball 


throat membranes from drying out . . . 
eliminates rug static ... keeps furni- 


ture and books from cracking. 


Advantages like these give you a winter 
seller that can’t miss. ‘The demand for 
a unit that does a better, more depend- 
able job of humidifying winter air is 
growing fast. ‘he Carrier Humidifier 
— designed and built with all the skill 
that makes Carrier the air conditioning 
leader — meets that demand. Carrier 


Corporation, Syracuse, New York. 


air conditioning 


industrial heating 
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Old Tricks 
In New Clothes 


CONTINUED FROM PAGE 47 


it goes stale or spoils. I merely hurry 
what looks good and pop it into the 
freezer.” Another letter says, “Al- 
ways having a supply of ice cream on 
hand is no small matter, either. My 
small son’s social success is assured.” 
Still another declares, “My meal prep- 
aration consists of paring some pota- 
toes. As for the rest, I simply open 
the freezer and take out my choice of 
a variety of meats, vegetables, pie and 
cake.” These excerpts are from un- 
solicited letters and underscore the 
excellent selling job Mr. Enlow and 
his staff of salesmen are doing. 

Another angle which the firm util- 
izes to point up the value of home 
freezers is a small but effective one. 
It consists of giving away to inter- 
ested prospects a small can of frozen 
orange juice which the customer may 
take home with him. This is done 
usually at some point in the salesman’s 
talk with a potential customer. Orange 
juice is plentiful in Florida and it has 
the characteristic of a local product, 
always acceptable to a native. This 
gift of frozen orange juice is a good 
will gesture but gets across the desired 
message. 


Free Drinks, Too 


Mr. Enlow hasn’t overlooked the 
comfort of the shopper, either. Sev- 
eral refrigerators on the floor contain 
ice-cold drinks and ice cream which 
is given to thirsty shoppers and their 
children. The grown-ups appreciate 
the courtesy, the children remain quiet 
while the salesmen talk and the invest- 
ment is small for the results obtained. 

Regarded as a prime General Elec- 
tric retail outlet, the Home Appliance 
Co. has maintained its sales efficiency 
by holding sales meetings once each 
week and requiring the salesmen to 
take the LaSalle Institute course. Oc- 
casionally, Mr. Enlow sends each 
salesman out to ring door bells simply 
as a method of keeping them in prac- 
tice when such sales methods may be- 
come necessary. The firm’s payroll 
lists 14 personnel besides Mr. Enlow. 

The service and repair department 
is a vital factor in the business, con- 
tributing to the firm’s over-all mer- 
chandising policy as wel! as providing 
ready service to customers with appli- 
ances in need of repair. 

“We do a lot of no-charge service, 
nxing minor repairs and adjustments,” 
Mr. Enlow says, “but this is charged 
off to advertising and it keeps our 
customers on the books. Mainly it 
gets the idea over to the customer that 
we want to keep his appliances in first 
class running order with as little cost 
to him as possible. Our standard rou- 
tine is to follow up on all sales and to 
check up on the equipment at intervals 
to see if it is giving the best service 
possible.” 

Expansion of the store is in the 
planning stage at present. The latest 
innovations in decoration and in light- 
ing will be used, Mr. Enlow says, and 
the store’s name possibly will be 
changed to something less prosaic 
than its present name. End 
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saying to their customers . . . 
_ “Hoover is your choice among— 
cleaners; here’s your Hoover 
_ choice among types of cleaners.” P 
Ror beend-new Hoover Cyl- HOOVER TRIPLE-ACTION 
inder Cleaner has been added to 
the line. Together with the famous : 
Hoover Triple-Action Cleaners, i Here's the famous Hoover Triple-Action Cleaner, in the new 
Hoover now offers both —— : 2s ao Model 28, embodying Hoover's exclusive cleaning principle, 
cleaner types. — “Positive Agitation”... if beats, as it sweeps, as it cleans*. 
oon Se ; It's the 2 to 1 favorite over any other make. Women like its 
| That’s why you'll find so many — fast, easy, thorough cleaning, the way it prolongs the life 
_ Hoover dealers saying...‘‘We’ve of their rugs. They like those handy cleaning tools. More 
got the name, we’ve got the _ ae than 6,000,000 Hoover Cleaners have been sold. 
products—looks like a great year 
coming!’ Women will like the convenience of the new Hoover Cylinder 
4 Cleaner, Model 50. They'll like the new idea in dirt disposal 
—the Dirt Ejector—hands never touch the dirt. Convenient toe 
lever thoroughly shakes ; 
the dirt loose. Convenient 
handles for easy carry- 
ing and storing. 


HOOVER DELUXE HOOVER COMMERCIAL 
CLEANER, MODEL 6! CLEANER, MODEL 9! —— 
HOOVER CYLINDER 
Here are two more fine triple- CLEANER, MODEL 50 
action Hoovers for more plus 

soles. Left, the Hoover Deluxe 

Cleaner, Model 61, the finest 

Hoover ever built. For your cus- 

tomers who wont the best. Right, 

the Hoover Commercial Cleaner, 

Model 91, for heavy-duty clean- 

ing jobs in offices, institutions, pub- 

lic buildings, etc. 
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RADIO TYPE AND PRICE BRACKET 


IN EVERY 


EMERSON RADIO 
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ee 99 
New “3-WAY” Model 559 s 9 5 
A Star Performer at a New Low Price 
\ new Superheterodyne hit! Plays on AC-DC 
socket power and self-contained batteries. Hand- 


some alligator-maroon plastic cabinet. only 8144 ; 

inches wide. Amazingly constructed chassis de- 

livers exceptional power and tone through Alnico 


5 Permanent Magnet Dynamic Speaker. All advance 1948 construction features. 


EMERSON RADIO DEALERS: The holiday demand for ALL Emerson 


Radio models will be greater this year than ever before. Don’t be caught short 
when Emerson distributors will be pressed for time and deliveries. Check 
your stock of ALL models now and order your requirements well ahead. 


AND PHONOGRAPH CORP. « NEW YORK II, N.Y. 
World’s Largest Maker of Small Radio 
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SMALL RADIO’S VOLUME AND PROFIT LEADER “ 


Radio 


There are Emerson Radio models for every purpose and every 
purse. They fit into the holiday budgets of millions who want 
QUALITY at a PRICE. They constitute the No. 1 merchandising 
line—the STAPLE line—the PROMOTION line around which 
the entire business of thousands of dealers successfully re- 
volves. For example, look over these typical ““demand” models 
now being featured in Emerson’s greatest national adver- 


: tising campaign! America’s Most Popular 

Personal Portable 
Emerson Radio Model 558. New, 
improved—more attractive, more 

j Smallest Emerson Radio efficient, greater power, finer tone, 


longer battery life. New sliderule 
dial. new chassis features, new ease 
of battery installation. Choice of 
ivory. green or black plastic cases 
with sturdy carrying handle. 
Planned production makes prompt 
dealer orders imperative. 


(Less Batteries) 


Models 547, 511 and 543 Now also in COLORS! 


Self-Powered Portable 


Emerson Radio Model 560. Biggest selling 
set in the small portable field. Only 8', inches 
wide. Handsome maroon plastic cabinet. Alnico 
5 Permanent Magnet Dynamic 


Spe aker and all new 95 
ing features. Super power and 


tone. Less Batteries, 


4 Emerson Radio Model 547. Radio’s most popu- $ 95 Emerson Radio Moderne Model 511. a DC § 95 
lar compact. AC-DC Superheterodyne. Now in Superheterodyne in Ivory and in Ivory, Green 
Ivory, Maroon, Green and Amber plastic cabinets and Red Bronze. (Model 517 in ebony and gold.) 
—greatly widening consumer appeal. Feature these models as Holiday Leaders. 


EMERSON RADIO AND PHONOGRAPH CORP. ¢ NEW YORK II, N. Y. 
W orld’s Largest Maker of Small Radio 


@ 
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Guaranteed b 
Good Housekeeping 


45 


AFC Spring — Action FILTER 


Only Vaculator has the Automatic Flavor Control 
Clothless Filter, with Spring-Action, to insure 
positive safety and perfect coffee every time. 


VACULATOR, CHICAGO 6, U. S. A. 
PAGE 82 


FLASHY AND COLORFUL COVERS on record albums are utilized by Electric 
Homes, Inc., to appeal to the eye of shoppers who park and survey their surround- 
ings from the car. Such displays have been highly successful in drawing customers 
into the shop. 


The Eyes Have It 


Electric Homes, Inc., Birmingham, Ala., knew 
they had to appeal to the automobile trade. 
They remodeled the store to their profit. 


N THE Five Points section of 

Birmingham, <Ala., dealers have 
learned that the hand is not as quick 
as the eve. For this small business sec- 
tion is the gateway to the city’s largest 
and finest residential area and was 
built to serve customers who shop by 
automobile almost exclusively. As a 
consequence, eye-appeal is a predomin- 
ant merchandising factor. 

“We learned as soon as we opened 
our business here back in November, 
1945, that most of our trade would be 
from people who pass by in automo- 
biles,” says Arthur H. Staggs, who 
with J. T. Badham, owns and operates 
Electric Homes, Inc., 1931 Eleventh 
Avenue South, Birmingham. 

“So we gave a lot of thought to the 
matter of catching the eye of the pas- 


INSIDE DISPLAYS FEATURE this neatly set up, well arranged kitchen. Mr. Staggs 
here demonstrates the conveni of ac 


serby,” Mr. Staggs continues. “Our 
basic conclusions were that first, we 
would have to appeal to the motorist 
who drove by in more or less of a 
hurry ; second, we would have to appeal 
to the window shopper who parked his 
car and casually surveyed his surround- 
ings, and third, we would have to ap- 
peal to the shopper when we got him 
inside the store. 

“The shop was then remodeled with 
these three factors in mind. For the 
first, there was the question of outside 
signs and windows. We chose the 


name ‘Electric Homes’ because it tells 
everything in two words. We designed 
a sign which would be distinctive and 
eye-catching, and had it made up in 
script lettering two feet high. We 
(Continued on page 84) 


: 


housewife. 
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pact electric kitchen to a Birmingham 
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ALL OVER AMERICA CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In Grand Rapids, Mich., 3% of the women shoppers interviewed at 
Briggs Electric Co. read Ladies’ Home Journal 


In your town . . . in your store... 


MOST OF YOUR GOOD CUSTOMERS READ 


* 61,809 interviews—159 cities—14 categories of stores confirm this fact. Results upon request—ladies’ Home Journal, independence Square, Phila. 5, Pa. 
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Hardware 


.-it’s a whale of a Sales Point 


Show her the Aleoa Aluminum Liner of the freezer . . . tell 


her that it’s non-rusting, easy to keep bright and sanitary, 


cannot chip or crack. Aluminum removes heat rapidly from 


the stored foods . . . the motor runs for shorter intervals, 


electric bills are reduced. 


Pell her about the strong, light aluminum parts .. . usually 


Aleoa Aluminum .. . in the compressor and motor. These 


lightweight, moving parts put less wear on bearings, mean 


fewer shutdowns for repairs and replacements. 


ry’ . . 
Fell her... or him... where aluminum is used in your 


freezer . . . it’s a whale of a sales point. ALUMINUM ComPANY 
or America, 1860 Gulf Building, Pittsburgh 19, Pennsylvania. 


more PEOPLE WANT More ALUMINUM FOR MORE USES THAN EVER 


COMMERCIAL 
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FORM 


NOVEMBER 


Motor 
Parts 


SHOPPING HOUSEWIVES are shown 
the inner workings of a washing ma- 
chine by Mrs. Staggs, left. Whirling 
clothes inside the machine are a sure-fire 
attention getter. 


The Eyes Have It 


(CONTINUED FROM PAGE 82) 


made sure the passerby could tell us 
from a bakery shop or drug store by 
lighting this sign up at night in such 
a way that it jumps out at the spectator 
from its surroundings.” 

As for the windows, Mr. Staggs 
lined them with small lamps designed 
as ship steering wheels, vases and 
ornamental bric-a-brac. Small appli- 
ances such as radios and clocks were 
placed next to the windows’ panes and 
these served as a framework for the 
larger appliances displayed back oi 
them. Just inside the open door, 4 
circular bar with shelves was splashed 
with color and filled with eye-catching 
equipment. Floods and _ spotlights. 
which burn until midnight every night, 
accent a record counter, demonstration 
equipment and the Westinghouse 
kitchen at the rear of the shop. 

“For the person who parks and win- 
dow shops from his car,” Mr. Staggs 
explained, “we try to reach with color 
and pictures. Here, the record de- 
partment comes in handily and we 
prominently display record albums 
which have pictures of the artist on the 
front cover. Dinah Shore and Rise 
Stevens catch the eye every time and 
frequently, the man who parks will get 
out of his car and stroll over to survey 
the window.” 

“You can see why we believe thor- 
oughly in eye-appeal,” says Mr. Staggs. 
“Our business depends upon it, there- 
fore we feel that several hours spent 
in arranging displays to the best ad- 
vantage, is an excellent investment.” 

The firm handles Westinghouse, 
Thor, RCA and Gibson products as 
major lines. Skillful planning of dis- 
plays, with accent on the three types 
of eye-appeal, is credited by its owners 
for the success of the firm to date. 
Mr. Staggs estimates the firm will do 
a quarter million dollar business this 
year, and new personnel will be added 
to the four employees, besides Mr. 
Staggs and his wife, who are on the 
payroll at present. The store is wedge 
shaped, approximately 80 feet in length 
and from 22 to 35 feet in width. 
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rv will give you TRIPLE BUSINESS 
| during the 
TRIPLE DARKNESS 


RAY-O-VAC's new, eye-catching M-109 
display card is ready for your coun- 
ter! It sells six Z22R chrome pre- 
focused spotlights—takes small space 
—guarantees fast turnover. It’s ready 
in time for you to take advantage of 
the Triple Business Months. 


TWO MORE NEW CARDS AVAILABLE 


taggs @ M-105 display card sells six Ray-O- 
igned Vac C22R triple plated copper pre- 
and focused spotlights. 
appli- 
were 
s and 
r the 
*k of 
or, a 
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night, 
‘ation 
house 


ell us 
re by 

such 
>tator 


@M-110 displays twelve Ray-O-Vac 
Z21P penlights—chrome plated on 
solid brass, equipped with rotary 
switch. 


M-109 DISPLAYS SIX RAY-O-VAC 
Z22-R FLASHLIGHTS 


REMEMBER! ... feature this colorful Ray- 
O-Vac No. 2LP LEAK PROOF Flashlight 
Battery carton during November, Decem- 
ber, January, February! Carton holds 
twenty-four batteries—sells ’em fast! 


@ DON’T OVERLOOK sales on Ray-O-Vac 
No. 1LP LEAK PROOF Flashlight Bat- 
teries. They’re packed in handy counter 
display cartons. 


@ RAY-O-VAC No. 7R Penlight Batteries . 
are sales makers. Get them on display 
thor- for extra profits! 


win- 
taggs 
color 
1 de- 
d we 
yn the 
Rise 
and 
ll get 
urvey 


ant.” Ray-O-Vac Company, Dept. E-117, Madison 3, Wisconsin 
arr Gentlemen: 
louse, Me AY- °o = VA ¢ Cc ©] M p A N Y We're interested in the new Ray-O-Vac Flashlight Display 
ts as Madison 3, Wisconsin Cards. Our distributor's name is: 

smaie San Francisco; 1131 Sterick Bldg., Memphis 
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WILL ALSO RECOGNIZE 


THE BIG 
“AUTOMATIC DOLLAR!” 


—when they 
compare all that 
Automatic offers in 
—Exclusive 2-Way 
Washing Features 


— Stokes Sealed-in 


“a 
| ball-bearing 
Transmission 
| — Matchless Home- 

(| Service Records 

1 —All at $5 to $15 


Lower Cost 


More than 12,000 Auto- 
matic Dealers vouch for 
the fact that Automatic 
Washers are easy to sell 
and economical to serv- 


4 ice. Remember it’s your 

———s net profit that counts. 

bh \ Write for name of your 

i] | nearest Automatic Dis- 
‘| tributor. 
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PREVIEWED at a recent “electrification party at Wilsona, Calif., were many modern 


conveniences besides the refrigerators, range and ironer shown here. Rural electric 
service now enables residents of this Antelope Valley district to take full advantage 
of the latest electrical equipment for farm and home. 


Preparing the Way for Sales 


Western Utilities Tell the Electrical 
Story To Customers on New Rural Lines 


Z 


all parts of the West, rural elec- 

trification programs are being car- 
ried out on an extensive scale. This 
means that hundreds of new customers 
are being brought within the radius of 
electric service for the first time. These 
are excellent prospects for contractors 
who will handle the wiring of their 
homes and for electrical dealers who 
will sell them the appliances they de- 
sire. Since the western states were al- 
ready very completely electrified, many 
of these new projects have gone into 
rugged and sparsely settled areas 
where the expense of line extensions 
can be justified only if a large number 
of homes sign up in advance for im- 
mediate installation of electric ranges, 
refrigerators, water heaters and even 
air heaters, as well as lights. 

To complete the “selling” of these 
new customers in electrical ways, sev- 
eral of the power companies have put 
on educational programs wherever such 
extensions have gone in. In the foot- 
hill area back of Fresno, Calif., which 
is part of the San Joaquin division of 
the Pacific Gas and Electric Co., this 
educational program took the form of 
two parties staged by the power com- 
pany in cooperation with the estab- 
lished appliance dealers of the adjacent 
area. 

These meetings were held in the 
evening in local school buildings, with 
an attendance in one case of 243 farm 
families, some of whom came from 
great distances. Information was given 
on the progress of the line construction 
and equipment for domestic and agri- 
cultural use was discussed and demon- 
strated. Adequate wiring was presented 
by an illustrated talk and copies of a 
brochure on farm and home wiring 
problems were distributed for the bene- 
fit of those who might handle their own 
wiring. The Westinghouse film “The 
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Dawn of Better Living” furnished 
entertainment as well as driving the 
message home. The operation of ar 
electric meter was described and cus- 
tomers were told how to read their 
own meters and talks were made on 
the general policies of the utility in 
serving its customers, with an enu- 
meration of the numerous free services 
offered. 

An exhibit of agricultural and do- 
mestic electrical equipment accompan- 
ied each meeting—and was eagerly ex- 
amined. A group of nineteen P.G.&E 
employees was present, led by H. H 
Courtright, manager of the division, to 
answer questions and explain company 
policies. 

The flavor of a “party” was further 
carried out by drawings of door prizes 
consisting of small appliances and by 
the serving of refreshments at the close 
of the program. It was particularly 
noted that questions were not centered 
on “When”, nor “How much”, but 
rather the customers wanted to know 
what was available and what it could do 
for them. 


Southern Califernia Party 


In Southern California a somewhat 
similar program took place in the des- 
ert some 25 miles from Lancaster. The 
project had originally been organized 
as a public utility district to get REA 
funds. The Southern California Edison 
Co. offered the more attractive con- 
tract, however, with the result that its 
lines were the ones to bring power to 
this section for the first time. The 
event was celebrated by a family party 
in remote Wilsona schoolhouse, which 
was attended by 150 members of the 
Wilsona Improvement district, many 
of whom drove long distances across 
the desert to see appliance exhibits and 
to get in on the free food. 
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. 
in Newton, lowa Since 1908 by | 
AUTOMATIC WASHER COMPANY | | 


ished 
the THAT REMINDS ME... 
EUREKA DEALERS GET 
their * a 
y in j | 
enu- 
vices ON EVERY CLEANING SYSTEM SALE... 4 
— 


BIG VOLUME SPARKED BY THE INDUSTRY'S LARGEST 
ADVERTISING MERCHANDISING PROGRAM! 


top acceptance established by ‘‘I-want-it’’ attitude of women 


reel / who see the Eureka Home Cleaning System! 
| j a full dealer profit on every sale! 


the protection of Eureka Tailored Market Coverage plan! 


the Eureka policy of no factory resale departments, NO FACTORY 
DOOR-TO-DOOR SELLING! 


a far-reaching Eureka product development program which 
promises other great new products! 


*Based on average retail cleaner sale. 


EUREKA propucts 


ison EUREKA WILLIAMS CORPORATION, Bloomington, Ill. 


con- i Complete Home Cleaning System + Upright Vacuum Cleaners + Tank-Type Vacuum Cleaners 
it its : Electric Cordless tron + Electric Waste Food Dispos-O-Matic 


The | THERE’S TWICE THE PROFIT IN SELLING SYSTEMS! 
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Westinghouse Lamp 


Westinghouse 
LAM 


“COMPLETE LINE” DISPLAY NO. 5 LAMP DISPLAY KIT NO. 3 
35" x 45" paper poster can be used inside the Includes 30" x 23" full color easeled display card, designed for illumina- 
store or as a background for your window. It’s tion, plus 14" x 35" full color window streamer, light twirls, carton top- 
big... it’s full color. . . it works to establish pers, and 20" x 6%" full color, die-cut card topper—designed to give you 
your store as headquarters for good lighting. timely displays that tie-in with Westinghouse national Gaverising. 
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WESTINGHOUSE MAKES IT EASY 
BY SUPPLYING NEW, COLORFUL, 
EYE-CATCHING DISPLAY MATERIAL 


FREE—to all Westinghouse 
Lamp Dealers —just fill in and 
mail the coupon below for the 
display material you need to 
build customer-stopping, 
sales-boosting window and 
counter displays. 


Now is the time to take ad- 
vantage of the natural desire 
to buy. Autumn time is lamp- 
selling time—and, because 
light bulbs are bought on im- 
pulse, the more ways you dis- 
play them, the more you sell. 


Pi 


the mew display mate- 
rial im Your window and store 
interior anid watch them build 
your sales and profits. Many 
of the display pieces are in ful! 
color and all are attractively 
designed to coordinate your 
displays with the Westing- 
house national advertising 
now appearing in Time, Life, 
and This Week magazines. 
Lamp Division, Westinghouse 
Corp., Bloomfield, 


Season 


WESTINGHOUSE ELEcTRIC Corp. 
Lamp Division, Bloomfield, N. J. 


Please ship free display material checked below: 


_ | “Complete Line” Display No. 5. 
Lamp Display Kit No. 3. 
' “Complete Line” Display No. 4. 


2s 


“COMPLETE LINE” DISPLAY NO. 


vidually designed to do a big lamp-selling job on sneiieue 
such types as Heat-Ray lamps, Sun Silver 
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Here’s a single ice cube tray that 
gives extra-efficient, multi-pur- 
pose performance! The double 
width Inland Dessert Tray per- 
forms these three important 
ice tray functions. 

1. FREEZES double the num- 
ber of ice cubes because it con- 
tains double grids with the 
handy separator between. The 
ice cubes can be quickly re- 
leased ...full sized and dry. 


Double Width-Triple Duty 
INLAND DESSERT TRAY 


Inland Dessert Tray and Separator available as shown 
with grids having pastel-tinted plastic partitions; or alum- 
inum partitions of various designs, Pan Lifter is optional. 


For full particulars and prices write to 


INLAND MANUFACTURING DIVISION, General Motors Corp., Dayton, Ohio 


2. MAKES an ideal freezer for 
all types of desserts and salads 
when the grids have been re- 
moved from the metal pan. 
3. STORES frozen food, meat, 
fish, fowl, game, vegetables, 
ice cream and other perishables. 
This all-around efficiency 
makes the Inland Dessert Tray 
a favorite with people every- 
where. Find out more about 
this remarkable ice cube tray. 


NOVEMBER 


“| CAN'T GET USED TO IT—! ORDERED THEM 
YESTERDAY AND HERE THEY ARE!" 


Too Many Cooks? 


CONTINUED FROM PAGE 


of the various features of the electric 
range in the preparation of different 
foods. These demonstrations included 
the use of the deluxe range with a 
double oven, one of which was used 
for baking and the other for broiling 
both at the same time. The features of 
the deepwell unit were also demon 
strated with emphasis on the home 
maker using the unit as either a deep 
well cooking unit or as a surface unit 
The other features of the range, such 
as the minute watchman, the automatic 
oven timer and the seven heat switches 
were demonstrated to the satisfactior 
of the audience. The grand prize, the 
deluxe range, was given away at the 
close of the activities of the school. 
At the close of the school, N. L 
Cannon, president of the Cannon Dis- 
tributing Co. approved plans for the 
activation of a Home Economics De 
partment as an integral part of Cannot 
Distributing. He stated: “I agree with 
the Home Economist who conducted 
this school when she said that an in 
tensification of our Home Economic 
work will go a long way towards 
filling the educational gap in the art 
| of cooking that was caused by the war 
| —a gap that needs filling so desper 


ately End 


“JUST WAITIN’ FER HIM TO GIT TO, 'AN' THE 
SKY IS NOT CLOUDY ALL DAY.’ 
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ll tooled up—and in full production! That’s the picture at the 

greatly expanded Lonergan plant today. Here, in a plant 
designed particularly for the purpose, engineers and builder-crafts- 
men, trained in the Lonergan tradition of building nothing but the 
best, are turning out the finest oil circulating heating equipment 
ever to bear the Lonergan or any other name! ... The best today and 
better tomorrow is Lonergan’s pledge to sellers and buyers of Lonergan 


products. 


MANUFACTURING COMPANY 
ALBION, MICHIGAN 


More than 150,000 
square feet of floor 
space devoted exclu- 
sively to engineering 
and building the fin- 
est oil-circulating 
heating equipment 
on the market. 
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1. What single feature do homeowners 
want most in a new refrigerator? 


Silent Operation 
Moist Cold 


Extra Space 


Deep-Freeze Area 


According to a recent survey by 
the National Panel of Consumer 
Opinion, ‘‘more room in the re- 
frigerator” received the most 
votes of any single feature. As 
proof, people are buying larger re- 
frigerators now than they used to. 


All have deep-freeze 
cabinets 


All cost less than $150 


All have been paid for 


LILILILI 


All are Post-advertised 


What do the seven leaders have in common? 


One fact stands out: every lead- 
ing make of refrigerator has been 
consistently advertised in the Post 
for years. As a matter of fact, the 
Post carries more refrigerator 
advertising than the next two 
magazines combined. 
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2. How many homeowners will buy a new 


3. How many makes of refrigerators 


or? refrigerator this year? are there to choose from? 
by | 1 out of every 2 Actually, one out of every four | | 15 Different Makes Best available sources show there 
ner es homeowners interviewed stated il are approximately 26 different 
re | | 1 out of every 53 he expects to buy a new refriger- | 26 Different Makes makes of automatic refrigerators 
ost ram tor within the next year. (Inciden- aad on the market at the present time. 
As 1 out of every 4 tally, the average automatic re- | | 42 Different Makes But 85% of the prospective buy- 
re avail frigerator in use today is between ers interviewed said that they will 
to. 1 out of every 9 5 and 10 years old.) |_| 74 Different Makes choose one of seven makes. 
Leading refrigerator manufacturers place the ° 
bulk of their advertising in the Post. They 
] 
want to reach the leaders in every community 
... the people who are the first to buy new prod- 
| ucts. And sales results have proved the power 
of the Post. Fortunate indeed is the dealer who 
= handles Post-advertised products. 
= People know and prefer 
1 | Post-advertised products 
| 
= = 4 | 
5. Just who decides which make of (aC 
refrigerator to buy? 
d- |_| Father The whole family has something to 
en say when it comes to making such 
st Mother an important buying decision. 
he : And that’s where the Post comes 
or | Sister in. The Post is—and always has 
vO been — a family magazine...with 


something of interest for everyone. 
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Triangular 


Exclusive triangular cross-sec- 
tion design gives greater 
cooking-contact area plus 
maximum speed. Made with 
Inconel, 


CHROM 


ALOX 
Caching ila Beat! 


Super-Speed 
For finest “black heat” cooks 


ing. Preferred by chefs and 
ives everywhere. 


All These Advantages . . . and more! 
@ Fast, Economical, Easy to Clean 
@ Fit All Electric Range Openings 
@ Superior Design and Construction 
@ Quick and Easy Installation 
@ Number-1 Choice of Housewives 
Why not cash in by handling the replacement 
units women want for modernizing their electric 


ranges? Write today for Catalog RU-147. 


Heatflo 


The best unit in the low 
priced field. Economical initial 
cost; exceptional reliable per- 
formance and long life. 


EDWIN L. WIEGAND COMPANY - 7525 THOMAS BLVD., PITTSBURGH, PA; 


*RANGE UNIT 


Want Extra Profits? 


CHROMALOX 


REPLACEMENT 
WRITE FOR DATA SHEETS 1-1025 AND 1-1026 
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IN THIS VIEW, left to right, are the Hotpoint range, 4-cu. ft. home freezer and 
8-cu. ft. refrigerator. Youngstown kitchen above, Silex electric coffee maker on 
the range, and note—outlet even above the cabinets. 


Home Store 


of the sink sit a Toastmaster and a 
Telechron alarm clock radio, all ready 
for business. Over the attractively 
trimmed sink window sash a Telechron 
electric clock hangs. 

This is a Hotpoint sink, and dish- 
washer, incidentally, and Mrs. Harri- 
son eagerly points out the advantages 
here for feminine customers. On 
around the room we find a Hotpoint 
range, a 4 cu. ft. freezer cabinet, and 
an 8 cu. ft. refrigerator. On the range 
sits a Silex electric coffee maker. 


Full Basement 


We step down to the basement and 
Mrs. Harrison points out a Deming 
electric water pump, for instance, and 
then in a “work corner” for the house- 
wife are the Hotpoint washer and 
ironer, and the 12 cu. ft. freezer unit 
—handy for the Harrisons’ overflow 
from the kitchen unit, and very perti- 
nent for display purposes, since many 
families prefer the larger unit. 


Other Lines 


There’s even a Sunbeam electric 
churn tucked away in the basement. 
And stacks of Sylvania fluorescent 
tubes for immediate delivery. Round- 
ing out the electric appliances on dis- 
play, if not actually in use part of the 
time, are a Piedmont Heatmaster, 
Kisco Airspray fan. Wayne air com- 
pressor, General Electric farm and 
home welder, Victor milk cooler and 
electric fencers. 

One corner of the basement has a 
small work bench where Harrison 
puts in some time on maintenance work 
for customers. He carries some parts 
and supplies, but does not make a 
practice of selling these. Garage doors 
open in another corner of the base- 
ment to admit deliveries of all the 
above. Harrison buys through Case 
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distributors in Erie, Pa., for his Hot- 
point appliances, and Schultz in that 
city for his Youngstown kitchens and 
other supplies. 


Advertising 


The unique display of all appliances 
in Harrison’s home is abetted by peri- 
odical newspaper advertising in rural 
weeklies of Edinboro and other com- 
munities. And the Harrison trucks 
are painted to advertise: “Youngs- 
town Kitchens, Hotpoint,” and ‘Har- 
rison.” As it was explained, deliveries 
get the trucks around, and many people 
have come to identify “Hotpoint and 
Harrison” together in the area. 


Tail Wagging Dog 


As might be suspected, “the tail 
has begun to wag the dog.” As Wil- 
liam, one of Harrison’s sons, puts it: 

“We have been doing a lot of farm- 
ing, along with Dad’s regular electrical 
contracting, appliance selling and so 
forth. But we’re beginning to slacken 
up on the farming—it’s too much. 
As you see, I’m working on our latest 
project now.” 

He pulls nails from studding in a 
barn. Electrical appliance retailing 
has begun to demand more attention 
and Harrison Electric, as the business 
is called, is making more room for 
displays and storage. A granary and 
another part of the barn are being dis- 
mantled. They will be replaced by 
two sales rooms with large plate glass 
windows fronting the highway. 


The Barn Helps, Too 
“We'll have the one-of-each idea 
carried out in the barn, then,” said 
Mrs. Harrison, “with plenty of storage 
space in the rear of the two rooms. 
We already use some of the barn 
for storage. We’re really in the busi- 
ness, you see.” End 
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® General-Purpose 4-Ohm Intermittent 
Test” of the American Standards 


Association, which most closely 
approximates average use. E 


TRADE-MARK 


The registered trade-mark ' 
distinguishes products of 


NATIONAL CARBON COMPANY, Inc. 
30 East 42nd Street, New York 17, N. Y. 
Unit of Union Carbide and Cerbon Corporation 
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CHICAGO 
JANUARY NATIONAL 


HOUSEWARES and MAJOR 
APPLIANCES MANUFACTURERS 


EXHIBIT sanuary 15-22, 1948 


INTERNATIONAL AMPHITHEATRE 
CHICAGO, ILLINOIS 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not for profit) 


Executive Offices: 1402 Merchandise Mart, 222 North Bank Drive, Chicago 54, Illinois 
Telephone, Delaware 8585 
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Face-Lifting 
In the Kitchen 


CONTINUED FROM PAGE 


depended largely upon three sources 
for its customers, according to Mir. 
Griffis. First, the mailing list and pros- 
pect file is regarded as the best of the 
old sales standbys. Prospects continu- 
ally are contacted and reminded that 
the service is available to them. Second, 
the Griffis salesmen follow new con- 
struction carefully and are johnny-on- 
the-spot to offer the firm’s services and 
suggestions. Third, the firm has a tie- 
in with certain architects whose plans 
for kitchens are submitted to the firm, 
which then estimates the cost of equip- 
ment needed and submits it to the cus- 
tomer. 

At weekly sales meetings the hows 
and whys of the kitchen plan are 
stressed to all salesmen and each of 
them is grounded in the technique of 
selling kitchen equipment on the “re- 
modeled kitchen” basis. 

“But as is the ¢ase almost every- 
where, our best advertisement is by 
word-of-mouth,” says Mr. Griffis. 
“More and more customers are ob- 
tained because they have seen the re- 
sults of some of our work. It is for this 
reason that we try to make every job 
a masterpiece—you can’t beat word- 
of-mouth advertising. To sum up, we 
believe our kitchen building depart- 
ment fills a long felt need. When the 
average housewife wants to remodel, it 
appeals to her to turn over the job and 
the responsibility to one agency rather 
than having to call in the plumber, the 
electrician, the carpenter, the plasterer 
and the appliance man separately.” 


Neighborhood Store 


As a neighborhood project, Modern 
Home Engineers also operates a store 
at 3916 Clairmont Ave., in Birming- 
ham’s outstanding Southside commu- 
nity. This store, larger than the down- 
town parent shop, is a modern, up-to- 
date suburban shop with a full line of 
small and large appliances. Both shops 
are General Electric outlets. The sub- 
urban store boasts a small repair de- 
partment of its own, where small ap- 
pliances are serviced for the neighbor- 
hood at nominal prices to encourage 
new business and to make friends for 
the firm. Ed Duddy manages the sub- 
urban store. 

The major repair and service de- 
partment of Modern Home Engineers 
is housed in the downtown shop and is 
headed by A. A. Billingsley, who was 
employed by General Electric for 20 
years. Mr. Billingsley plays a major 
role in the kitchen building depart- 
ment since it is under his direction that 
all remodeling and installing of new 
equipment is done. 

With the increased growth in the 
kitchen building department, Mr. Grif- 
fis expects to expand both of his stores 
in the near future. His payroll at 
present carries the names of seven 
personnel in addition to himself and 
his brother, and new additions are 
planned to the salés staff. The firm 
does considerable business in lighting 
and kitchen equipment planning for 


commercial stores and restaurants. 
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DULUTH 


279" 


DULUTH 


F.O.B. 
DULUTH 


Coolers¥ 
Flavor Oavere 
REFRIGERATORS AND FREEZERS 


When you want a man to 
“sell his head off” for you 


sive him something he 


LIKES SELL! 


@ That is what we at Coolerator[try to do... give your men an electric 
refrigerator they LIKE TO SELL. 

COOLERATOR is priced right . . . no “gadgets’’ or “‘tinse!” to 
bump the price up. 

COOLERATOR hits right on the button the things a woman wants 
in an Electric Refrigerator . . . a strong, good looking cabinet, trouble- 
free . . . with lots of convenient storage space. 

We know, because we went direct to women, asked what THEY 
expected in post-war refrigerators . . . then had the Coolerator models 
built by expert engineers to these “specifications.” 

Perhaps most important of all to your men is the fact that COOL- 
ERATOR means fine refrigeration to their average prospects. In an 
actual test, 8 out of 10 women instantly identified COOLERATOR as 
a manufacturer of refrigerators. 

And finally, the Coolerator Dealer or Distributor knows he is being 
backed by strong, consistent advertising in the magazines milhicns of 
his prospect families read each month. 

Individually, there are probably many other reasons why our Lieal- 
ers and Distributors are happy with us. But, get one of our Dealers 
talking about Coolerator and he usually comes up with these six points: 


“It’s a GOOD refrigerator . . . priced right. Both men 
and women like it. I don’t have to ‘SELL’ them Cool- 
erator because they already know and respect the name 
... My company backs me to the limit ...and I MAKE 
MONEY with Coolerator.”’ 


President, The Coolerator Company 


For full information on Coolerator 


franchise, write me personally. 


The Coolerator Company, Dept. EM-117, Duluth 1, Minnesota 
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Quality and mode 
rate prices have, 
over the years, 
made Signal a 
leader in fans, tele 
graph instruments 
and portable elec- 
tric drills. 


EXHAUST 
FANS 


OB 41/4" 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
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Selling Sound 


CONTINUED FROM PAGE 49 


eliminate reciprocal action. Actually, 
the device looks like a pin-ball machine 
in operation.” 

Along Erie’s principal thoroughfare 


| Reliable recently stole the limelight 
| when Davidson assisted in working out 


the installation of a “Shopper’s Talkie,” 
a sound system for giving Wayne 
Furniture Co. show windows a voice. 
This device is claimed as an innovation 
in the entire business world. Its con- 
ception was the idea of partner-owners 
of Wayne, Donald and Jack Joseph. 

They reasoned that they could pull 
a lot of store traffic, while simplifying 
the work of sales personnel, by telling 
potential customers the _ interesting 
features of merchandise in the store 
windows. In other words, get the 
window-shopper past the “just curi- 
ous” stage. 

Reliable’s work here consisted of set- 
ting up a record-player in a small cab- 
inet on the sales floor just to the show 
window’s rear. The record-player goes 
into action when a button is pressed on 
the window’s exterior. Records play 
back concise sales messages recorded 
in the Reliable store with a technician 
at the recording controls and one of the 
Joseph brothers speaking into the mike. 

As installed, the “Shopper’s Talkie” 
is easily maintained and records can be 
changed or volume controlled by sales 
personnel at Wayne. The Josephs 
believe that with proper public educa- 
tional promotion of this device, it will 
revolutionize selling. They are market- 
ing the device, claiming it can be 
adapted to practically any commercial 
venture. Its listening range can be 
controlled so that two talkies, in stores 
adjacent to each other, will not confuse 
pedestrians with a jumble of sales talk. 


More Ideas 


There are two additional points to 
Reliable’s sound merchandising pro- 
gram. Periodically this firm makes up 
what they term a “sound window,” or 
window displays of sound equipment of 
various kinds to appeal to possible 
walk-in trade. One such window in- 
volved a series of panels depicting uses 
of sound equipment, such as showing 
a factory P. A. system in use, inter- 
communication in an office, playing of 
recorded music in schools and so forth. 
The display brought many interested 
passersby into the store and opened 
sales possibilities. 

Lastly, Davidson believes electric ap- 
pliance retailers who want to get the 
most out of sound equipment and sys- 
tem sales should never pass up an invi- 
tation to visit a manufacturer’s plant 
and discuss sales and engineering fac- 
tors. These sales meetings are often 
great eye-openers, he'll tell you from 
his own experiences, and Reliable at- 
tends at every opportunity. 

From what you’ve read above, you 


| might be tempted to think Reliable 


Radio is practically nothing but a 
corps of sound salesmen. On the con- 
trary, only recently interior redecora- 
tion and layout changes were made to 
better accommodate one of the finest 
appliance sales and service plants in 
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* Co., 


A MODEL Frigidaire kitchen installation, 
here inspected by Harold Peterson, service 
manager, is one of the results of Reliable's 
recent interior redecoration. 


the city. A larger music department 
is especially noteworthy and_ has 
boosted sales in this line. Relocation of 
an extensive service department in the 
store basement eliminated distracting 
noises from the sales area, and a garage 
door was cut into one side of the build- 
ing to allow motorists to drive right 
into the firm’s new “in-your-car” radio 
service department. 

Davidson’s partners are Harold 
Peterson, service manager, and Dan T. 
Ryan, appliance sales manager. This 
progressive trio has brought Reliable 
Radio Inc. from an obscure beginning a 
dozen years ago to the front ranks of 
the area’s electric appliance retailing 
stores. 


Gives 5% Discount 
To Veterans 


OLORADO Appliance Co. of 

Denver, retailers of home ap- 
pliances, have created considerable 
attention through the fact that the 
store gives a 5% discount to veterans 
who purchase appliances while exhibit- 
ing a card issued by the Veteran’s Ad- 
ministration here. 

Under the plan, Colorado Appliance 
desiring to co-operate with 
the Veteran’s Administration in get- 
ting home-coming boys settled as 
rapidly as possible encourage the ad- 
ministration to issue a card identifying 
the customer as a genuine, honorably- 
discharged veteran. The downtown 
agency issues the cards, which Colo- 
rado Appliance Co. honors by deduct- 
ing 5% from the cost of anything sold 
in the store. While the actual saving is 
very small, it has had a considerable 
effect in bringing in extra traffic, ac- 
cording to the management. 
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IT’S A PLEASURE TO SELL 


ge 


each product has so many 


exclusive features to talk 


about — 


Monarch provides com- 
plete, comprehensive sales 
material to train dealers, 
salesmen, and home econ- 
omists to make the most 
af these exclusive features 
to close sales. 


Boner Saucepar 
« 
ue 


trom che MONARCH 


= 


He ach 
DEEP HEET COOKER 


WITH SIDE MEAT 


MALLEABLE IRON RANGE COMPANY 


3811 Lake St... Beaver Dam, Wis. 
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Watch out, Coffee | / 


Here comes General 


AN $8.95 VALUE FOR ONLY $6.95... Special Electric Model. . . retails for $6.95 plus tax* 


model, plus a durable, quick-heating. chromium- 
plated Electric Stove. Makes two to eight 
cupfuls. Plug-in cord and filter included. 


ALL-AUTOMATIC MODEL $17.95 plus tax* 


Lowest-priced all-glass. all-automatic coffee maker sold! 
Brews 2 to 8 cups automatically . . . then keeps coffee 
warm until you're ready. Go about your work. no need 
to watch. Includes all other G-E features. 


GLASS FILTER ROD 50¢ 


Convenient. Fits almost any make coffee maker. Cleans 
in a jiffy under the tap. Clear coffee, no metal taste. 
None other can surpass its Corning-glass quality! 


EXTRA REPLACEMENT BUSINESS! 


Coffee maker customers are come-back customers . . . 
bring you up to 30% extra sales of replacement bowls! 
Only two sets of bowls required to service the entire line. 
That means you always have the right bowl on hand. 
No “specials” to reorder. Less storage space, simplified 
inventory, and high turnover. Enjoy this extra volume. 


No other coffee makers—regardless of price—have the Tastegard! 
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e| Maker Business! 


with the standout feature 


and Six amazing prices! 


The feature: The exclusive 1} \STEGARD—the — up now on General Electric Tastegard Coffee Makers! 


offee 


need 


wizardy little hole in the side of the stem. 

The ‘Tastegard controls the temperature at 
which the coffee brews to the exact degree for perfect coffee. Because 
of the Tastegard feature. your customers can always make as little 
as two or as much as eight cups of perfect coffee in any General 
Electric Coffee Maker. 

That’s why General Electric only needs to make one size of 
coffee maker. And only General Electric’s got the Tastegard. 
Do you, Mr. Dealer. want to sell the best coffee makers at the 


lowest price? Do you want to sell coffee makers in volume? Do you 


want the benefit of prestige attached to a great name? Then stock 


We're making them the most popular coffee makers on the mar- 
ket, by backing the entire line with a powerful advertising program. 
We're telling your public the tremendous value story of G-E Coffee 
Makers—building them as gift items right through the Christmas 
season ! 

Tell your customers to compare G-E Coffee Maker features with 
other leading brands. Point out and explain the Tastegard feature. 
Then, watch General Electric Coffee Makers sell themselves in 
gratifying volume! Appliance & Merchandise Department, General 
Electric Company, Bridgeport 2, Conn. 


A Complete Line—A Top-Quality Filter Rod 


50¢ 
eans 
aste. 

Top of the RANGE MODEL $4.95* DE LUXE ELECTRIC MODEL $9.95 plus tax* SEMIAUTOMATIC MODEL $12.95 plus tax* 
ait P Makes two to eight cups of perfect coffee on stove or This electric stove, two- to eight-cup model features a One heat to brew 2 to 8 cups of perfect coffee... flip 
line. hot plate. Like all G-E Coffee Makers. it features cool-to-the-touch plastic base. Clamp-on lid permits a switch, another heat to keep it warm, Cool-to-the- 
alt visible cup measurements and convenient handle on you to set hot coffee bowl on table. Plug-in cord and touch plastic base, 2 handles. Combination clamp- 
ified lower bowl, exclusive Tastegard. wide-mouth bowls glass filter rod. on lid and table mat. Plug-in cord and glass filter 
me. lor easy cleaning. Lay-on lid and filter included. rod included, 
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THE PLACE TO SELL 


HOME DEMONSTRATIONS SELL 


Y WILCOX-GAY 


Now is the time for all good dealers to return to the time-tried principles of strong 
selling based upon home demonstrations. In no other place can you so graphically 
portray the joys, the fun, the entertainment and the educational values of RECORDIO 
... the RECORDING Radio-Phonograph ... to your prospects. 


CASH AWARDS TO DEALERS 


Again, Wilcox-Gay is the first in the home recording field to offer a complete home 
demonstration sales plan with cash awards to participating dealers. Actual experiences 
of Midwest dealers show few turnbacks from home demonstration trials. Once placed 
in the home, RECORDIO is there to stay... and build accessory traffic for you. 


If you would like to join other alert dealers who are taking advantage of this profit- 
able home trial plan, see your distributor immediately or wire Wilcox-Gay. Cash 
awards are limited on home demonstrations—so don't delay. 


WILCOX-GAY CORPORATION + CHARLOTTE, MICHIGAN 


In Canada ... Canadian MARCONI Company 
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Factory-sponsored, large- 
space advertisements are 
now appearing in news- 
papers. Complete tie-in 
advertising aids in mat 
form are available for 
your use—free of charge. 
Call your distributor for 
complete information, 
date of release, etc. 


FREE 


Rec orale 


Prospects are as near to you 
as your telephone. Inquiries _ 
from your advertising can be 
followed up with a home dem- 
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T the end of August production 
and sales totals were on the up- 
swing for washers, ironers and radios, 
but refrigerators and cleaners re- 
flected a decline, according to the re- 
ports of manufacturing associations 
which were recently made available. 
July figures were the latest avail- 
able for ranges and domestic electric 
water heaters, both of which evidenced 
a falling off in total sales billed. 
Standard-size household washers 
set new records during the month of 
August, reported the American Wash- 
er and Ironer Mfrs. Assn., with sales 
of 323,063, topping the previous all- 
time high of 320,969 set in April and 
nearly 5,000 greater than the 318,297 
units sold in July. Sales for the first 
eight months of the year aggregated 
2,395,999, compared to 2,023,981 in all 
1946 and 1,959,887 in all 1941, biggest 
pre-war year. 


Baby Washers Growing Bigger 


Sales of small washers (three pounds 
or less) amounted to 43,834 in August, 
a climb from July's 36,471. The 
eight-month total is 331,575. Ironer 
sales in August climbed to 47,577 
from July’s 41,911. The 1947 total 
is 357,797, compared to 124,616 in 
all 1946 and 215,994 in all 1941. 

The Radio Mfrs. Assn., in a bulle- 
tin issued Sept. 22, declared that the 
August total of 1,265,835 sets of all 
types produced indicated a trend to 
increasingly heavy production in the 
fall months. 

During the month of July the com- 
panies reporting to RMA had pro- 
duced a total of 1,155,456, short of 
the August figure by over 100,000 sets. 
The August output brings to 11,031,- 
935 the number of receivers manu- 
factured by RMA member companies 
during the first eight months of 1947 
and registers the first increase in 
monthly production since the peak 
was reached last April with a produc- 


tion of 1,759,723 sets. 


Video on a Dollar Frequency 


Teleset production in August (12,- 
283) not only showed an increase over 
July (10,007), but also established a 
new record for the year, exceeding the 
June record of 11,484 sets. Teleset 
production in August was. broken 
down as follows: radio table models, 
7,984; direct viewing radio consoles, 
2,181; projection type radio consoles 
92; direct viewing radio-phonograph 
combinations, 2,008; and 18 projection 
tyne radio-phonograph combinations. 
FM-AM receivers produced totalled 
72.14 as compared with 70,649 in 
the July period. FM-AM production 
broke down as follows: 8.653. table 
models, 178 consoles, and 63,183 


radio-phonograph console combina- 


Washers Set New Sales Record: 
lroners, Telesets, Radios Show Gain 


Seven and eight month sales totals released 
by manufacturers’ associations. Refrigerators, 
cleaners, ranges, water heaters show declines. 


By Robert W. Armstrong 


tions. Other August figures included 
273,380 auto radios, 149,150 portables, 
and 26,080 table model battery sets. 
Although factory sales of household 
cleaners exceeded in August with 
277,288 unit sales the total of 226,060 
in August of 1946, the figure was less 
than the 280,585 sales made during 
the month of July, 1947. According 
to C. G. Frantz, secretary-treasurer 
of the Vacuum Cleaner Mfrs. Assn., 
the total for the first eight months of 
1947 was 2,389,713, over 100,000 great- 
er than the 2,289,441 sold in all of 
last year. Sales in 1947 already ex- 
ceed those for 1941, the industry’s 
greatest pre-war year, by 43 percent. 
The 11 companies who reported 
on refrigerator sales to the National 
Electrical Mfrs. Assn. in the month of 
August revealed a total of 213,901 


Quiet, Please—Man at Work 


unit sales, a drop from the previous 
month’s figure of 277,700. Total re- 
frigerator sales for the first eight 
months were 1,968,792. Sales in 
June of 1947 were 291,464. 

July figures, the latest available, 
showed that electric range sales had 
dropped to 79,999 from a June total 
of 99,833 and that July sales of water 
heaters fell off to 66,454 from a June 
figure of 74,515, according to NEMA. 


Preference for Seven-Footers 


A breakdown on refrigerator sales 
by sizes, available through the first 
sevens months of the year, showed 
that more seven cubic foot boxes, 
1,015,572, were sold than any other 
size. The nearest competitor was the 
nine foot size with sales of 318,550. 
Eight-footers were third with 226,228 


DISC JOCKEY TIE-UPS with record selling dealers for advertising purposes is 


becoming a common thing these days. 


Hudson-Ross, Inc., of Chicago, has been 


riding with Dave Garroway, of Station WMAQ, from the beginning, and has been 
buying time on other shows as well, according to R. L. Hirsch of Hudson-Ross. 
Here is Garroway in action, aided by Joe Petrillo. 
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and six-footers, once the most popu- 
lar size, were fourth with 181,334. 
In addition, the 11 companies report- 
ing to NEMA sold 12,207 four foot 
refrigerators, 996 smaller than four 
feet, and four boxes of 13 cubic feet 
and over. 


Above the 49th Parallel 


Canadian reirigerator production 
in July was 6,638 units, the lowest for 
the vear, comparing with 7,886 in June, 
7,550 in May, and 8,531 in April, 
according to the Dominion Bureau of 
Statistics. Despite the decline the 
July total was more than double that 
for July of 1946. The bureau also re- 
ported that July output of washing 
machines moved up to a _ total of 
14,425 units (12,920 electric, 961 gaso- 
line, 554 hand operated) compared 
with 9,217 units in July, 1946. The 
total for the first seven months was 
109,C82 units, compared with 68,450 
units in the same period of last year. 

Canada’s Bureau of Census of In- 
dustry and Merchandising reported 
that July sales of radio receiving sets 
declined from July of 1946, amounting 
to 50,143 units as compared with 
60,022 units in the previous July. 
Total radio sales for the first seven 
months of the year were way ahead 
of 1916 with a total of 429,234 units 
as compared to 287,018. 


Eureka Features Contest, 
Big Ads in New Campaign 


eureka Williams Corp. is launching 
its most intensive post-war campaign 
with a new series of ads, an incentive- 
building prize contest for selling men, 
and a new quota of merchandising 
aids. The sales drive is designed to 
support the full line of Eureka prod- 
ucts, the Eureka complete home clean- 
ing system, the cordless electric iron, 
and the newest Eureka product, the 
Dispos-O-Matic waste disposal unit. 
The ads carry free home trial offers, 
and call attention to ads in other pub- 
lications, as well as exploiting a 
“SysteMAGIC” store demonstration. 
Salesmen can win prizes described 
in the company’s prize catalog. Dis- 
tributors who elect not to enter the 
contest can apply the incentive points 
earned by their dealers’ oganizations 
to stage New Year’s Eve parties for 
salesmen and their wives. 
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and wants a thermostat that gives her exact temperature! 


then the only irons she sells herself on are 


DURABILT 


DURABILT MODEL 10 


Think of everything she 
wants her iron to do—to be— 
and she finds it in this won- 
derful Model 10! Look: 
© fast heat—hot in less than 
30 seconds! light weight— 
weighs lessthan 3 Ib! « bet- 
ter visibility because this 
beauty’s so low! © exact tem- 
perature control—she gets 
precisely the right heat for 
every fabric! 

Yes! The Durabilt Model 
10 is her dream iron! 


DURABILT MODEL 193 
AUTOMATIC FOLDING IRON 


The lightest, easiest-to-use 
iron ever! Marvelous for 
baby's things, her lingerie 
and doo-dads—it's so low she 
has clear view always! 
Small enough to carry any- 
where—this “mighty mite” is 
big enough to do her heavy 
ironing faster—better, too! 


DURABILT MODEL 102 AC-DC 
TRAVEL IRON 


No current worries with this 
travel marvel —she uses it 
anywhere, anytime! Whisks 
thru light or heavy ironing 
like a dream! A miracle of 
compactness! Complete with 
its own attractive plaid car- 
rying case, this gleaming 
chromium beauty is a jewel 
she wants to own! 


her Durabill’s feather light 
weighs less than 3 Ib. 


it's America’s fastest — 
heats in 30 seconds 


gives exact heat required 
for each fabric 


and there are 3 great models for her to select from! 


DURABILT MODEL 10 


DURABILT MODEL 193 
AUTOMATIC FOLDING IRON 


DURABILT MODEL 102 AC-DC 
TRAVEL IRON 


DB U RAB | LT The Winsted Hardware Manufacturing Company 
Winsted, Connecticut 
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Geddes deames High Labor Costs, 


Predicts Record Year for Radio 


RMA Official Sees Dollar Volume 
Near $34 Billion Mark for Year 


No radical price reductions in 
radio will be forthcoming as long as 
factory labor costs (now 69 percent 
higher than pre-war), as well as costs 
of materials, freight, etc., remain as 
high as they are. This was the mes- 
sage of Bond Geddes, executive vice- 
president of the Radio Manufacturers 
Association, at a recent meeting of the 
third annual Trade Show of the West 
Coast Electronics Assn. in San 
Francisco. 

Pointing out that the hourly wage 
rate in the radio industry has risen 
from 58.1 cents in 1939 and 68 cents 
in 1941 to $1.15 at present, Mr. Geddes 
put the onus of blame on labor for 
increased radio costs—including all 
costs, from raw material, freight and 
selling costs to components, receivers, 
transmitters, and “in fact to all in- 
dustry products.” 


Good Year Anyway 


In spite of this indictment, Mr. Ged- 
des characterized 1947 as one of the 
best years for the radio industry, and 
predicted that the present high level 
of production will continue into 1948, 
largely because of new markets for 
FM, television, and other electronic 
applications. The present year, he 
said, is on the way toward establishing 
a new record for radio set production 
and sales, with the first eight months’ 
output of 11,035,935 receivers indicat- 
ing that the year’s end will show an 
overshadowing of 1946’s 15 million 
receivers with their dollar volume of 
$415 million. Since the last quarter 
of the year usually brings in about 60 
percent of the annual business, it looks 
as though the dollar volume will total 
close to three quarters of a billion, 
he added. Increase in industry dollar 
volume is due partly to higher unit 
values of sets, along with higher cost 
of components. Then too, over-pro- 
duction of small table models has prac- 
tically disappeared. Apropos of this 
subject, Mr. Geddes remarked that 
1946 saw remarkably few concerns fall 
by the wayside, with only 23 firms— 
all smaller companies—going bank- 
rupt. He also noted that in radio set 
production, the percentage of radio- 
phonograph combinations is about 
double the 1941 rate, of both table and 
console types, while straight consoles 
and straight phonographs have al- 
most disappeared from the market. 

RMA’s_ executive _ vice-president 
maintained that “There is no monop- 
oly, price or production collusion in 
our industry, either in receiving sets, 
tubes, parts or any other line.” He 
pointed out that the public has always 
benefited from the keen competition 
that radio has always fostered. 


FM and Video Coming Along 


FM came in for its share of atten- 
tion, too. Mr. Geddes asserted that 
production to date has been “very good 
considering its comparatively recent 
introduction.” Its success, he contin- 
ued, will be measured by program 
quality and increased reception. He 
stated that production figures refute 
some FM broadcasters’ charges that 
manufacturers have been stalling; at 
the same time, however, “it is funda- 
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mental that neither the dealers nor 
the public will buy FM sets in areas 
where there is no FM broadcasting 
service.” 

Mr. Geddes expressed his opinion 
that television has turned the corner. 
Until this year there had been no 
really aggressive promotion, substan- 
tial production or tremendous public 
interest; but RMA statistics to date 
indicate 1947 sales of at least 100,000 
video receivers, with increased spon- 
sorship auguring well for the future. 

Mr. Geddes ended by reviewing the 
services of the RMA and citing its 
value to radio manufacturers. 


RCA Victor Offers 
Prizes for Knowing Line 


Three 1947 sedans and $1000 in 
cash await lucky RCA Victor retailers 
and their salesmen in the home instru- 
ment department’s latest device to 
promote knowledge of the company 
and its products. The “You Can't Lose” 
contest begins with intensive nation- 
wide training courses for dealers and 
their salesmen. When the courses are 
completed, phone calls will be made 
to a series of participants whose names 
will be drawn from a drum, and they 
will be quizzed on the material of the 
course as well as on specially pre- 
pared literature. The first three win- 
ners will get sedans, and the next 
ten will end up with $100 checks. 


Moss by Telegraph 


A PERSONAL APPEARANCE by Lee 
Moss, sales manager of the home clean- 
ing equipment division of Landers, Frary 
& Clark, before Universal distributors 
throughout the country, was made pos- 
sible by Western Union. Blow-up pic- 
tures of Mr, Moss and campaign ma- 
terials were delivered to all the whole- 
salers at the same time, to start off the 
biggest advertising program ever run on 
Universal home cleaning equipment. 
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The Hermetic Unit 
is Protected by a 


ct 

é Protectors snap the power “on” again automatically. Klixon 

S ome OU Protectors are reliable ... provide full protection for the life 

f of the refrigerator. 

E PROT ECTOR Be sure to specify and ask the refrigerator manufacturer to in- - 
clude Klixon Protectors with the units you sell. They'll make 

ft your sales job easier, keep customers sold and reduce your 


i maintenance problems. Remember Klixon Protectors are first 
a choice for protection by leading refrigerator manufacturers. 


A Note to Refrigeration Manufacturers 


] Look into the advantages of Klixon dome-mounted Protectors for the 


Ir f fri units you build. Inexpensive, easy-to-install, these protectors will cut down 
Cs a fact... retrigerators which have the hermetic unit pro- factory returns for repairs and replacements ... help build brand reputa- 
tected by a built-in Klixon dome-mounted Protector will not tion. Write for further information or engineering assistance. 


burn out. This means reduced service calls for you, less repairs 
and minimum returns of the units for replacement. 


Klixon dome-mounted Protectors keep motors from over- 
heating and burning out. They take into account all the vari- 
ables that cause motors to overheat and shut the power “off” 
j should they become dangerously overheated thus preventing 
¥ possible burnouts. When the motor cools sufficiently, Klixon SPENCER THERMOSTAT COMPANY, 1711 FOREST STREET, ATTLEBORO, MASS. 


KLIXON MOTOR STARTING RELAY 


completes the combination 
required to start and pro- 
tect the hermetic motor. 
Its positive action and long 
life eliminate starting 
troubles and make it a 
fitting companion for the 
Klixon Protector. Investi- 
gate the relay for other 
motor starting applica- 
tions. 


Refri 
Domestic & Comanesciel Beverage Coolers Frozen Food Cabinets 
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this q 
jance opportunity 
iin yia the SENS / 


All you do is demonstrate. “Put 
all the garbage down the 
drain.” SANI-WAY pulverizes 
it and swishes it, in liquid form, 
into the sewer in a matter of 
seconds. SANI-WAY fits any 


sink having a standard 3% 
inch drain. 


4 rt 
po or 
ance our deal Yr Gentlemen: Rush me details on SANI-WAY 
THE -\ust 1° 
day as in 
making NOW| Address 
of City | 
his ¢O ity, Zone, State 
matt 
THOMAS w. BERGER, 
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Scheduled Meetings 


2ND INT. LIGHTING EXPOSITION 


& CONFERENCE 
Natl. Electrical Mfrs. Assn. 
Stevens Hotel, Chicago, Ill. 
November 3-7 


MIDWEST ELECTRICAL 
EXPOSITION 


| City Auditorium, Omaha, Neb. 
November 3-8 


L.R.E. FALL MEETING 
Sheraton Hotel, Rochester, N. Y. 
November 17-19 
ELECTRICAL & HOME 
APPLIANCE SHOW 
Federal Bldg., San Diego, Calif. 
December 2-7 
Bureau of Radio & Electrical Appli- 
ances of San Diego County 
CHICAGO JANUARY MARKETS 


Merchandise and Furniture Marts, 
Chicago, Ill. 


January 5-17 

NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 

Int. Amphitheatre, Chicago, Ill. 

January 15-22 

A. W. Buddenberg, Exec. Sec’y., Lisk- 

Savory Corp., Chicago 

NATL. ELECTRICAL RETAILERS 
ASSN. 


Hotel Sheraton, Chicago, Ill. 
January !9-21 


LOS ANGELES WINTER MARKET 


Los Angeles Furniture Mart, Los 
Angeles, Calif. 
January 26-30 


Some Recordio Discs 
Get Price Reduction 


The Wilcox-Gay Corp. has an- 
nounced a drop in the price of the 
“D” series aluminum base line of 
Recordio Discs. The news prices are: 
64-in. size, package of 6, $1.25; 8-in. 
size, package of 6, $1.75; 10-in. size, 
package of 6, $2.50. Warren L. Hase- 
meier, vice-president in charge of sales, 
attributed the reduction to the stepping 
up of production efficiency. 


Flood of Boxes 


A FLASH FLOOD inundated part of 


Rutland, Vt., recently, and when the 
waters subsided, Cartmell’s Sales & 
Service, Frigidaire dealership there, 


offered to take damaged refrigerators 
to nearby Middlebury and fix them up 
without charge except for replacement 
parts, if authorized. The offer was taken 
up by 34 people in the first few weeks, 
with many more to come. Cost to the 
company—$300 on the first 34 boxes 
customer good will—immeasurable. 
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Original Sales 
| out old, good customers 
| 
\ 
for 3 eninutes Wi) 
@ is 2 \arge profit | 
e ANLWAY sells ro 99 per ie 
| 


Guaranteed by 
1 Good Housekeeping 


45 apyraristo 


say dealers 


As attractive in profit opportunities as in appearance, L&H 
Electric Ranges evidence the sound merchandising and man- 
ufacturing policies behind every L&H dealer franchise...the 
“know how” that has made the L&H line of cooking and 
heating appliances a profit and prestige leader for 71 years. 


A. J. LINDEMANN & HOVERSON CO, 
Milwaukee 7, Wisconsin 


Manufacturers of L&H Electric Ranges _——— 


L&H Electric Water Heaters * L&H Kerogas Oil Ranges ui 
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E COULDNT THINK of a better way to show you how 
TOP LINE Mode! |300s radiant heat will warm a customer 
instantly regardless of the surroundings. For, although it takes 
a little time for even this revolutionary new electric heater to 
warm a whole room, it will instantly warm the person standing 
tting in front of it. It does this because the radiant rays 
pass through the cold air and go directly to the person. This 
ust one of the miracles of Mode! 1300's 3-way heat—the 
ational develooment that gives Model 1300 users more 
heat faster and at far less cost than ever before. 
Show your customers TOP LINE Model 1300 today. Let them 
test it out for themselves. After that all you'll have to worry 
about will be keeping them in stock—they'll sell themselves. 
f you haven't already gotten your catalog and price sheets 
write us for your searest distributor. 
Address: Dept. E. 
MARKETERS, INC. 
117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 
" Pioneers in Electrical Appliance Manufacture 
in the Tenn®ssee Valley 
27AGE 110 


INDUCTEES in the Duo-Therm training course in heaters pose here with company 
executives during a “housewarming” given distributors and salesmen at Duo-Therm's 


Lansing, Mich., plant. Left to right: Joseph F. Igoe, Igoe Bros., Brooklyn; Theo Val- 
jean, Duo-Therm district manager; W. T. Hunt and S. E. Thompson, Igoe Bros.; R. H. 
Reeder, Duo-Therm sales manager; F. D. Kullman, Igoe Bros.; M. F. Cotes, Duo-Therm 
general manager and executive vice-president of Motor Wheel Corp.; S. Martin, 


Igoe Bros, 


Duo-Therm Holds “Housewarmings” 


For Distributors and Salesmen 


Sales and Promotion Plans 
Presented to 450 Guests 


King-size “housewarmings” were 
held recently for approximately 450 
distributors and salesmen from all 
sections of the United States and 
Canada by the Duo-Therm division 
of Motor Wheel Corp. The huge new 
Duo-Therm plant in Lansing, Mich., 
was the scene of a series of conducted 
tours which were followed by vocal 
sessions. In the latter, the guests 
heard the story of the company’s sales 
and promotion plans for its complete 
line of fuel oil appliances. Each meet- 
ing was a two-day affair, with the first 
day devoted to the trip through the 
plant and a series of discussions by 
Duo-Therm officials. 

Leading off the program with a re- 
view of the fuel oil appliance line and 
its outstanding features was R. H. 
Reeder, Duo-Therm sales manager, 
who presented the new line of gas 
water heaters. Then came the tour 
of the plant, which is said to repre- 
sent a $3 million investment by the 
firm. 


Getting the Story 


In the afternoon M. F. Cotes, Duo- 
Therm general manager and executive 
vice-president of Motor Wheel Corp., 
took over with a statement of the com- 
pany’s production outlook and a dis- 
cussion of merchandising plans. 
Other speakers were Karl Egeler, ad- 
vertising and sales promotion man- 
ager, who discussed national advertis- 
ing and presented sales promotion 
material; E. M. Crary, assistant sales 
manager, who presented the acces- 
sories program; Adolph Frantz, 
service manager; B. J. Adams, credit 
manager of Motor Wheel Corp.; A. L. 
Murray, assistant credit manager; 
and Donald Jones, chief engineer. The 
evening was highlighted by a hotel 
banquet. 

A short course in the Duo-Therm 


factory service training school occu- 
pied the men during the second day. 
Here distributors were given a 
streamlined course in the proper 
methods for installing and servicing 
Duo-Therm space heaters, water heat- 
ers and furnaces. 


Gregory Heads New 
Manufacturing Firm 


New industrial and consumer prod- 
ucts calling for large scale use of 
Fiberglas Yarns and other newly de- 
veloped materials will be manufactured 
by a new company formed with 
George E. Gregory, former vice-presi- 
dent of Owens-Corning Fiberglas 
Corp. of Toledo, as head. 

The new products, which will in- 
clude appliances, were developed by a 
group headed by Henry J. Morton, 
consulting electrical engineer of De- 
troit and president of H. J. Morton 
Associates, Inc., Detroit electrical ap- 
pliance company. Manufacturing will 
get under way within six months and 
products call for extensive use of light 
metals, silicones, and at least one of 
them will be based upon electronic 
principles. 

Mr. Gregory was one of the original 
pioneers in the commercial develop- 
ment of the Fiberglas Corp., going 
to Owens Corning from Corning Glass 
Works in 1938 and became, succes- 
sively, general sales manager, director 
of sales, and vice-president. 


Successor Named 


It has also been announced that John 
H. Thomas has been named to succeed 
Mr. Gregory as vice-president and 
purchasing director of Owens-Corning 
Fiberglas Corp., and Ben S. Wright 
becomes its general sales manager. 
Harold Boeschenstein, president of 
the firm, made the announcement of 
the appointments, which have already 
become effective. 
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cet MARKETS 
with ONE newspaper...at ONE low cost! 


NE. single medium—the Cleveland Plain Dealer— 
gives you two markets of equal sales volume in one 
exclusive. low-cost coverage. The Plain Dealer is the only 
metropolitan newspaper covering the famous Cleveland 2-in-1 
market, consisting of Greater Cleveland plus 26 adjoining 
counties, including 141* urban market center cities and towns. 


Both of these markets mean big retail sales for you! For the 
volume of electrical appliances normally sold in these 26 
counties combined is approximately the same as the volume 
sold in ABC Cleveland (Cuyahoga County). You'll get 
double action in a double-barreled market when you sell 
Ohio’s two largest retail areas in the Cleveland Plain Dealer. 


*Akron, Canton, Youngstown not included. 


The Plain Dealer is enough 
... if you use it enough! 
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Tae \P.D) STANDS FOR 
Planned Distribution 


Do you know the localities in this 
market that will buy most of your 
electrical goods? 


Do you know the shortest cut to your 
biggest volume of sales? 


Do you know all the distribution ele- 
ments in your operation area by name 
and address? 


The Plain Dealer Market Survey de- 
partment can answer these questions 
and many more pertaining to your busi- 
ness operation. eal or write your P. D. 
representative for an appointment to 
receive this individualized service. 


Don’t Guess at Your Market 
--- KNOW ALL THE FACTS! 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 
A. S. Grant, Atlanta 
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The trade-mark on a Briggs § Stratton 
engine is recognized as a seal of 
proved performance. Every step in the 
manufacture of Briggs & Stratton en- 
gines is based on the experience and tech- 
nical knowledge gained during the 28 years of 
continuous production. Advanced engineering 
and refinements keep Briggs § Stratton out 
in front... years ahead...in every phase 
of engine building — as evidenced by the 
record established by more than 3 MILLION 


of them in operation in all parts of the world. 
BRIGGS & STRATTON CORP., Milwaukee 1, Wis., U.S.A. 


BILLBOARD BOOSTS the $10,000 prize contest in Chicago featuring a ‘Fall Salute 


to Electrical Living." Winners get appliance prizes. 


$60,000 Promotion 
Opens in Chicago 


With a kitty of $60,000, a promo- 
tion sponsored by the Chicago’ Elec- 
tric Association and nearly 400 appli- 
ance dealers broke in Chicago in Octo- 
ber. Title was “Fall Salute to Elec- 
trical Living.” 

Debate among the bigwigs was 
whether enough merchandise had 
backed up to warrant turning on the 
power, but consensus of opinion of 
electrical manufacturers, distributors, 
jobbers, contractors and utilities was 
that the time was ripe. 

Highlighting the activity is a $10,- 
000 prize contest. Entrants will com- 
plete, in 50 additional words or less, 
the statement: “I want to live elec- 
trically because—.” They are not 
required to buy anything, but must 
register their entry blank, obtainable 
at appliance stores or from newspaper 
ads, with a dealer before mailing them 
to the Electric Association office. Con- 
test opened Oct. 9 and ends Nov. 15. 

Prizes will be, television and radio 
combinations, ranges, refrigerators, 
150 prizes in all, including a room 
cooler, dishwasher, radio record 
player, home freezer, etc. Contest win- 
ners will be permitted to select their 
award from a number of well known 
brands. 

Members of the Electric Association 
board of directors will be the judges. 

Members of the association contrib- 
uted $60,000 for the campaign, which 
will be spent on a six weeks schedule 
of newspaper, radio and television ad- 
vertising. There will be a dealer 
contest with prize of $350 for the best 
window displays featuring the Fall 
Salute. 


Frantz Defends Prices on 
Cleaners, Washers, lroners 


Before a Congressional subcommit- 
tee investigating the price structure, 
C. G. Frantz, president of the Apex 
Electrical Mfg. Co. and secretary of 
the Vacuum Cleaner Manufacturers 
Assn., testified that makers of vacuum 
cleaners, washers and ironers have 
done their bit to hold the line against 
excessive prices. He told the com- 
mittee that cleaner prices have risen 
an average of only 30 percent over 
1939, although production costs have 
gone up more than 100 percent. Prices 
on washers and ironers are up only 75 
percent, he pointed out, compared to a 
cost increase of more than 100 per- 
cent. 

Mr. Frantz attributed the compara- 


tively moderate increases to greatly 
increased production, ad insisted that 
“efficient and unlimited production by 
everyone” is the only cure for the 
present situation on prices. For Apex’s 
increased productivity he gave credit 
to the firm’s incentive system, re- 
marking that its results have been 
limited only by inability to secure ma- 
terial from others who have not been 
able to work out their own systems 
to improve productivity. 


Meck FM Converter 
On Market at $19.95 


Another FM converter for ordinary 
radios (12M, Aug. 15, p. 11) was in- 
troduced to the world last month with 
John Meck Industries’ Meck FM Con- 
verter, priced at $19.95. 

Shown to the press prior to the 
opening of the FM Assn. meeting in 


CLOCK-SIZED FM Converter was in- 
troduced to the public by John Meck 
Industries at a recent meeting in New 
York. According to John Meck, presi- 
dent of John Meck Industries, the 
maker, the set retails at $19.95, can be 
attached to any radio. 


New York, the device was described 

by president John Meck as one which 

could be attached to any radio in FM 

broadcasting areas. “The day is at 

hand,” he said, “when the FM stations 

may look to commercial sponsorship. 
” 


The converter was worked out with 
engineers of the Hazeltine Labora- 
tories, measures 94 by seven inches 
and is housed in a plastic case. 
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When you need insulators in a hurry, phone us for of rush orders. We make our own dies and that also 

a die pressed AlSiMag. Air shipments put us as close saves a lot of time. Die pressing is usually the fastest 
: as if we were in your own back yard. and most economical way to produce steatite ce- 
: American Lava has the largest battery of presses ramic insulators of fine quality. Try us when you 
in the industry and can now handle a limited number want to break that bottleneck of ceramic insulators, 


A 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5, TENNESSEE 


SALES OFFICES: ST. LOUIS, MO., 1123 Washington Ave., Tel: Garfield 4959 @ CAMBRIDGE, MASS., 38-8 Brattle St., Tel: Kirkland 4498 © PHILADELPHIA, 1649 N. Broad St., Tel: Stevenson 4-2823 
WEWARK, NN.J., 671 Broad St., Tel: Mitchell 28159 # CHICAGO, 9 S. Clinton St., Tel: Central 172] ¢ SAN FRANCISCO, 163 2nd. St., Tel: Douglas 2464 ¢ LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 
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Prrrecrion Oil Burning Space 


Heaters come to you with the nearest 


thing to profit insurance you can get 
.. . Made by the most experienced 
manufacturer of oil-burning equip- 
ment, with more advertising back- 
ground than any other in the field. 
There are more satisfied Perfection 
product users (some 12,000,000 alto- 
gether) helping you sell. The most 


complete and active research labora- 


tory in the industry keeps Perfection 
(Juality at the top. That’s why consis- 
tent profits have come to Perfection 
dealers for more than a half-century. 
It's “paid-up insurance” on quality, 
satisfaction and profit leadership for 


half-centuries to come. 


Perfection “Firelight” Portable heater. 
The world’s most widely used and 
easiest to sell heater. Variety of 
models to fit every customer demand. 


This is Model 750 


\ 


The Mark 
of Quality 


Mfrs. of Ol) Cookstoves, Oli Heaters, Oll Water Heaters, Ol) and Gas Winter Air-Conditioning Furnaces 


ATLANTA + CLEVELAND + CHICAGO + JERSEY CITY » KANSAS CITY » OAKLAND « ST. PAUL 
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Hoge Sees 400 Percent 
Video Rise Within Year 


Television viewers say that having 
seen television they are spoiled for 
radio. This was the message set be- 
fore the United States Television Mfg. 
Corp. by Huber Hoge & Sons, its ad- 
vertising agency, after a survey. On 
the basis of it, Hamilton Hoge, presi 
dent of UST, has predicted that within 
a year, five television sets will be in 
operation for every one now in use. 
Progressive increases this year in the 
greater metropolitan New York area 
indicate that by October of next year 
the area will have 335,000 sets in oper- 
ation. Another conclusion drawn from 
the survey: one television receiver is 
equivalent to at least 5% radio sets 
in terms of audience-spectator appeal 
(based on a recent Hooper survey) ; 
and this does not include the mass 
following television has in public 
places where over 30 viewers per set 
have been reported. 


Tartak Back in 
Speaker Business 
Paul Tartak, well-known speaker 


manufacturer during the past 20 years, 
is back in the radio speaker field, hav- 


PAUL TARTAK 


ing set up his own firm, Tartak 
Speakers, Inc., on the West Coast 
shortly after the war. Al Dresner, 
vice-president and general manager, 
formerly with Emerson Radio Phono- 
graph Corp., states that the company 
now has a complete line of speakers 
for manufacturers and jobbers, rang- 
ing from 3-inch to 12-inch lines. Mr. 
Tartak, president of the firm, formerly 
owned Oxford-Tartak and Cinauda- 
graph, manufacturers of loud speak- 
ers. The new plant is designed for 
volume production. 


Con. Edison to Feature 
Trilmont Heater-Dryer 


The Trilmont dryer, a collapsible 
steel rack which is attached to the 
Trilmont heater to provide the equal 
of 42 feet of clothes line for indoor 
drying, is being featured, in combina- 
tion with the heater, by the Consoli- 
dated Edison Co. of New York in its 
showrooms and windows throughout 
Greater New York and the suburban 
areas covered by its subsidiary com- 
panies. The dryer, a new device, and 
the heater, which has been on the 
market for some time, are being pro- 
moted by Edison and its 950 co-op- 
erating dealers throughout the fall 
months. The campaign includes large 
newspaper ads and over a million leaf- 
lets in the mail to Edison customers. 
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GIVE YOUR SALES STORY 
EXTRA PUNCH 


,.epoint to the DULUX Seal! 


IT’S GOOD BUSINESS to emphasize quality with a 
quality finish! The pULUX Seal does just that. Point 
it out. Even hard-to-please prospects respect the name 
DULUX. They’ll know they’re seeing a finish that will 
give them years of service in color retention, mar re- 
sistance, and outstanding good looks. You can tell 
them, too, that DULUx is rigidly pre-tested! 


If your manufacturer supplies you DULUX-finished 
ware without the seal, ask him to include it hereafter. 
It not only helps boost today’s sales, but “brings them 
back for more”! E. I. du Pont de Nemours & Co. (Inc.), 
Finishes Division, Wilmington 98, Del. 
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It identifies America’s leading kitchen appliance 
finish... helps sell customers and keep them sold. 


Pre-testing like this keeps DULUX out 
in front! Here, a humidity cabinet helps de- 
termine the moisture resistance of DULUX 
primer and enamels. One of scores of sci- 
entific tests that simulate...and surpass... 
actual kitchen wear. 


t T BETTER THINGS FOR BETTER LIVING 
THROUGH CHEMISTRY 
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| Wittic Mtg. & Sates Co.. 6. 


Ads in Better 


Homes & Gardens, 
House Beautiful, Cash in by displaying the WITTIE Oscil- 
House & Garden, lating Heater-Fan in action! Priced right 
Good Housekeeping — it’s a better buy for your customers — 


a faster profit deal for you! 


Note the new low price on Wittie Elec- 
tric Steam Heater! 


and Small Homes 
Guide tell about 
WITTIE'S exciting, 
new heat oscillation 


to millions of WITTIE MFG. & SALES CO., DEPT. 33 


potential buyers. 1414 S. WABASH AVE., CHICAGO 5, ILL. 
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Oscillating Heat! 


_ Sell Customer on Freezer Need 
And Advantages, Says Authority 


Too Much Emphasis by Salesmen 
On Selling the Brand—Méclntire 


Freezer salesmen are not telling the 
“need” story, they are forgetting how 
the home refrigerator was sold in the 
early days and are concentrating too 
much on selling the brand, said T. J. 
McIntire, west coast manager of the 
Yorkville Paper Co., and a_ long- 
recognized authority on home freezing, 
writing in the “Radio and Appliance 
News” issued by South. Calif. Radio 
& Elec. Appl. Assn. 

“I have listened to a number of 
home freezer salesmen recently mak- 
ing demonstrations and in very few 
instances have they told the prospect 
what they could do with a home 
freezer and what advantages they 
would gain by owning a home freezer”, 
Mr. McIntire said. “I was in a dealer’s 
office recently when one of the sales- 
men was endeavoring to sell a home 
freezer cabinet. He made one of the 
most beautiful product demonstrations 
I have ever listened to, convincing the 
prospects that, were they ever to buy 
a home freezer, it would be the brand 
he was selling. 


Build Up Desire 


“It seems to me that more time 
should be spent with the prospect in 
building up a desire in the prospect's 
mind to own a home freezer. The rea- 
sons we have a freezer in our home 
are that it is a tremendous labor saver 
because it takes only about one-half 
the time to freeze as it does to can. 
Also that we have improved our stand- 
ards of living because we can have the 
finest quality of foods in our home at 
all times regardless of whether or not 
they are in season. 

“The most important factor to us, 
and to most prospects, is the saving 
in cost. Here are some instances of 
savings in our home. We kept accurate 
records from March 1, 1946 to March 
1, 1947. These figures show the com- 
parative costs between commercially 
frozen, canned and the same items 
frozen and stored in our own home. 


G-E Tells Macy 


Our cost figures include packaging 
and allowance for electricity used in 
blanching. 


Processed 

and 

Stored 

Commercially At 

Frozen Canned Home 

Corn 8c 
Pastries (pies, etc.) 88c............28¢ 


“The result of our vear’s records 
showed that we saved on meat $47.50, 
on vegetables, $49.20, on fruit, $25.80, 
on pastries, $21.80, eggs, $11.30. This 
was a total gross saving of $155.60. 
From this we deducted the cost of cur- 
rent for operating the freezer—we 
have it metered separately—which was 
$11.45, and also the rental charge on 
our frozen food locker, $16.00. This 
left a net saving of $128.15. 


Theater Men See RCA 
Large Screen Video 


As a “progress report” on the Radio 
Corp. of America’s development of a 
large-screen television system, video 
pictures 48 sq. ft. in size were shown 
for an audience of leaders in the thea- 
ter industry attending the joint con- 
vention and trade show of the Thea- 
ter Equipment and Supply Manufac- 
turers Assn. and the Theater Equip- 
ment Dealers Protective Assn. The 
programs were supplied from the Na- 
tional Broadcasting Co.’s Washington 
television station, WNBW, and given 
by the RCA theater equipment divi- 
sion on two consecutive nights. J. F. 
O’Brien, manager of the division, 
pointed out that these demonstrations 
were the first to be given before a 
theater group, and noted that although 
RCA demonstrated large-screen tele- 
vision before the war, the projector 
now used incorporates many subse- 
quent refinements. 


MACY PLANS to stay ahead of everyone else took the form of research recently 
when Elliott Walters, vice-president of the department store (left), and Fred Fox, its 
appliance manager (second from left), took a trip to Bridgeport to inspect develop- 
ments in the General Electric Consumer Institute. Ben Bowe, manager of depart- 
ment store sales for G-E, points out a refrigerator feature, while Fred Beck (third 
from left) and Robert Graves (right) of G-E Appliances, Inc., New York, look on. 
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To a design engineer like Arnold 
Eckhart, Sr., General Manager, 
Eckhart Manufacturing Co., the 
new small-power motor standardi- 
zation program makes good engi- 
neering sense. It means, for one 
thing, that designers are going to 
have a much simpler motor selec- 
tion job. With standardization of 
ratings and performance, they are 
going to know in advance just what 
load a motor can safely carry. They 
are going to have greater assurance 
that the motors they specify are 
engineered specifically to give de- 
pendable service on the particular 
type of equipment they design. 


ARNOLD ECKHART, SR., President & Chief Design Engineer, Eckhart Mfg. Co., Mfr. of 
Silent Korth Heating Equipment. 


delivery 


Fractional horsepower motor 
standardization is a ‘‘natural’’ for 
the purchasing agent. No wonder 
F. V. Owen, Director of Purchas- 
ing, Tecumseh Products Co., says: 
“I can see how, by sticking to 
standards, we'll have a_ better 
chance of getting off-the-shelf 
motor deliveries. This will mean 
fewer purchasing, inventory, and 
stocking problems. Moreover, 
standardization will give us wider 
interchangeability of motors from 
different manufacturers. 


In the long run, too, you should be 
able to give us more motors for our 
money. We'll do all we can to 
facilitate greater production of 
fewer motor types’’. 


Mg Less 


F. V. OWEN, Director of Purchasing, Tecumseh Products Co. 


GENERAL ELECTR 
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More for your money with 


STANDARD 
fractional 


horsepower 


MOTORS 


FOR EXAMPLE, General Electric oil 
burner motors give you the economy of 
standard design in a motor tailor-made 
for oil-burner service. They assure 
quiet, reliable service and their trim 
good looks harmonize with modern 
burner design. A built-in overload pro- 
tective device guards against harmful 
overloads. 


THE NEW STANDARDS to which General 
Electric fractional horsepower motors 
are being built are the result of co- 
operative effort on the part of motor 
users, your industry associations, and 
the National Electrical Manufacturers’ 
Association. They represent the best 
co-ordination of motor design with the 
current needs of small motor users. But 
standardization is not static! For as the 
needs of motor users change, these 
standards will be changed. General 
Electric now produces the 11 groups 
of definite-purpose motors named be- 
low, each specifically engineered for a 
certain application; and 11 types of 
general-purpose motors. In each group 
you will find a full range of ratings—a 
total of more than 1600 standard 
motors to chose from. 


NEW BULLETIN DESCRIBES STANDARDS 
To help you determine just how the 
new NEMA standards will affect your 
motor selection problems, we have 
prepared a brief, but concise bulletin 
which tells what the standards are and 
how they are applied. Ask your local 
G-E office for Bulletin GES-3565 and 
for data on any of the motors listed 
below—or write Apparatus Dept., Gen- 
eral Electric Co., Schenectady 5, N. Y. 


Unit-bearing Fan 
Washing Machine 


Oil Burner 


Machine Tool 
Gas Pump Jet Pump 

Hermetic Refrigeration Shaft-mounted Fan 
Belted Fan Sump Pump 


Coal Stoker General Purpose 
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GREATER 


“DID DADDY MAKE THIS?" Junior 

seems to be asking himself incredulously. 

He was one of a throng who visited 

Electronics Park, General Electric's new 
| plant at Syracuse, N. Y., on ‘Family 

Day", to see “where Daddy works and 
| what he makes.” 


| Premiums Spur Sales 
| Of New Clarion Radios 


Catalogs went out recently to the 
| wives of all men who have anything 
to do with promoting the sale of 
| Clarion radios. Possibly the first big 
post-war promotion by premiums is 

| being used by the Warwick Mfg. Co., 
4640 W. Harrison St., Chicago, to 
build sales for its 1947-48 line of 
Clarion radios. 

First of four distributor groups met 
in Chicago Sept. 15 (other meets: 
N. Y., Dallas, Atlanta, San Fran- 


cisco), looked over fourteen new 
models, including two frequency modu- 
| lation sets. Sales manager Reau Kemp 
| promised delivery within thirty days. 


WITH 


A compact consolette, with space for 
Height | 30") 36”) 47 53” “” | a pantryfull of records was offered as 
Capacity a promotion item at $99.95 (No. 
(gals.) 25 | 15 | 30 | 40-50-60/ 80-100 12708). There were four table models, 
| $17.95; $69.95; $29.95; and $19.95. A 
: | console, 12310, was $189.95, a record 
f Check these sales-making features | changer $239.95. 
| 
| 


Here are five stepping stones to 


quicker sales, greater profits. The farm battery set at $29.95 re- 


combined only in a CUPROMATIC. places A108 which Clarion stated was 7 
one of the big 1946 sellers in the bat- 
CUPROMATIC combines the undeniable advantages of CONSTANT HOT WATER SUPPLY ied 
weather battery set with conceale ’ 
— longer life and rustproof durability — and v | hinges, at $44.95 with batteries. i 
ELECTRICITY — clean, carefree ease of operation — to bri No Low-Priced FM } 
poration to he HARD FINISH WHITE BAKED ENAMEL 
finest in modern automatic electric storage tank water heating JACKET President John Holmes stated that } 
t t Clarion would not build a low price 
e+ + FO your customers. v TWIN ACCURATE FINGERTIP CONTROL model frequency modulation set, be- 
THERMOSTATS cause the trade was experiencing some 
Made by the only HR@eMda electric water heater com- ¢ CHROMALOX DOUBLE HEATING ELEMENTS | Gttccitics in this Seid. Lowest priced 
- | Clarion FM set will be the Aristocrat, 
pany which manufactures its own tanks and with over twenty v FIBERGLAS INSULATION | a table number, listing at $69.95. 
| . . . 
yeors of oustanding nonferrous tank perormance and exper. ‘BRASS HOT WATER OUTLET 
ence, CUPROMATIC meets no sales resistance. ¥ BRASS GRAVITY LOOP HOT WATER TRAP == mote the Clarion name. 
TYPE COPPER TUBE WATER INLET AND 
DRAIN | 
J WELDED STEEL BASE | U.S. Television Names 
West Coast Service Agents 
ASBESTOS COVERED MOISTURE-RESISTANT D 
ay! M. J. Morris, national service man- 
CUPROMETA ager of United States Television Mig. 
; v¥ HANDY OUTSIDE JUNCTION BOX Corp. has selected authorized service v 
; — . a Your customers will want to know about | by Hamilton Hoge, president, as: R 
CUPROMATIC— The Electric | Electrophone Co., 8689 Melrose Ave., f 
Water Heater. Tell them and you'll sell them. \nigeles, and Teletronic Labora- 
Write for complete information. ary s, 11701 Bullis Road, Lynwood, p 
“al. 
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Your advertising budget 
goes 


times 


G7 Chicago Tribune’s 


Selective Area 


et 
BS 
Advertising Plan 
Ww 
1- 
\wur how, 
or Under the Trib- Collectively, : l 
aS une’s Plan you your distribu- = Every- 
o. spend only the amount tors match this amount. ® your dealers body's 
s, your present budget Already, your budget match this total. Now pleased with the re- 
A calls for. is doubled. your budget is 4 times sults: more sales in the 
mI its original size! Great Chicago Market. 
as 
2 Unoer the Tribune’s Plan, your sales message is directed to the customers This Plan enables you to take full ad- 

in each dealer’s own area ... firmly identifies his store as the place to buy your product. vantage of the significant market data 

No wasted readership, no ferreting through hundreds of names to find a nearby dealer! revealed in the Tribune’s Durable 
at You can corral more of the rich Chicago Market! Goods Study . .. one of the most com- 
prehensive analyses ever made among 
ne EACH DEALER GETS: YOU GET: consumers and dealers in the Great 
ed 

Chicago Market. To learn how this 
Selective coverage of his local market. 1. Better identification of your local outlets. 
. Plan can serve your specific needs, con- \ 
o- 2 Prominent display of his name and location. 2 Enthusiastic dealer support. tact your nearest Tribune representa- 
3B The low rate of just 2%e a line! 3 Advertising that pays off right away! tive as shown below. 


A. W. DREIER, CHICAGO TRIBUNE 


icago 
“ll RADIOS AND APPLIANCES E. P. STRUHSACKER, CHICAGO TRIBUNE 


ig. 
ice Manufacturers using this plan in- Ti © 220 E. 42nd St., New York City 17 
if., lude: Admiral and Bendix radios, the Wharlds Greatest Newspaper FITZPATRICK & CHAMBERLIN 
ed Eureka vacuum cleaners and 155 Montgomery St., San Francisco 4 
washers. Mere advertising August average net paid total circulation: W. GATES, TRIGUNE 
PExs faster results from the same ad- Penobscot Building, Detroit 26 
fa vertising budget! Tribune rates Daily, over 1,015,000 * Sunday, over 1,500,000 
od, 
per line per 100,000 circulation are 
among America’s lowest. MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC 
NG ELECTRICAL MERCHANDISING—NOVEMBER I, 1947 PAGE tt? | 
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Long-Life 


Heating Elements Give 


APPLIANCES 


< 


It is comparatively easy to sell 


9 brand names — because consumer 


confidence in branded merchandise is 
established. And no-one realizes better 
than the manufacturer that the standards 
associated with his products must 
therefore be rigorously maintained. 


Thus there is eminent satisfaction in 
handling the KNAPP-MONARCH line—a 
brand name internationally famous in the 
electrical appliance field. 


But two names, like two heads, are 
better than one. KNAPP-MONARCH’S 
decision to equip its appliances with 
NICHROME heating elements not only 
assures top-grade performance and 
dependability, but affords you double 
opportunity to increase sales. : 


For NICHROME long-life heating 


ae’)  Drwer-Harrts 
COMPANY 


HARRISON 


BRANCHES: Chicago © Detroit © Cleveland 


elling Power 


elements are the very heart of good 
electrical appliances, and have been for 
more than 35 years the hallmark of 
quality — giving assurance of a lifetime 
of trouble-free operation to consumers 
and retailers alike. 


When you offer the advanced 
engineering and unusually attractive 
styling of KNAPP - MONARCH, it is a 
powerful plus value to be able to add: 
“Heating Elements made of NICHROME”. 


It will pay you to ask your 
manufacturing sources to use NICHROME 
long-life Heating Elements in the 
appliances you purchase. But be sure to 
specify NICHROME, for although there 
are other nickel-chromium combinations, 
there is only one NICHROME, and it is 
made only by — 


NEW JERSEY 


* los Angeles * San Francisco * Seattle 


The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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*Trade Mark Reg. U.S. Pat. OF. 
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EEl Sees Heat Pump 
As Big Load Builder 


With indoor living conditions be 
coming almost as important to the 
nation’s consumers as outside weather 
conditions, a trend heightened andi 
speeded by strike-caused shortages of 
home heating fuels, the electrical util- 
ity industry is speeding its investiga- 
tions into the practicability and ap- 
plication of the heat pump method o: 
home heating. 

According to a report recently pub- 
lished by the indoor climate commit- 
tee of the Edison Electric Institute 
electricity consumption may jump in 
the next few years from an average o¢ 
1,400 kw.-hrs. per year per home to 
10,000 kw.-hrs. through use of the hea: 
pump, assuming that equipment is 
available and the last engineering 
problems are ironed out. 

The report stated a survey in the 
early months of 1947 revealed 46 home 
residential heat pump installations and 
114. commercial installations in 18 
States. 

The committee stated in the report 
that long-range studies to improve 
equipment, find improved heat sources 
and develop methods for extracting 
heat from these sources, have been 
launched by the industry. 

Analyzing anticipated public accept- 
ance of the heat pump, the report 
states that “many utilities have found 
in recent years that shortages of fuels, 
the wish to avoid cumbersome chim- 
neys and combustion equipment, and 
electrical promotion in other domestic 
applications have created a public de- 
sire to heat homes electrically.” 

FE. A. Freund, chairman of the EEI 
committee, said that the committee's 
activities will be confined to commer- 
cial aspects of the heat pump. His 
committee’s report is available from 
the Edison Electric Institute, 420 Lex- 
ington Ave., N. Y., at 25 cents per 
copy. 


Lathrop Leaves NEMA 
For Girl Scout Post 


Leonard Lathrop, until recently 
manager of the Electrical Manuiac- 
turers Public Information Center in 
New York, has left that post to be- 
come head of a new public and com- 
munity relations department for the 


LEONARD LATHROP 


Girl Scouts. He is also charged with 
supervisory responsibility for the na- 
tional convention and the plan ot 
work enacted there. Prior to assum- 
ing the electrical post in 1945 Mr. 
Lathrop had served as a reporter for 
the Wall St. Journal and other news- 
papers and as secretary and press rep- 
resentative for the late U. S. Senator 
Hamilton F. Kean. 
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Other stars! 


YOU'VE FEATURED 'EM— 
T YOU'VE SOLD 'EM— 
THEY'RE FAVORITES EVERYWHERE 


AHolliwood BROILER 

With on added grill plote. Broils, fries, 
cooks, and heats quickly, evenly . . . with- 
out smoke, muss, or fuss. Its beauty graces 
the most formal table. 

ly 

Pe 

in 

1- 

le 


AHolliwood tectRic TABLE GRILL 
For eggs, bacon, pancakes, hamburgers, 
or sandwiches. This brightly polished 
aluminum grill has removable top plate, 
drip drawer, jewel indicator, non-hect 
conducting plastic legs, ond grill weight. 


THE GEM SIZZLE PLATTER 


Available in two sizes. Its polished, sotin- 
finished cast aluminum becuty is a delight 
to housewives. Removable hondles facili- 
tate broiling in oven. 


Write for CATALOG SHEETS 
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Another 


NEW BEAUTY 
JOINS OUR 
FAMOUS LINE 


in bright, mirror-like cast aluminum 


7 TO BE a selling sensation, the HoLLIwoop Waffler is the 
only waffle maker on the market made of highly polished, solid 
cast aluminum. It makes 8 waffle squares at a time . . . and makes 
them perfectly to individual taste—light or dark and just the right degree 
of rich, golden brown crispness. You'll find that the HOLLIwoop 
Waffler will have that “golden touch” for you, too! And it’s available 


for delivery right now! 


SEL 


FINDERS MFG. CO., - 3663 s. MICHIGAN AVE., CHICAGO 15, ILL, 
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| WANT 
HOT WATER 


YOU WANT 
TO STAY 
OUT OF IT 


ELECTRIC WATER HEATERS 


a Long trouble-free service given 
' by the D.W.W. is the dealer's 
best assurance of staying out 
of the hot water his customers 
get so abundantly. 


But there's even more . . .D.W.W. is 
easy to sell and especially profitable. 
For satisfied customers sold on you, the dealer, 
come back for other items you sell. 


D.W.W. is known, too, for good 
trade relations... ‘‘friendly franchises."’ 
Write today, if you don't already have 
details on D.W.W. electric water heaters. 


O49 
PRECISION SIZES FOR EVERY ECONOMY 
ENGINEERING REQUIREMENT OF OPERATION 


CHROMALOX 
ELEMENTS 


COMPLETE 
INSULATION 


MANUFACTURING COMPANY 


607 WEST INGHAM AVENUE TRENTON, NEW JERSEY 


CATHODIC PROTECTION 
OPTIONAL 
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TRY THIS FOR SIZE, says Miss Josephine Swaithes, to give you an idea of how 
large the 30x22!/2 in. screen of the United States Television public place set is. She 
is holding a television cathode ray tube which measures ten inches in diameter and 


whose direct-view picture is one-thirteenth as large as the projected picture on the 


big screen. 


U. S. Television Reduces 
Receiver Prices Up to $480 


Hamilton Hoge, president of United 
States Television Mfg. Corp., credited 
greater mass production and increas- 
ing sales as the reasons for recently 
announced reduction in prices on the 
company’s lines of television receivers. 
Ranging up to a reduction of $480 on 
the home receiver model, price drops 
also included a $400 cut on a public- 
place model with a 19 by 25 inch 
screen. The biggest screen set, 30 by 
224 inches, was reduced from $2245 to 
$1795. An early model with a 21 by 
16 inch screen has been reduced from 
$1795 to $1295. 

The home receiver originally sold 
for $2275, now sells for $1795. Mr. 
Hoge described this set as including 
FM and AM radio, an automatic 
phonograph, two short wave bands, 
and a 21 by 16 inch screen. 

Mr. Hoge described demand for 
UST’s sets as so large that aerial de- 
liveries are being made as a matter of 
course. The New York metropolitan 
area no longer provides the largest 
number of sales, he said. 

“United States Television was first 
on the market with projection tele- 
vision sets a year ago and has main- 
tained its leadership in this field by 
extensive development work,” he de- 
clared. “The heavy cost of that ex- 
perimental work has been paid for by 
the fine reception of our sets as ex- 
pressed in heavy sales throughout the 
nation. It is now UST’s aim to pass 
that manufacturing saving along to 
the public.” 


W. G. Carey, Yale & 


Towne President, Drowns 


W. Gibson Carey, president of the 
Yale & Towne Mfg. Co., Stamford, 
Conn., manufacturers of the Yale Tip- 
Toe electric iron, drowned October 4 
while swimming at Ponte Vedra 
Beach, Fla. Funeral services were 
conducted October 7 in Mt. Kisco, 
N. Y. 
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Radio Sales Slow? Then Try 
This Old, Reliable Formula 


The Harry Alter Co.’s “Fortnightly 
News Letter for Appliance Dealers” 
recently carried a paragraph designed 
to help dealers of the Chicago dis- 
tributor sell more radios, 

“There is no new formula for suc- 
cessfully selling radio,” says the let- 
ter, “but we must go back to the tried 
and true methods that produced sales 
before the war.” 


Here They Are 


Listed as proven methods were the 
following : 

1.) An adequate display. The more 
radios on floor and in windows, the 
more sales. 

2.) Proper display. All radios con- 
nected, in good operating condition, 
clean and shiny, properly tagged with 
description, number and price. 

3.) Customer incentive deals: home 
demonstrations; or “buy this model 
and if you don’t like it, exchange it”; 
or liberal terms; or a trade-in al- 
lowance. 

4.) Sales promotion activities such 
as an “oldest radio contest”, a direct 
mail campaign to old customers, local 
advertising, telephone solicitation, and 
outside selling. 


Juice King Lays Plans 
for Christmas Promotion 


G. W. Hanney, vice-president and 
general sales manager of the National 
Die Casting Co., told members of the 
Bert Clark sales organization at a 
recent meeting in Kansas City that 
the company’s Christmas promotion 
for its Juice King juicer will be 
sparked by 35,000,000 advertisements 
appearing within three months. Con- 
sumer magazines included in the pro- 
gram include Life, Ladies’ Home Jour- 
nal and Good Housekeeping. Mr. Han- 
ney said that sales kits will be made 
available to distributors. A special 
enclosure is a 12-page instruction 
booklet for retail sales clerks. 
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52-Week Market Center 
With Vital Plus! 


Merchants and their buyers have long 
appreciated the open-every - business- 
day-in-the-year policy of exhibitors in 
The Merchandise Mart. Frequent 
*tween-market buying visits make pos- 
sible streamlined store inventories, 
timely merchandise, faster turnover. 

But in these puzzling days, buyers 
have discovered an 


great building—with its thousands of lines 


and hundreds of thousands of buyer 


visits — has become literally a national 
clearing house of information. Coming 
style trends, next season’s prices, the 
outlook for deliveries, the pulse of con- 
sumer buying—all are quickly sensed 
here by the alert store owner or buyer. 

Informed buying, 


added advantage in 
coming to The Mart. 


ture of things to come. 
That is because this 


The Merchandise Mart’s 


: International Home Furnishings 
They get a clearer pic- Market 


January 5 to 17 Inclusive 


properly timed buy- 
ing, is profitable buy- 
ing. That kind of buy- 
ing is best done in The 
Merchandise Mart. 


THE MERCHANDISE MART 


Centered for Efficient Year-Round Buying and Distribution 
CHICAGO 


ELECTRICAL MERCHANDISING—NOVEMBER 1, 1947 


PAGE 123 


We 
a 
4 
w : ‘ 
y 
” 
d 
e 
4 
1 
4 
l 
| 
| 


Trodemork Registered U.S. Pat. Off. 


B. C. (that’s “Before CHROMEL”) a slice of crisp, evenly browned, 
good-to-eat toast was a chance occurrence over an open flame. Now, it’s 
a “pop-up” cinch! Good and golden brown toast has become America’s 
breakfast habit thanks in large part to the durable, dependable CHRO- 
MEL Heating Elements used in modern automatic toasters. 

CHROMEL, you know, is the Nickel-Chromium resistor wire that first 
made electrical heating practical. It provides a clean, even, odorless 
heat quickly, conveniently, economically . . . and it lasts a good long 
time. Today you'll find millions of top-line electrical heating appliances 
equipped with durable CHROMEL .. . and for a single, simple, sensible 
reason, too. Through the years, manufacturers of such appliances have 
found that when they're made with CHROMEL, they're made to sell... 
and stay sold . . . to satisfied customers. 


HOSKINS MANUFACTURING COMPANY e Detroit 8, Michigan 


PAGE 
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Three Firms Merge to Form 
Robertshaw-Fulton Controls 


Formation of a new concern in tle 
field of automatic controls, known 4s 
the Robertshaw-Fulton Controls 
was recently completed through the 
merger of the Robertshaw Thermostat 
Co., Youngwood, Pa., Fulton Syphon 
Co., Knoxville, Tenn., and Bridgeport 
Thermostat Co., Bridgeport, Conn. 

John A. Robertshaw, president of 
the new firm, said that the move cu!- 


J. A. ROBERTSHAW 


minated a series of mergers which 
included five long-established com- 
panies, each a wholly-owned subsidi- 
ary of Reynolds Metals Co. The other 
two companies are the American Ther- 
mometer Co., St. Louis, and Grayson 
Heat Control, Ltd, Lynwood, Calii. 
Officers, besides Mr. Robertshaw, in- 
clude: R. S. Reynolds, chairman; J. 
V. Geisler, executive vice-president; 
T. T. Arden, executive vice-president; 
R. S. Reynolds, Jr., financial vice- 
president; Walter H. Steffler, secre- 
tary and treasurer; and Walter L. 
Rice, general counsel 


Dept. of Commerce Booklet 
Clarifies Pricing Practices 


Distinctions between legal and il- 
legal methods of handling pricing 
problems are made clear in a new 
pamphlet, “Small Business and Reg- 
ulation of Pricing Practices”, issued 
by the Office of Small Business, De- 
partment of Commerce. Pricing prac- 
tices affected by the Sherman Act, 
the Clayton Act, the Robinson-Pat- 
man Act, the Federal Trade Commis- 
sion Act, and state “fair trade” and 
“unfair practice” laws are covered. 
The book points out the importance 
of consulting federal and state agen- 
cies for latest judicial interpretations, 
etc. Subjects covered include: resale 
price maintenance, discounts and price 
discrimination, state sales-below-cost 
provisions, deceptive price advertising 
and objectionable price fixing agree- 
ments. The pamphlet can be had from 
the Superintendent of Documents, 
Washington 25, D. C., or from field 
offices of the Department of Com- 
merce at 15 cents a copy. 


Correction 


On page I14 of the October | 
issue ELECTRICAL MERCHANDIS- 
ING failed to give credit where 
credit is due. Through a typographi- 
cal error it was stated that ta ond 
Frary & Clark sales of Universal elec- 
tric blankets “are approaching the 
50,000 mark." The figure should have 
read 500,000. 
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Rural electrical dealers know this. Asked what rural 
magazine would be most effective, from an advertis- 
ing standpoint, in helping them sell their prospects 


they gave Country Gentleman 
a 66% lead 
Advertisers know this. They invest more advertising 
dollars in Country Gentleman than in any other 
farm magazine. 
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NOTE: 


Haunted by supply problems ? 


Ability to do maximum retail vol- 
ume often lies in quick delivery of 
a vital part or product that holds 
up a large sale. Air Express will 
help you build volume — and a 
reputation with your customers. 
Customer good-will is more im- 
portant now than for many years. 


Solve ‘em by Air Express ! 


Don't let low stocks or distant supply points 
seare you! With Air Express cutting delivery 
time down to a matter of hours, you can get 
what's needed from anywhere in a rush. Just 
remember to specify Air Express. Your ship- 
ment flies to you at speeds up to 5 miles a min- 
ute. Air Express goes on all flights of all Sched- 
uled Airlines—that means the fastest possible 
service, 

Use Air Express regularly. You'll find there’s 
real profit for you in such speedy service. And 
rates are ow, Frequent flights to and from points 
overseas can simplify your foreign shipping 
problems, too. Investigate. 


Specify Air Express-its Good Business 
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Low rates—special pick-up and delivery in principal U.S. 
towns and cities at no extra cost. 

® Moves on all flights of all Scheduled Airlines. 

@ Air-rail between 22,000 off-airline offices. 

® Direct air service to and from scores of foreign countries. 
Just phone your local Air Express Division, Railway Ex- 


press Agency, for fast shipping action . . . Write today for 


Schedule of Domestic and International Rates. Address 
Air Express, 230 Park Avenue, New York 17. Or ask for it at 
any Airline or Railway Express Office. Air Express Division, 
Railway Express Agency, representing the Scheduled 
Airlines of the United States. 


ZSS 


GETS THERE F1RST——— 
Fastest delivery—at low rates 


Machine parts (75 lbs.) in Chicago 
were needed by a bottling works in 
Dallas fast. Picked up LO A.M. the 
6th, delivered same day at 5:05 
P.M.795 miles, Air Express charge 
$18.42. Other weights, any dis- 
tance,similarly inexpensive andfas#, 


Housewives Name Their 
Most Cherished Appliance 


When the Inquiring Reporter of 
the Chicago Tribune queried six 
ladies recently with the question— 
“If all but one of your electrical ap- 
pliances were to be taken away from 
you, which would you keep”—she 
found it would be a hard decision for 
them to make, but they replied as fol- 
lows: 

Mrs. Agnes Kristufek, homemaker 
of Prague, Okla.; “Where I live it 
gets very hot and without a refriger- 
ator my food would spoil. I think I’ 
rather have an electric refrigerator 
than any other appliance. I love the 
convenience of not having to bother 
with ordering ice and _ constantly 
emptying it when it melts.” 


Washer a Real Timesaver 


Mrs. Charles Vobornik, also a 
homemaker of Prague, Okla.: “For 
years and years I washed my clothes 
on a board for a family of four. It 
used to take me all day and now I get 
it done in about two hours. I wouldn't 
want to give up my electric washing 
machine.” 

Mrs. Rose Privet, a housewife of 
Berwyn, Ill., says: “I have no wash- 
ing machine but I think the thing I 
would miss most would be my electric 
iron. You can always send your 
laundry out but one is in constant 
need of an iron for quick pressing jobs. 
I do a lot of sewing, too, and couldn't 
get along without an iron. 

Said Mrs. E. A. Terwell, a Forest 
Glen, Ill., housewife: “I can’t think 
of anything that means more to me 
than my electric refrigerator. All 
the other appliances I could get 
along without. Food spoilage would 
be tremendous without it and we do 
have to feed the family. It would be 
a nuisance to have to shop daily.” 


Chooses a Refrigerator 


Another Forest Glen home maker, 
Mrs. Donald Magers, said: “My 
mother and I are always talking about 
which appliance we would hate to do 
without or the things we would most 
like to have in our house. I’d want 
to keep my refrigerator because we 
live quite far from a shopping district 
and the new thing I’d like most is a 
home freezer.” 

Mrs. Louis Elliott, a visitor from 
Fairfield, Ill., thought it hard to de- 
cide but said, “After you have had 
them you don’t want to give any of 
them up. I think I would keep the 
washing machine because I do hate to 
wash by hand. I wouldn’t want to 
send my laundry out. I think I'd let 
the food spoil if I could wash the 
clothes—or an ice box would do.” 


Merchandising Utility 
Tries lroner Campaign 


During the month of July, the do- 
mestic appliance department of Public 
Service of Colorado conducted in 
Denver a sales campaign on Thor 
Gladirons in which the company made 
4,529 calls, conducted 466 home dem- 
onstrations, and sold 83 units, averag- 
ing 18 sales for every 100 calls. Sup- 
plementing the 31 salesmen was a 
demonstration in the utility’s 15th 
Street window, designed also to stimu- 
late ironer sales for the city’s appliance 
dealers. 

This was the company’s first post- 
war sales campaign. Of the 31 men 
participating, only five had been with 
the sales department prior to the war. 
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MISS AMERICA, 1947, poses right 
where she'll end up if some lucky suitor 
ends her single blessedness. Barbara Jo 
Walker, who won the title at the recent 
contest in Atlantic City, didn't even have 
time to settle the crown on her head 
before she was wrapped in an apron and 
posing for publicity shots—in this case 
for the F. L. Jacobs Co., which makes 
the Launderall with her in the picture. 
Jacobs is one of the sponsors of the 
$25,000 scholarship fund provided for 
contestants. 


Neece Stresses Need for 
Aggressive Cleaner Selling 


“The household appliance dealer 
who continues to believe that women 
should come in and virtually take 
vacuum cleaners away from him is 
due for a brutal awakening,” was the 
warning issued by Bret C. Neece, vice- 
president and general sales manager 
of Landers, Frary & Clark, who ap- 
peared as a featured speaker in a sym- 
posium sponsored by the dealers’ 
group of the Electrical and Gas As- 
sociation of New York. Mr. Neece 
spoke on behalf of the Vacuum 
Cleaner Manufacturers’ Assn., of 
which he is president. 

At the “Display and Demonstrate 
to Sell” meeting, where 16 distributors 
were represented by displays of house- 
hold cleaners, Mr. Neece pointed out 
that the pre-war saturation of better 
than 60 percent was attained by ag- 
gressive sales methods. The 4,670,000 
sales since the war were characterized 
by him as a replacement market which 
has worn out its possibilities, making 
it necessary for dealers “to settle down 
to the good oldtime practice(s).” 


Gas Refrigerators Hit 
By Rate Rule in N.Y.C. 


Merchandising of gas refrigerators 
has been hit a blow in New York 
City by Public Service Commission 
decisions that utility companies ex- 
clude merchandising and servicing ex- 
penses from operating expenses 
chargeable to rates. In the past, these 
activities have been carried on at great 
losses, according to utility spokesmen, 
and the difference has been made up 
by charging off their cost to operating 
expenses and including it in the rate 
to the customer. Consolidated Edison 
Co. of N. Y., which sells both gas and 
electricity, is not affected by the 
ruling, having gradually relinquished 
direct-merchandising activities. It now 
promotes gas and electrical appliances 
on the same basis and leaves the choice 
of appliances to the customer. 
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In the 70's 
these Florence products 


were known for quality 


er 

p- 
TODAY 

m FLORENCE RANGES STILL 

of MEAN TOP PERFORMANCE 

. For over 70 years FLORENCE Cooking and Heating Appliances 

: Have Played a Major Role in American Homelife 


Dealers and consumers have recognized for 
over 70 years the quality and dependability 
that is built into FLORENCE appliances. 

Because of this, FLORENCE has grown 
through these years to be one of America’s 
largest manufacturers of ranges and heaters. 
And, by research and scientific development, 
FLORENCE constantly brings new improve- 
ments, new comforts and conveniences into 
American homes. 

This progressive engineering policy plus 


continued promotion through sales-building 
advertising has resulted in the increasingly 
widespread demand for more and more 
FLORENCE products. 

Is it any wonder then retailers find the 
FLORENCE name the best salesmaking feature 
on appliances. 


GAS RANGES * LP-GAS RANGES © ELECTRIC RANGES OIL RANGES [i + 
COMBINATION RANGES OIL-BURNING HEATERS 


FLORENCE STOVE COMPANY... Genera! Sales Offices and Plant. Gardner, Mass. Western Sales Offices 
and Plont: Kankokee, Ili. Southern Piont. lewisburg, Tenn. Other Soles Offices. One Park Avenue, N. Y., RANGES AND HEATERS 
1459 Merchandise Mart, Chicago, 53 Alabomo Street, S. W., Atlanto; 30! North Morket Street, Dallas. 
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COAL 


“PRINCESS” RANGE 


ADVERTISED 


reaching the most important 
farm, city and suburban markets 


*TWIN-8” Lo-PILOT 
Olt HEATER 


“Lo-PILOT*“OIL WATER HEATER 


Plus effective display material and backgrounds, consumer folders, reprints of 
National advertisments, sales presentation manuals, advertising mats, all available 


upon your request. 


Appliance Wholesalers of Oregon, Portland, Oregon 
D. & H. Distributing Co., Harrisburg, Pa. 

Harper & Mcintire Co., Ottumwa, lowa 

J. R. Hunt & Co., Baltimore, Maryland 


Edward Joy Co., Syracuse, N. Y. 
H. A. McRae Co., Troy, N. Y. 


Major Distributing Co, Cincinnati, Ohio 

Mascon Distributors, Inc., Springfield, Mass. 
Motor Power Equipment Co., Minneapolis, Minn. 
Nelson & Small, Inc., Portland, Maine 


Order this material direct from your Allen Distributor today! 


Plymouth Electric Co., New Haven, Conn. 

Radio Television & Appliance Co., Seattle, Wash. 
Rudning-Robertson Co., Sioux Falls, S. D. 

Ryan Radio & Electric Co., St. Louis, Mo. 

Small & Schelosky Co., Evansville, Ind. 

Southern Radio Corp., Charlotte, N. C. 
Stratton-Warren Co., Memphis, Tenn. 
Wyatt-Cornick Co., Richmond, Va. 

Wyeth Company, St. Joseph, Mo. 

The Yancey Co., Inc., Atlanta, Ga. 


MANUFACTURING COMPAN} 


NASHVILLE 1, TENNESSE 


NOVEMBER I, 


98.4°/, of Illinois Homes 
Own Radios, Survey Finds 


Appliance ownership studies re- 
cently completed by the Illinois Daily 
Newspaper Markets of 41 cities in t)« 
state revealed that of 403,138 families 
covered by the survey, 98.4 percent 
(396,768) have radios, 84.3 percent 
(339,644) have electric washing ma- 
chines, 74.4 percent (304,140) have 
vacuum cleaners, and 81.9 percent 
(330,251) have mechanical refrig- 
erators. 

Called the Second Annual Illinois 
Consumer Analysis, the survey was 
recently published in 15 volumes, the 
last of which concerns appliance 
ownership. 

Preliminary findings released by 
Paul L. Gorham, general manager of 
Illinois Daily Newspaper Markets 
showed that out of 19 makes of radios 
owned by one percent or more of the 
families, Philco was first with 29.6 
percent (117,245), and RCA Victor 
was second with 11 percent (43,565). 

The survey revealed that Frigidaire 
is the most popular refrigerator in the 
area with an acceptance of 19.1 per- 
cent (63,210) and General Electric is 
second with 16.6 percent (54,921). 
Twelve additional makes are used in 
one percent or more of the homes. 

Among washers Maytag is owned 
by 22.4 percent (76,080) to lead the 
parade. Kenmore is second with 91.1 
percent (30,839). Sixteen additional 
makes enjoy over one percent owner- 
ship. 

Hoover vacuum cleaners dominate 
their field with 28 percent of owner 
families (85,257). Electrolux is sec- 
ond with 16.6 percent (50.445). Fif- 
teen additional makes are owned in 
more than one percent of the homes 

Complete results of the survey are 
obtainable from the Illinois Daily 
Newspaper Markets, 607 East Capitol 
Ave., Springfield, Ill. 


Congressmen Telecast 
In Idaho Test Show 


Although there were no television 
receivers on display in the appliance 
dealers’ stores, and there were not 
likely to be any there for a long time, 
the interest of the buying public was 
whetted on September 11th when the 
state’s first telecast was presented in 
Boise. Eleven government officials, 
including Idaho’s Governor C. A. 
Robins and a group of congressmen 
from other states, then in Idaho on a 
subcommittee investigation, took part 
in the show which was made possible 
through the traveling RCA television 
troupe. 

Fourteen receivers, part of the trav- 
eling show, were arranged through- 
out the three floors of the C. A. An- 
derson Co.’s store so the public could 
view the three-day program of 14 
hour shows. 


Norge Division Will Hold 
First Convention Since '39 


The Norge division of Borg-Warner 
Corp. will hold its first national sales 
convention since 1939 on January 3, 
1948, in Chicago, it was announced 
by M. G. O’Harra, vice-president and 
director of sales. The meeting re- 
places the recent practice of holding 
regional distributor meetings and will 
be conducted in connection with the 
Midwinter Furniture Market which 
opens on January 7. 
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not Here are sample advertisements from the 
time, strong-selling campaigns that are currently 
was promoting the use of General Electric’s Flamenol* 

ive cord sets. These advertisements reach an audience of 

i. more than 300,000 interested readers every month. More than 

‘“" three and one half million people will be told about Flamenol 

ete cord sets in 1947 . . . people who are interested in making, sell- ; 
on 3 ing, or buying the lamps and light appliances that you or FLAMENOL FEATURES 
part This campaign is solid evidence that we are right behind you 

ssible every minute with ideas and action that will ‘make Flamenol 

‘ision equipped products easier to buy, easier to sell, and more satis- 

factory for long-term service. 

trav- Watch for these advertisements. They are doing a selling job 
nugh- to your suppliers and your customers. Why not let them work ° 
An- for you? 

a « For information, write to Section Q67-723, Appliance and © Strong, nontraying 

| Merchandise Dept., General Electric Co., Bridgeport 2, Conn. 


Practically indestructible 
Moided-on plastic plug 


Easily kept clean 


@ Resists moisture and abuse 
LOOK FOR FLAMENOL CORD SETS 
@ 6-, 8-, and 11-foot lengths 


A PRODUCT OF 


ssf GENERAL ELECTRIC 


*Trade-mark Reg. U.S. Pat. Off. 
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That’s a proved fact, in the field or on the sales floor. It takes 

the matched team of ABC-O-MATIC and ABC DeLuxe Ironer to do the whole 
home laundry job...effortlessly. Each pulls its weight on washday. 

Either, alone, leaves a hard job to be done by hand. 


There’s fertile ground for effortless home laundering, done the ABC way. And 


every double-hitch brings double profit, at a single selling cost. 


5 
4 


WASHER 


Exclusive ‘Centric’ Agitation. 

Exclusive "Scum-Free"” Rinsing. 

Handles 50% Greater Load. 

Cuts Washing Time 1/3 or More. 

Whites Come Whiter, Colors Brighter. 

Just Put Clothes IN, Take Them Out... CLEAN. 


ABC DeLuxe 


IRONER 


Continuous Rotary Action. 

Stationary Pressing Action. 

To-and-Fro Finishing Action. 

Roll Stops on the Dot. 

Effortless Foot Control. 

Both Ends and Full Length of Roll Open 
and Usable. 


Americas Leading Waskews and Sromers 


ALTORFER BROS. COMPANY ~- PEORIA, ILL. 


NATIONAL DISTRIBUTORS FOR CANADA: NORTHERN ELECTRIC COMPANY, LTD., HEAD OFFICE, MONTREAL, QUEBEC 
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CLOCKS AND WATCHES 


| “Gard Your Frecious Sime” 


Cash in on 40 million readers every month who get 
the Sentinel story from America’s largest circulation 
magazines! Build business with a line that sells and 
stays sold, thanks to advanced styling, moderate price 
and precision manufacture, Sentinels “Guard Your 


Precious Time”—and your business as well. 


LYRIC: SA-14. The 
graceful Sentinel min 
iature self-starting 
electric Alarm Clock 
with the 1-2-3 alarm 
Metal case, silver 
plated or durable 
baked enamel finish, 
easily read numerals 
Only high. Re 
tails at $4.95 


MURAL: SK-135. The Sentinel modern design 
electric self-starting Kitchen Clock. Metal 
case, durable baked enamel finish. Easy to 
see, easy to keep clean; 5 white dial, 
convex glass, convenient bottom set. Retails 


at $4.95. 


ARLINGTON: S$D-136. The advanced design 
Sentinel wood-case electric self-starting Desk 
or Table Clock. Beautifully grained walnut, 
6" high. Retails at $12.50 


THE E. INGRAHAM COMPANY - Established 1831 - 
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Prices subject to change 
and exclusive of taxes. 


BRISTOL, CONN. 
In CANADA —THE INGRAHAM CANADIAN CLOCK CO., LTD., TORONTO 


NOVEMBER 


THE GENIE DOES THE TALKING in 
this model fair exhibit of the Pacific Gas 
& Electric Co., while Molly Sylvester, 
home economist, goes through the mo- 
tions he describes. The exhibit was 
designed to be easily shipped from one 
county fair to another and to be adapt- 
able to a variety of displays. 


Sears Gives Housewares 
20 More Pages in Catalog 


Worthy of study by every dealer 
is the Sears Roebuck & Co. catalog 
which represents some of the coun- 
try’s shrewdest advance thinking in 
merchandising trends. 

\ppearance of this fall and winter 
book reveals than 20 more pages are 
devoted to housewares in this issue 
than the 1946-47 volume. 

Washers and refrigerators are still 
missing, but Sears’ executives reveal 
an awareness of public demand that 
many independents miss. For ex- 
ample, they are hep to the possibilities 
of water systems, featuring a jet pump 
at $92.50. Almost alone they have 
tumbled to the fact that a motor driven 
air compressor and sprayer is valu- 
able on the farm and in the home. 
Sears has done a lot of pioneering on 
home power tools, and has sensed that 
the ultra violet ray and infra red 
equipment is over the hump and ready 
for wide distribution. They have 
been beating the drums for plastic 
covered clothesline, steel clothesline 
posts, and are up there advertising 
complete kitchen units. They have 
rigged up record clubs by which mem- 
bers get bonus of extra records and 
have sensed the economy of unpainted 
furniture with newlyweds. 

A lot of the small appliances are 
back, led by an $8.45 ironer, an elec- 
tric blanket at $34.95. 


Sylvania Executive Named 
Director of British Tube Firm 


Grenville R. Holden, ex-Rhodes 
Scholar, ex-economic adviser to the 
Eastman Kodak Co., ex-assistant to 
OPA Administrator Leon Henderson, 
and currently a vice-president of Syl- 
vania Electric Products, Inc., has been 
named a director of Electronic Tubes, 
Ltd., London, a manufacturing affiliate 
of Sylvania. He joined Sylvania in 
1943 as secretary to the management 
committee, became assistant to the 
president in 1946 and was named a 
vice-president in April of this year. He 
will continue to carry on his duties at 
Sylvania’s executive headquarters in 
New York City. 
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HEATING 


@ 3 FIXED HEATS. Current automatically regulated to 


keep heat at temperature selected—Low, 125°; 
Medium, 150°; High, 175°. 


@ 4 SAFETY CONTROLS. Each of 3 Fixed Heats controlled 


by 4 precision thermostats to insure extra safety. 


@ 100% WETPROOF. Permanent cover of durable, 


waterproof DuPont ‘‘Fairprene."’ Safe for wet appli- 
cations. 


@ STAIN-RESISTANT COVERS. Smartly tailored slip-on 
fabric covers treated with DuPont “Zelan” to resist 
stains and perspiration. 
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Open or closed, these eye- 
arresting Samson Heeting Pad 
SHOWBOXES stop ‘em, tell 
*em, show ‘em, and sell ‘em! Spot 
them, singly or in groups, on your 
counters and in your windows. 


CUSHION COMFORT. New soft padding and improved 
cushion construction give restful comfort on pillowed 
heat. 


“TOUCH TELLS” SWITCH. Even in the dark, a finger- 
touch tells if the switch setting is the one you want— 
Low, Medium or High. Cord connections withstand 
tugs. 


8-FOOT CORD. Gives a liberal freedom in moving 
heating pad to different body contacts . . . reaches 
easily to baseboard outlets. 


@ UNDERWRITERS’ LISTED. 


SAMSON UNITED CORPORATION, ROCHESTER 10,N.Y. 


Samson United of Canada, Limited, Toronto 


THE MILLION 
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Easy, no matter what your back order situation is. We think it idea of giving an Easy for Christmas. 
Will pay vou for these reasons: You'll build a new list of prospects. 
You'll get your salesmen back in a promotional frame of mind. 

And vou'll be giving customers something “extra” 
as a reward for waiting for their Spindrier. Ask youn 
Easy representative for the new Easy Plan Book on 
Christmas selling. Easy Washing Machine Corp., 
Syracuse 1, New York. 


2 WIRE A WASHER, Intrigue prospects 
by offering to send a holiday wire 


announcing the gift of a Spindrier. 


3 CHRISTMAS WRAPPING 
does a lot to spice up your floor displays. 
Just wrap a Spindrier 


with a red ribbon and a big bow. 


DISPLAY THESE ADS. 
Using 9 big magazines, Easy is 
pouring Christmas ads like these 
Inte vour Community, 


Stick a proof in your window, 


PAGE 


HESE merchandising ideas will help build your Christmas 


business on any appliance. We hope you'll use “em to promote 


page Ideas 
FOR SELLING 


5 PUT UP THIS ATTRACTIVE 


life-size display. Dramatically sells the 


Designed to fit the regular display 


service to Easy dealer subscribers. 


G6 FEATURE EASY IN YOUR holiday advertising, 
Increase the local impact of the Easy Christmas 
campaign in your trading area. Free new spaper mats, 


radio commercials. 


) HELP HUBBY SAY 


Merry Christmas with this novel, 


pedestal card. Ideal for putting 
“under” the tree instead of the 


actual Spindrier. 


7DEMONSTRATE WITH FUZZY ANIMAL. 
Gives wet demonstration an exciting Christmas 
flavor and is even more dramatic way to 

demonstrate Easy’s superior washing 


action and water extraction. 


pe 8 DO THE HINTING for timid 
' wives. Write or telephone each pros- 
ti Ye pect and offer to suggest to her 


husband that a new Easy Spindrier 
is what she wants more than 
1 anything else for Christmas. 


THE EASY AUTOMATIC WILL BE 


An Easy you darling 


oJ 


THE BEST AUTOMATIC 


AMERICA’S LEADING 
WASHER and IRONER 
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FRIGIDAIRE Range 


Frigidaire Div., General Motors Corp., 
Dayton 1, Ohio 
Device RJ-3 apartment house siz« 


range 


Selling Features: Equipped with full 
sized baking, broiling and roastig 
oven with heating units at top and 
bottom; 2 shelves have 9 separate 
positions ; broiler is waist-high; oven 
is insulated with thick layer of glass 
wool on all sides and in addition 
there is an extra layer of insulation 
across top to insure economical oper- 
ation and a cool kitchen; rounded 
oven corners facilitates cleaning; 
oven heat thermostatically control 
led; single switch operates baking or 
broiling operations; 3 surface units; 
l-piece steel cooking top extends 
from splash-back across surface and 
down over control panel; porcelain 
finish; 21 in. wide, 42 in. high from 
floor to top of backsplash. 


Electrical Merchandising, Nov. 1, 1947. 


JACKSON Dishwasher 


The Jackson Dishwasher Co., 3703 E. 
93rd St., Cleveland, O. 
Device: Jackson home dishwasher 
‘ No. H-1A, 
lling leatures: Has same princi- 
ple of operation as used in Jackson 
commercial models—wash sprays 
revolving in opposite directions 
spray water under high pressure 
over every surface; revolving rinse 
spray, using fresh clean water, 
thoroughly rinses; entire operation 
takes only about 1-min.; dishwasher 
is not dependent on city’s pressure 
levels, own motor-operated centri- 
fugal pump, equipped with leak- 
proof seal is used to recirculate 
water, drawing it through bottom 


from a fine strainer which collects 
refuse and food particles, water is 
then pumped under high pressure 
through double’ revolving spray 
tubes; only 2) gal. water required 
to fill wash reservoir; just 1-gal. 
water required for  rinsing—last 
done throug! separate 
sprays; 2 baskets turnished as 
standard equipment—l for dishes, 
1 for glasses and silverware; semi- 
concealed unit; fits into kitchen 
cabinet with cover flush with drain 
and preserving streamlining of 
kitchen ; optional equipment includes 
immersion heater and thermostat 
control. 
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PREMIER Cleaners 


Premier Vacuum Cleaner Div., 
General Electric Co., 

1900 Superior Ave., Cleveland 14, Ohio. 

Models: Premier Duplex 12, with 
new “Rug-Meter” ; low-priced model 
23; and Improved Vac-Kit “71”. 

Selling Features: Premier Duplex 12 
features the “Rug-Meter” which 
does away with stooping to adjust 
hand knobs or bothering with toot 
levers in adjusting cleaner to vary 
ing rug thicknesses and maintaining 
a firm seal between cleaner and rug. 
Model 23,  motor-driver-brush 
cleaner has 340-watt, single-speed 
motor that requires no oiling; dirt- 
finding Search-Lite; full opening 
Poro-Nap dust bag: trigger type 
switch; 22-it rubber-covered cord 
with molded rubber plug; maroon 
and gray crinkle finish. 

Vac-hit cylinder-type 
cleaner has 1/7 h.p. rubber-mounted., 
ball-bearing, 270-watt motor; a 
“twice-size” dirt trap with high 
filtering efficiency; trigger-type 
switch ; cleaning tools include uphol 
stery nozzle, oval brush, crevice tool, 
round brush, liquid sprayer, 2 ex 
tension tubes, 6-ft. reinforced, hose 
with swivel connectors at each end. 

Electrical Merchandising, Nov. 1, 1947. 
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G-E Casserole 


General Electric Co., Bridgeport 2, Conn. 
Device: Casserole for preparation of 
quick 1-dish meals. 


Selling Features: 4-qt. capacity; 


available in 2 models—one with an 
automatic temperature control with 
a range of 100 to 550 degs. F; the 
other with a 2-heat control for fast 
and slow cooking; weighs 4] Ibs, 
can easily be carried from kitchen to 
table for use af serving dish; 7} in. 
high, 9} in. diam.; white baked 
enamel finish, aluminum cover, red 
Textolite handles, protective wooden 
feet. 
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DURABILT Travel Iron 


Winsted Hardware Mfg. Co., Winsted, 
Conn. 
Durabilt a.c.-d.c. travel iron. 
Selling Features: Equipped with fab- 
ric heat indicator; black phenolic 
plastic handle molded around steel 
handle bale; 375 watts; weighs less 
than 2 lbs and folds down to 1} in. 


Electrical Merchandising, Nov. 1, 1947. 
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Device: 


GEM Waffle Iron 


Newark Appliance Corp. Inc., 92-96 S. 
6th St., Newark 7, N. J. 
Device: Gem automatic waffle iron. 
Selling Features: Built-in finger-tip 
temperature control which permits 
selection of crisp waffles to suit any 
taste from light golden tan to rich 
dark brown; new washable molds; 

operates on a.c. only. 
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TELECHRON Timer 
Telechron Inc., Ashland, Mass. 
Device: New 30-minute Telechron 

timer, “Minitmaster, Jr.” 

Selling Features: Combination clock 
and timer can be set on any stove to 
time cooking up to 30 minutes; 
white plastic case with overall 
raised design of diamonds on front 


and rectangles on top and sides to 
give quilted effect; 24 in. dial tea- 
tures white center, gray time num- 
erals and hands; alarm characters 
white on a red band; Telechron self- 
starting synchronous motor. 
Electrical Merchandising, Nov. 1, 1947. 


PRESTELINE Range 
Pressed Steel Car Co., Inc., 666 N. Loke 
Shore Dr., Chicago 33, Ill. 
Device: Presto Deepwell pressure 
cookers on Presteline Custom “8” 

range. 

Selling Features: Deepwell pressure 
cookers have 6-qt. capacity and 
same features of other Presto cook- 
ers such as Homec Seal etc; a new 
structural feature—the Wel-Com- 
Up—permits lifting of pressure 
cooker element from well to top of 
range for use as 4th surface unit; 
change from cooker to surface is 
simple and can be made while unit is 
still hot—no tongs required. 
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Now There Are /. Sides to 
the TRILMONT Heater Story! 


or-Efticien! 


u 
It's a$ Electric 


RO 


TRILMONT Amer No. Heater 
for operating eff nev, long life and B 
warmth without anv reom 
Two non-glowing oversize coils silently 
prod ean reulation of about | 
45 cubic feet sarm air a minute 
without moving parts. The patented 
double-walled ibinet ulwavs cool to 
the touch, makes the heater free from ; 
fire hazards and safe for clothes- - 


drying! Priced to give 
more net profit per 

unit than gross 

receipts rdi- 


Equip your 
Trilmont Heaters 
with the neu 
Trilmont Dryer. 


TRILMONT PRODUCTS CO., Walnut at 24th, Philadelphia 3, Pa. 


National Sales Agents: A. C. 
28 West 44th Street, New York, 


Boston 911 


Statler Bidg —Hancock 5814 
Philadelphia 407 Architects Bidg —Rittenhouse 6 6007 
Atlanta . 3/6 W. Peachtree St. N. W.—Atwood 5988 
Cleveland 1836 Euclid Ave —Cherry 3248 
Chicago 53 W. Jackson Bivd Wabash 6984 
St. Louis . . . 619 Paul Brown Bidg 
Sth & Olive Sts.—Centrai 9014 
Sales Agent: ROBERT 
Richmond, Va. 
Greensboro, N.C. 
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4 combination vou can sell all-year- 
around ... because it licks the age- 
Id rainy washday problem! Now 
anyone can dry clothes INDOORS 
with the TRILMONT Safetv* Heater 
and TRILMONT’s specially designed 


all-metal folding dryer! 


“winner, Lewis & Conger First National Home Safety Award 


SANGER & CO., INC. 
N. Y.—Bryant 9-1082 


Dallas . . 109 N. Field St.—Riverside 2172 
Los Angeles . . 2404 West 7th St.—Fairfax 1131 
San Francisco... . . Sutton’s, 1900 Beach St. 

Fillmore 6-2504 
. Pier 59— Main 6143 


Portiand....::... 1023 S. W. Yamhill St 


Broadway 5270 


W. FISHBURNE 


603 E. Main St.—Richmond 2-286! 
P.O. Box 2407—Greensboro 7830 


ELECTRIZ 


NEW 


FRESH'ND-AIRE Humidifier 


The Fresh'nd-Aire Co., 


221 N. La Salle St., Chicago 7, Ill. 


‘nd 

Selling Features: 
filtered and washed moisture 
made ot crackle-brown 
sheet steel, the unit is 164 in 
12 in. diam and 


Device: Fresh Aire humidifier. 


weighs 


Automatically adds 
to air; 
finished 
high, 


15 lbs 


a 


48-watt shaded pole motor, 60 cycle, 


115 volts, ac., drives fan 


which 


draws air in past grill work through 
filter over which there is a constant 


flow of water; air is then filtered, 
washed and purified and blown 
gently out the top; stainless steel 
guard protects fan blades; 3 gal. 
water reservoir easily filled from 
side; evaporation rate from 4 to 2 
pts per hr. according to relative 
humidity of air. 

Electrical Merchandising, Novem- 


ber l, 1947. 


ELL-DEE Waffle Iron 


Liberty Distributors, 


30 N. Sth St., Philadelphia 5, Pa. 


Devise: Ell-Dee waffle tron. 
Selling Features Expansion hinges 
for waffles of uniform 


thickness ; 


l-piece seamless, unperiorated waffle 


molds; 1 
type 
built-in 


base, will not tip; 


in ceramic brick 
lectrical Verchandising, 
ber 1, 1947, 


BEN-HUR Freezer 


piece chrome on steel tray- 
a.c.-d.c. ; 
heat indicator; elements set 


Novem- 


Ben-Hur Mfg. Co., Milwaukee, Wis. 


Device: Ben-Hur 9 cu. ft. 
No. 197. 
Selling Features: Provides 9 cu. ft. 


NOVEMBER 1, 


freezer, 


APPLIANCE 


PRODUCTS 


cabinet space in cabinet with overall 
dimensions of the average 6 cu. ft.— 
a gain of 50% in usable food storage 
capacity; has same all-round wall 
of Fiberglass insulation; new hori- 
zontal condenser unit;  slamless 
cover; welded steel cabinet ; hermet- 
ically sealed insulation; heavily 
plated “safety” hardware; hermetic 
freezer unit, flat table-top, table 
height, white baked-on enamel 
finish ; 284 in. wide, 36 in. high, 48 
in. long. 
Elec¢ trical 
1, 1947, 


Merchandising, 


November 


FAN-GLO HEETAIRE 


Markel Electric Products Inc., and La Salle 
Lighting Products Inc.., 
Buffalo, N. Y. 

Models: Portable Fan-Flo Heetaires 
Nos. 195 and 196 

Selling Features: Produce inira-red 
rays and fan-forced hot-air; Neo- 
Glo elements with refractory bars 
on which heating coil is wound, 
when heater is on both coil and bar 
produce heat; No. 195 1320 watts. 
No. 196 1650 watts; both types are 
153 in. high ; 94 in. wide; 12 in. deep; 
equipped with induction type 50-60 
cycle motor which powers tan and 
eliminates radio interference; avail- 
able for operation on 220-230 volt 
ac. 

Electrical Merchandising 
ber 1, 1947. 


Novem- 


WASH-ALL Portable Washer 


Bernhardt Co., Inc., Div. John J. Smith 
Mtg. Co., McDonough, Go. 
Device: Wash-All portable washer. 
Selling Features: Washes up to 5 
lbs. dry clothes at a time; comes i 
2 separate pieces, 6-gal aluminun 
container ‘rests on motor base; 
handy hose attaches to both smoot 
and threaded faucets for easy filling 
drain pump with vacuum breake 
empties container automatically 
operates on 110-120 volt, 50-6 
cycle ac.; 3 separate agitator 
placed to keep clothes from bunch- 

ing. 20 in. high, 15 in. diam. 
Electrical Merchandising, Novem- 
ber 1, 1947. 
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FLIP the Switch 


YOUR PR‘ FIT averages better than 50% on cost Gem Dandy Electric Churns are adjustable to fit crock 
and the market for Gem Dandy Electric Butter 
Churn is constantly increasing. Electrified farms 
now total 3.574.000 with 2.000.000 additional to especially for use with Gem Dandy Electric Churns, are 
be electrified in the next two years. sold separately. 3-gal. list $1.95. 5-gal. list $2.45. 


or jar up to 6 gals. Gem Dandy Duraglas jars, made 


The women folks on these millions of electrified Order Gem Dandy Electric Churns and Gem Dandy 


farms want Gem Dandy Electric Churn because it Duraglas Jars from your distributor today. 
eliminates drudgery, needs no attention while churn- 
ing, makes more butter and better butter than is 
produced by old-fashioned methods. 


Our National advertising campaign is reaching over 
1614 million prosperous farm readers of FARM 
JOURNAL, CAPPER’S FARMER, THE PRO- 
GRESSIVE FARMER and SOUTHERN AGRI- 
CULTURIST. 2 out of 3 customers tor electric 
churns buy Gem Dandy. 


Gem Dandy Electric Churn is a high quality, guar- 
anteed product. Slow-speed, long-life motor. Sani- 
tary, aluminum shaft and adjustable, aluminum 
dasher. 


Gem Dandy Electric Churns sell on sight. Figure se 
your profits from the prices listed below and order 
from your distributor today. Write us direct for 
FREE DISPLAY MATERIAL, ENVELOPE 
ENCLOSURES and NEWSPAPER MATS. 


Alabama Manufacturing Company 
Dept. A-15 Birmingham 3, Ala. 


© Take out the 
BUTTER 


WRITE TODAY FOR 
FREE 
DISPLAY MATERIAL 


PRICES 
Deluxe Model Retail Price 
Recommended Dealer's Cost 
Standard Model Retail Price 
Recommended Dealer's Cost 


YOU MAKE NO MISTAKE WHEN YOU SELL THE LEADER 
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Grand National 
Prize! 


A big, beautiful, brand-new 
Super-De Luxe Ford Fordor 


Sedan completely equipped! 


LOCAL PRIZES! 


Sixty-five $100.00 (face | 
value) United States Sav- 
ings Bonds! 


REGIONAL 
PRIZES! 


Four $1,000.00 (face 
value) United States 
Savings Bonds! 


Sixty-five beautiful \ 
Parker Pen 
and Pencil Sets! \ 
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_ Big New Ford And Other Rich Awards For Best Christmas 
Window And Interior Displays Of Hotpoint Appliances! 


ERE’S exciting news for every 

franchised Hotpoint dealer in 
America: A big national Christmas 
display contest rich in prizes and 
extra profits! 


e Just think ... we are offering 
a beautiful new Super De Luxe 
Ford Fordor Sedan, thousands of 
dollars in United States Savings 
Bonds, and scores of other hand- 
some prizes. All you do is set up at- 


tractive business-getting Christmas 
displays of fast-selling Hotpoint ap- 
pliances in your stores and windows. 
e The best displays win the 
prizes, but whatever happens you 
can’t lose! Your displays will at- 
tract new appliance buyers to your 
store at the very season they are 
ready and willing to spend. What’s 
more, you put a bright spotlight 
on your establishment . . . identify 


it throughout the community as 
local Headquarters For Hotpoint— 
America’s Fastest-Growing Appli- 
ance Line! 

e If you’re a Hotpoint dealer, 
get on the bandwagon! Win rich 
prizes... earn extra profits! If you 
haven't received contest details by 
mail, write at once, directly to 
Hotpoint Inc., 5600 West Taylor 
Street, Chicago 44, Illinois. 


Sata put him to work for both of us | 


@ Powerful national advertising has every- 
body pointing to Hotpoint’s beautiful 


< 
ig 

Ware 

cn 


POINTING 
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household appliances. There’s no time 
like Christmas to bring ‘em in. 
So let's put Santa to work now! 
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Here's good news! Coming 
your way is the Cadillac 
**600."" We believe it is 
the most efficient cylinder 
type cleaner ever offered 

to the American home- 
maker. 


streamlined .. . super- 
powered — so simple 
to operate that even a ~~ 
child can boss it around “4, 
with ease. Here is a cleaner 

with advantages women can appreciate quickly. Style-conscious cus- 
tomers will be stopped by its beauty alone! What really sells them, of 
course, is a demonstration of Cadillac's fast, thorough cleaning, plus 
co new sense of freedom for the user. The tubular extension wand is 
now made of phantom-weight “Etho-Cell."’ Light? Right! . . . and it's 
guaranteed never to crack, dent, or ‘get out of round.’ Many other 
features make the new “600’ easier to use—easier to sell. 


A. 


New up-to-the-minute design—beauty that invites 
customers to try ... then buy the new "600." 


Powerful self-lubricating motor—500 watts, 110- 
120 volts A.C. or D.C. 32 volts at no extra cost. 


* Dual switches—toe operated—control the 
2-speed motor, giving powerful suction for 
deep, thorough cleaning; modified suction 
for cleaning delicate fabrics. 


CADILLAC 
motor-driven 
brush model 
isworth 
shouting 


Steel cylinder coated inside and out with 
baked enamel. Rustproof throughout. Ex- 
terior finished in Hammerloid tan. 


Complete set of attachments for cleaning, 
dusting, deodorizing, and spraying. 


* Listed by Underwriter's Laboratories, Inc. 
NATIONALLY LADIES’ HOME JOURNAL © AMERICAN HOME ¢ FARM JOURNAL 
rOTICEN BETTER HOMES and GARDENS ¢ SATURDAY EVENING POST 
TRUE STORY COUNTRY GENTLEMAN AMERICAN MAGAZINE 


SINCE 1911 
Sold only through 


reliable dealers 


and distributors 
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APPLIANCE 


NEW PRODUCTS 


WILSON Freezer 


Wilson Refrigeration Inc., Div., Wilson 
Cabinet Co., Inc., Smyrna, Delaware. 


Device: Hi-Boy front opening, reach- 
in home freezer. 

Selling Features: Occupies less than 
a sq. yd. floor space but stores 220 
Ibs. assorted frozen foods; capacity 
6.3 cu. ft. storage capacity removable 
front allows freezer to be moved 
through narrowest doors; 
design permits easy access to all 
packages without stooping or bend- 
ing; 4-in. semi-rigid Fiberglas in- 
sulation in sidewalls and top; 4-in. 
Armstrong Temlock on bottom; re- 
calibrator thermometer mounted on 
front door panel shows safe food 
temperature range at glance; 1/6 


h.p. condensing unit, 115 volts, 60 
cycles, spring mounted for quiet 
operation, complete with tempera- 


ture control, drver and filter; Freon 
12 refrigerant; baked-on white Du- 
lux exterior. 


Electrical Merchandising, Nov. 1, 1947. 
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ELL-DEE Cleaners 


Liberty Distributors, 
30 N. Sth St., Philadelphia 5, Pa. 


Device: LD-500F upright cleaner; 
and LD-T12E tank type cleaner. 

leatures Model LD 500E 

adjusts itself to rugs of any thickness 


ibs, pedals or levers required 
illy finds its own 
justment treamline design, built 
v to floor tor cleaning under furni 
lting feature ; 3-position 
emptied dirt bag; 
ubricated air cooled 
rsal type 110-volt motor ; triple 


tomati 


NOVEMBER i, 


reach-iz, 


cleaning action—sweeping, vibrating 


and suction 
Model LD-T12E cylinder type 
cleaner features a % h.p. 500-watt 


ball bearing self lubricating motor 
a.c. or d.c.; 2 stage fan; pressed steel 
cylinder with baked-on duotone 
enamel finish. 


Electrical Merchandising, Nov. 1, 1947. 


NOMA Toy Set 


Noma Electric Corp., 55 W. 13th St., 
New York 11, N. Y. 


Device: “Boomtown” metal construc- 
tion model set No. 12 with electric 
motor. 

Selling Features: Equipped with an 
induction type a.c. motor complete 
with housing, cord, plug and gearing 


arrangement; contains 212 major 
parts, wheels, 62 rods, 10 plates 
angle beams, clamp plates, wedges 


etc; also 236 minor parts including 
screws, nuts, springs, washers—a 
total of 450 separate components for 
building realistic model bridges, 
cranes, trucks, windmills and other 
toys that move and turn, 


Electrical Merchandising, Nov. 1, 1947. 
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GILCOR Floor Furnace 


Gilcor Products Co., Dowagiac, Mich. 


Levee: 


Gilcor oil floor 
signed for low cost 
homes and cottages. 

Selling Features: Furnace is sup- 
ported solidly by a skirt attached 
to casing base which encloses burner 
and control assembly; casing and 
skirt finished in high-heat, high 
gloss silver-gray cuamel and brown 
trim; drums, base and double inner- 
liners are of corrosion-resistant and 
heat-reflectant aluminized steel; 
burner designed for poor draft con- 
ditions, complete double liner for 
air circulation, unique design per- 
mits easy moving of burner and con- 
trol assembly to floor for servicing. 


Electrical Merchandising, Nov. 1, 1947. 


furnace de- 
heating of small 
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pISHWASHERS & RANGES (Cont'd) 
DISPOSALS Caloric 
General Electric Estate 
Kaiser Frigidaire 
HOME FREEZERS Genera! Electric 
Grand 
Harderfreet 
Kelvi Kalamazoo 
elvinctor 
Kelvinator 
KITCHENS Lindemann & Hoverson 
Kitchen-Kroft Magi¢ Chet 
Monarch 
LIGHTING & WIRING Norge 
Burgess Batteries 
Cutier-Hammer Controls REFRIGERATORS 
Onan Power Plonts Kalomazo° 
Sylvania Lamps Kelvinator 
RADIOS Philco 
Servel 
Admiral 
Brunswic vacuum CLEANERS 
General Electric 
M Bissell Sweeper 
agnavo* 
Filter Quee" 
Hoover 
RANGES Premier 
Boss Royal 
cP Gas Wagner Sweeper 
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sed in the NOVEMBER issue of Be 
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tter Homes g, Gardens 


WASHERS IRONERS 
Bendix 

Dexter 

Easy 

Frigidaire 

Voss 


SMALL APPLIANCES 


ons, Toasters 


Kitchen Aid Mixer 
Majestic Home Incinerator 
Proctor tron 

Seth Thomas Clocks 
Sunbeom Food Mixers 


Toastwe! \Toasters 

e Makers 
Vornadofen 

Westclox Clocks 
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,000,000 
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Arvin Irons 
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ad Heat Pods 
Sur 
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MOTOR-DRIVEN 
APPLIANCES 


Small series universal motor 
ports specially designed for 
food-mixers and sewing ma- 
chines. 


@ The smooth, efficient 
operation of Lamb 
Electric Motor-driven 
appliances assures 


customer satisfaction. 


This is one of the rea- 
sons why many leading 
dealers are making 
sure their appliances 
are equipped with 
Lamb Electric Motors. 


particularly 
annister tyPe 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


Compactly des" 
driven by 
series motor 


odaptoble 
yum cleaner 


to 


voc 


SPECIAL APPLICATION MOTORS 


FRACTIONAL HORSEPOWER 
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APPLIANCE 


NON-ELECTRICAL PRODUCTS 


PRESTO Meat-Master 


National Pressure Cooker Co., 

Eau Claire, Wis. 
6-qt. saucepan-type pressure 
cooker. 
Designed for larger 
cuts of meat and fowl; cast simallov 
with front grip in addition to sauce- 
pan handle tor easy lifting ; embodies 
all Presto cooker features including 
patented Homec seal, indicator 
weight with controlled steam escape 
above 15 Ib. pressure, overpressure 
plug providing automatic release of 
pressure; indicator weight has 
marked bands showing pressure at 
5, 10 and 12 lbs, for canning; 
handles 5 pt. jars. 


lectrical Merchandising, Nov. 1, 1947. 
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Ice-O-Mat 


Rival Mtg. Co., Kansas City, Mo. 
New wall-type ice-crusher 
the “2-Way Ice-O-Mat”. (non-elec- 
tric.) 
ling Teatures Crushes cube or 
lump ice, fine or coarse; available 
in 4 kitchen colors and in all chrome ; 
no adjustment necessary to make fine 
or crushed ice—simply turn to right 
for fine and to left for coarse; fits 
Can-O-Mat wall bracket; specially 
designed double action steel crushing 
blades with 4 cutting surfaces; but- 
tons on either side release ice cup 
ior removing crushed ice. 


Merchandising, Nov. 1, 1947, 


NESCO Evenheet Utensils 


National Enameling & Stamping Co., 
Milwaukee 1, Wis, 

Nesco stainless steel cooking 
utensils, for use on electric ranges. 


NOVEMBER 1, 


Selling Features: 


Electrical 


Ning 


Made from a lami- 
nated stainless steel composed of a 
layer of heat diffusing metal bonded 
between two layers ot chrome-nickel 
stainless steel, spreading the heat 
quickly and evenly through utensil 
and eliminating “spot scorching ;” 
snug fitting covers for waterless 
cooking ; finger fitted plastic handles 
and knobs; line includes 2, 3, and 4 
qt. pans; 4, 6, and 8 qt. pots; 8 and 
10-in fry pans; 3 qt. mixing bowls, 3 
and 4 qt. double boilers and an 8-cup 
percolator, 


Verchandising, Nov. 1, 1947. 


MIXERETTE Mixer 


Allied Industries Inc., 
1411 Union National Bank Bidg., 
Wichita, Kansas. 


Mixerette, non-electric mixer 
leatures Spun aluminum 
mixing bowl 74 in. diam. ; 5 in. deep; 
and extending arm of cast 
metal; double rotary 4-blade beater ; 
high speed unit, nickel finish; bowl 
rotates when beater is in 
and beater detaches 
in. high, 14 in. 


base 


operation, 
with ease; 124 
overall 


Verchandising, Noy. 1, 1947. 


ectrical 


JIFFY Dessert Cups 


Plastray Corp., 822 Fisher Bldg., 
Detroit, 2, Mich. 


Device: Jiffy dessert cups to fit any 


standard “Jiffy Cube” tray. 


Selling Features: Made of Polyethy- 


lene plastic, flexible and unbreak- 
able; individual desserts may be 
easily removed by “popping” them 
out with slight finger pressure—no 
knives, warm water necessary; suit- 
able for puddings, ices, ice cream, 
jell-salads. 

“Jiffy Cube” ice trays are available 


in 2 sizes—8 and 12 cup. 


Electrical Merchandising, Nov. 1, 1947. 
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HY are some appliances easier to sell? The 
Wout easy when you're selling Rheem! 
Advanced styling and design give Rheem Appli- 
ances “‘customer appeal’. Customers like their 
smart, streamlined appearance—the quiet, auto- 
matic operation—the space and fuel-saving features. 
It all adds up to greater comfort and convenience. 

And because the Rheem tine is complete, one 
appliance helps to sell another. A customer who 
is satisfied with a Rheem water heater is more 
likely to buy a Rheem brand of furnace. 

As a distributor you'll find it easier to work with 
a manufacturer who has a complete line—you 
have one source of supply to contact, and better 
service on your orders. 

Rheem Appliances are ready for immediate de- 
livery. 8 giant plants are producing warm air 
furnaces, console and wall heaters, water heaters 
and softeners, evaporative coolers, auxiliary equip- 


Rheem® 


MANUFACTURING COMPANY 


All Gas Appliances are approved by the American Gas Association. All Ry 4; 
Electric Appliances are approved by Underwriters’ Laboratories, Inc. “<2...” 


ELECTRICAL MERCHANDOISING—NOVEMBER 1947 


ment such as automatic stokers, blowers and fans. 

You'll find the complete Rheem line more profit- 
able to sell, because you can efficiently buy mixed 
carload lots of merchandise. 

Dealers will find Rheem easier to sell because 
the Dealer Floor-Finance Plan permits you to 
stock a full line for only a 10% cash down payment. 

Aggressive national advertising, too, makes 
Rheem Appliances easier to sell... advertising 
that’s backed up with a complete set of mer- 
chandising aids! 

Yes—you'll find that Rheem Appliances are 
easier—and more profitable—to sell. Mail this 
coupon today and a Rheem representative 


will talk it over with you. w 


RHEEM 
Dept. R-E15 
570 Lexington Avenue, New York 22, N. Y. 


Please have a Rheem man call on me. 


COMPANY 


ADDRESS 


STATE 
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These features spearhead 
the well-read national ad- 
vertising campaign now 
building consumer demand 
for you. Hamilton Beach 
Company .. . Division of 
Scovill Manufacturing Co., 
Racine, Wisconsin. 


BEATS EVERYTHING FOR SAVING WOMEN WORK! 


HAMILTON BEACH 
Food Mixer 
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ELECT APPLIANCE 


Non-Electrical Products 


WATERMATIC Dishwasher 


Mar-Kay Distributors, national factory 
representatives for De Long Engineering 
Co., Inc., 210 S. Western Ave., 

Los Angeles, 4, Calif. 


Device: Watermatic, 
electric dishwasher. 

Selling Features: Weighs only 10 Ibs.; 
17 in. long, 15 in. high, made to fit 
any standard kitchen sink ; portable, 
easily moved anywhere; saves tim 
and soap. 

Electrical Merchandising, Nov. 1, 1947, 


portable, non- 


ESKOTRAY 


Associated Plastic Companies Inc., 
206 N. Wells St., Chicago 6, III. 

Device: Eskotray ice cube tray. 

Selling Features: Releases ice cubes 
at twist of wrists; will not stick to 
ice compartment, does not require hot 
water; freezes cubes somewhat 
larger than ordinary type trays; re- 
leases one cube at time or all 16 
cubes at sanitary, odorless, 
tasteless. 
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once ; 


ALL Laundry Powder 


Detergents, Inc., Columbus, O. 

Device: A sudsless detergent with 
softener included. 

Selling Features: A complete laundry 
powder developed especially for use 
in automatic washers; comes in 
24-oz. package. 

Electrical Merchandising, Nov. 1, 1947. 
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No doubt about it, the Joneses are an acquisitive 
folk. By whetting their appetite for appliances, 
your suppliers tempt 8,150,000 Cosmopolitan- 
reading-Joneses into buying your products. 4 
out of 5 Joneses, bless ‘em, live in urban centers 
where volume appliance sales are made. 

For that spending flair, for that powerful urge to 
buy, they’re the pacesetters in every community. 


They have the taste to appreciate Cosmopolitan’s 


ELECTRICAL MERCHANDISING—NOVEMBER 1, 1947 


*They’re in the market for Appliances, too! 


finer fiction . . . the temperament to acquire more 
P q 

appliances more often ... and the money to buy the 

products they see advertised in Cosmopolitan, their 


favorite fiction magazine. 
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“AMERICA'S FINEST 
GAS RANGE" 


"Staggered" cooking top of the modern ROPER Gas 


Range is a forceful sales tool, that commands consumer atten- 


tion. Exclusive with ROPER, it accommodates four large utensils 
WALTON Fanlamp 
at one time...eliminates reach-over and reach-around... Walton Laboratories Inc., 
1186 Grove St., Irvington, N. J. 
keeps utensil handles cool. © Housewives are quick to appre- 


Device Walton Fanlamp—cools in 
summer, refreshes in winter. 
ciate the multiple advantages of this outstanding cooking top, Selling Features: Built-in exhaust 


fan with lamp-shade serving as 

funnel—gently draws cool air from 
as well as other ROPER ‘Jewels of Cooking Performance”. floor and mixes it with heated air 
near ceiling; fan works independ 
ently of lamp; gives controlled air 
circulation—adjus ts to 5 different 
speeds ; 10 in. lan, blades ot light- 
weight metal, adjustable speed rheo- 
stat regulates movement of 200 to 
500) cfm air; fan is enclosed in wire 


guard; specially designed a.c. motor, 
60 cycles, 110-120 volts, 30 watts: 
for direct lighting two 40; 50-or 60- 
watt bulbs may be used, for indirect 
lighting one 150-watt re flector bulb; 
indirect light socket will hold ultra- 
violet or inired-red bulbs: stand can 
be tilted for using these bulbs for 
he at treatments; silk shade: Flemish 
bronze or Butler silver ig 


Electrical Merchandising, Novy. 1, 1947. 
of Cyfermance 


& "STAGGERED" COOKING TOP = 
&"INSTA-MATIC" CLOCK CONTROL 
& LARGE ""3-IN-I"" OVEN 
"SCIENTIFIC" COOKING CHARTS 
"GLO" BROILER 
& "SIMMER-SPEED" BURNERS NOMA Trees 


& "“INSTA-FLAME" TOP LIGHTERS Noma Electric Corp., 55 W. 13th St#., 
New York 11, N.Y. 


Device: 18 and 26-in. Bubble-Lite 
trees 
Selling leatures: Fireproofed trees 
made of green or white visca and 
| decorated with bubbling lites for use 
as table center-pieces, mantel decor- 
ations and window displays. 


Electrical Merchandising, Noy. 1, 1947. 


APPLIANCE 


NEW LIGHTING PRODUCTS 


Kitchen Luminaire 


4iiche'l Mfg. Co., 2523 Clybourn Ave., 
lcag> 14, 


Device “Circle-Plus” kitchen lumi- 
naire, 

Selling Features: Combines fluor- 
escent and incandescent lighting by 
use of new 32-watt Circline circular 
fluorescent bulb and a 100-watt fila- 
ment bulb shielded by streamlined 
white ceramic-glass bowl; total 
lighting output equivalent to 2 con- 
ventional 20-watt kitchen units or 
4 20-watt fluorescents; for use only 
on 110-125 volts, 60 cycle a.c. 

Electrical Merchandising, Nov. 1, 1947. 


JACKSON Placque 


Jackson & Co., 30 N. La Salle St., 
Chicago 2, Ill. 


Device: Jackson decorative wall 
placque switchplate. 

Selling Features: Fits standard light- 
ing fixtures; designs include flowers, 
animals, fish and other decals, wall- 
paper borders, plastic figures etc; 
finishes in color, bright brass or 
copper lacquered or bright chrome. 

Electrical Merchandising, Nov. 1, 1947. 


SYLVANIA Wall Lamp 


Sylvania Electric Products Inc., 
500 Fifth Ave., New York City 

Device: “Beverly” 220 portable fluo- 
rescent wall lamp. 

Selling Features: Designed for use 
where light is required for a specific 
task such as over sink, under cabi- 
nets, in sewing room, bedroom etc : 
contains 2-20-watt fluorescent bulbs 
shielded by a diffusing panel of 
frosted, ribbed glass; enamel-coated 
metal end caps in white or ivory can 
be hung on wall and plugged into 
nearby outlet by means of an ex- 
tension cord (RWC-220 model) or 
it can be installed directly to an 
outlet box (RW-220 model); 
furnishes approximately the same 
amount of light as a 100-watt incan- 
descent bulb. 


Electrical Merchandising, Nov. 1, 1947. 
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4ER DODS COOK WHILE SHE'S AWAY 
(GEO. D. ROPER CORPORATION + ROCKFORD, ILLINOIS | 
ee fices and Warehouses in Principal Distribution Centers 


ELECTRICAL 


NO NEEDLE NOISES! New Stewart-Warner 
Electro-Hush Reproducer banishes mechan- 
ical noises you don't want to hear... gives 
you only what's on the record. 


NO DAMAGED RECORDS! New Electro-Hush 
Reproducer, with the unbreakable Dura- 
point that retracts, can be dropped on the 
record without harm. Won't scratch, either! 

is he 


NO CHANGER TROUBLES! 
Stewart-Warner automatic record changer. 
Even when playing or changing records, 
mechanism can't be harmed if the tone arm 


ACCLAIMED BY DEALERS...COAST TO COAST! 


(Ylwart-Y finer 


RADIO-PHONOGRAPHS WITH STROBO-SONIC TONE 


SHADOW-BOX DIAL 

glows like a little lighted stage—see it 

clearly from all angles. The first major 

improvement in radio design in 15 years 
. smooth, accurate! 


MERCHANDISING—NOVEMBER 


—A Radio 


THE 

NEW MINSTREL 

rich, contrasting 
walnut, expressed 
in a handsome 
contemporary 
design. AM radio 
and phonograph 
with standard 
record changer. 


THE INTERPRETER, old-world mahogany 
crafted in the smart modern mode. AM 
radio and phonograph with intermix 
automatic record changer. 


HE i » old-world ma- 
hogany in the Sheraton tradi- 
tion. Combines FM and A 
radio and phonograph with 
automatic intermix record 
changer. 


1, 1947 


A Medel for 


Here are the NEW sets with NEW fea- 
tures to make your Christmas sales 
start now! New styling, too, propor- 
tioned for today’s home, in period and 
modern design ... to harmonize with 
all decorative schemes. 


You'll demonstrate a// the new fea- 
tures with enthusiasm—because 
they're features that rea//y sell! 


NEW DEMONSTRATION RECORD! 


Available now — and hot as a pistol! 
Special phonograph record that sells and 
entertains all at once ... exclusively for 
Stewart-Warner dealers. 


Every Purpose 


Stewart -Warner 


Chicago 14, 


Illinois 


THE ALLEGR 
period piece in 
the 18th century 
manner; dark 
mahogany with 
bronze grille. 
AM radio and 
phonograph with 
standard record 
changer. 


Swift, silent 


Every Room 
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Become the Leading Dealer 


of SPACE HEATERS 


IN YOUR COMMUNITY 
by Selling this 
Leading Line... 


SILENT SIOUX 


Yes. Silent Sioux dealers are leading space heater dealers in 
their communities. These dealers know the value of the years 
of satisfactory service behind every Silent Sioux Space Heater, 
for Silent Sioux is one of the pioneers in oil heating devices. 
They know that only the best in oil heating engineering goes 
into the production of these heaters. They know the value of the 
well-known Silent Sioux Trademark. All these factors, plus 
modern attractive heating units priced right for every need, mean 
sales leadership for Silent Sioux dealers. 


The Complete Line . . For Every Need 


Here are the Two Best-Sellers on Today's Market 


MODEL PF—3046. A small heater for 


the small home or apartment. This 
heater was designed specifically to 
meet the demand and need of the larg- 
est home market of the day, the small 
home. Scientifically designed for both 


circulation and _ radiation, 


occupying 


the minimum of floor space. Provides 


perfect heat distribution at low operat- 
ing cost. The perfect heater to meet the 


great demand for a small heater. 


Model PF-3046 


MODEL PF—5046. A circulating 


heater equipped with our famous 


Triplex Burner. The heating capac- 
ity is sufficient for a 4 to 6 room 


house, and due to the excellent cir- 


culating ability will comfortably 


heat the larger home. Beautifully 


designed and well-proportioned to 


take its place in any home. 


Model PF-5046 


Write today for a copy of our portfolio showing 
the complete Silent Sioux Line. We will send 
the name of your distributor and other infor- 
mation concerning this profitable line. 
SILENT SIOUX OIL BURNER CORPORATION, 
ORANGE CITY, IOWA. 


PIONEERS IN GOOD HEATING 
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Device: 
Selling Features: 


Selling Features: 


NEW RADIO PRODUCTS 


AIR KING Radio Camera 


Air King Products Co., Inc., 1523 63rd St., 


Brooklyn 19, N. Y. 


Portable radio-camera. 
Weighs less than 4 
Ibs. complete with batteries; 9} in. 
high, 4% in. wide, 34 in. deep; radio 
equipped with latest type miniature 
tubes; operates with one 673 volt 
B and 2 flashlight type A batteries; 
camera is housed in an Eveready 
case and contains a 50 mm. meniscus 
lens; takes black and white and 
color pictures using No. 828 stan- 
dard film; unit has adjustable strap 
for shoulder or hand carry. 


Electrical Merchandising, Nov. 1, 1947. 


BENDIX Table Radios 


Bendix Radio Div., Bendix Aviation Corp., 


Baltimore 4, Md. 


Vodels: 110, 111, 112, 114, 115, 300, 


301 and 302 

Models 110 and 111 
have l-piece plastic cabinets with 
molded-in handles and all-enclosed 
back in walnut or white; 4-tubes 
and rectifier; standard broadcast; 
a.c. or d.c.; Alnico dynamic speaker ; 
full vision curved brite-lite dial. 


Model 112 all-wood cabinet with 
phantom grille panel with none of 
the disadvantages of cloth or louvres 
4-tubes and rectifiers; a.c.-d.c.; 
standard band. 

Model 114, of 2-tone tan and dark 
brown polystyrene cabinet, 4 tubes 
plus rectifier, a.c.-d.c. 

Model 115, burgundy with ivory 
mottle polystyrene plastic, a.c.-d.c. 
4 tubes plus rectifier. 


NOVEMBER 1, 


Model: 


Selling Features: 


Selling Features: 


Model 300 1-piece plastic cabinet 
in walnut or white; 5 tubes and 
rectifier; radio-phono FM change 
over switch with jack permits in- 
stant attachment of record player, 
also permits use of FM turne: 
attachment. 

Model 301 5-tube and rectifier, 
a.c.-d.c. with radio-phono FM 


changeover switch; maple cabinet 
with mahogany finish grille. 


Model 302, same as above with 
maple cabinet in cordovan ma- 
hogany finish and natural finish 
grille panel. 


Electrical Merchandising, Nov. 1, 1947. 


SONORA Table Radio 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago 12, Ill. 


Gem. 

AC-DC; 4-tubes; 
full standard broadcast; PM dy- 
namic speaker; antenna built into 
line cord; plastic-molded cabinet 
in walnut, ivory or buff and bur- 
gundy; size 73x44x58 in. 


Electrical Merchandising, Nov. 1, 1947. 


TELE-TONE Portable 


Tele-Tone Radio Corp., 540 W. 58th St., 


New York City 


Model: No. 156 self-powered, straight 


battery set. 

Weighs only 54 
Ibs. batteries and all; 4-tubes; 
polystyrene plastic body with re- 
cessed grill in sand or maroon; 9 
in. wide, 7 in. high, 4 in. deep, re- 
tractable handle. 


Electrical Merchandising, Nov. 1, 1947. 
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re’s how HORTON heads the Christmas rush your way 


Big sparkling color advertisements in Holiday issues of Better 


Homes & Gardens, Ladies’ Home Journal and Successful Farming 


will bring the Horton Christmas ironer story—of easier ironing, 
faster ironing, better ironing—into upwards of 9 million American 


homes . . . send potential customers 


—__ straight to your store. 
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Hitch your ironer sales to 
HORTON’S Christmas Star! 


) Tie in your own merchandising with HORTON’S Christ- 
mas campaign. The complete HORTON Ironer line pro- 
vides an ironer for every need, every purse, every customer. 
For more details on these ironers and the full HORTON 

HORTON MANUFACTURING CO., FORT WAYNE 1, INDIANA 


line of laundry equipment, write Horton Manufacturing Attention Canadian Dealers: The trade name, HORTON ELECTROHOME, distinguishes 
Horton designed and engineered products manufactured and sold in Canada by 
Horton's affiliate, Dominion Electrohome Industries, Ltd., of Kitchener, Ontario. 


Company, Fort Wayne 1, Indiana. 
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How Dorothy Bayer simplifies her selling 


Ardmore (Pa.) retailer concentrates on pre-sold prospects. (And 
so can you with a LIFE selling plan like hers!) 


1. Mrs. Dorothy Bayer, owner of the Electrical Center, Ardmore, Pa., 


isn't a bit worried about the arrival of the buyers’ market in the appli- 


ance field. ““The more customers can pick and choose, the better I like 
it,” she says. “For then, the well-known brands we sell will have a defi- 
nite sales edge. Of course, you have to let customers know forcefully 
that you hare the well-known brands.” 


3. “It’s really hard to dress an appliance window so attractively that 
customers stop, look, and remark about it,” says Mrs. Bayer. “But 
putting reprints of LIFE ads and other LIFE display material in our win- 
dows makes customers do just that. Incidentally, I know this window 
was directly responsible for the sale of four of these Sparton Consoles.” 
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2. “One of the best ways I know to brand my store as headquarters for 
the well-known appliances,” continues Mrs. Bayer, “is to feature LIFE- 
advertised appliances. LIFE,is read by 1 out of every 5 of our customers. 
And practically all of the appliances we sell are advertised in LIFE.” 
Here Mrs. Bayer and John S. Hall, salesman, make plans for the 
recent 3-week-long LIFE promotion at the Electrical Center. 


4. “Showing the reprint of a LIFE ad with the demonstration model puts 
you miles ahead in your sales talk,” says Mrs. Bayer. “Put up a LIFE 
placard and even a brand-new development, like G-E Television, seems 
familiar to the prospect. And when the prospect is reminded in the 
store of sales points he’s already read, the selling job is much simpler.” 
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5. Mrs. Bayer finds that she can use LIFE display material 
with major as well as traffic appliances. Above is a window 
she set up for Norge Refrigerators. And below is a window 


for traffic appliances, each with the reprint of an ad from 
a recent issue of LIFE. 


6. “During our 3-week LIFE promotion, sales increases on 
items in good supply, like these table model radios, were 
substantial,” says Mrs. Bayer. “But even more important 
than immediate sales were the favorable comments it 
brought from customers. They're more conscious now than 
ever of the many famous brands we sell, the brands they 
see week after week in LIFE. Associating our name with 
our customers’ favorite magazine certainly ought to help 
us in the hard-selling days ahead.” 


ELECTRICAL MERCHANDISING—NOVEMBER 


Use this list to put LIFE’s local selling power to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during November 


MAJOR APPLIANCES 
Nov. 3 Electromaster Range—'y page 

Electromode Heater—! page 

Nov. 10 Bendix Home Appliances—page, color 
G-E Vacuum Cleaners—page 
Gill Electric Range—'% page 
Eureka Cleaner— 328 lines 

Nov. 17 Westinghouse Appliances—page, color 
Maytag Washer—page 

Nov. 24 Hotpoint Refrigerator—spread, color 
Ruud Water Heaters—'4 page, color 


SMALLER APPLIANCES 
AND HOUSEWARES 


Nov. 3 G-E Lamps—page, color 

Libbey Glassware—page, color 
Schick Shaver—page, color 
Westinghouse Lamps—page. color 
Toastmaster Products—page 
G-E Toaster—Yy page 
Bruce’s Floor Products—4 page 
Vornado Twin-Aire—56 lines 
Robeson Shur-edge Cutlery—42 lines 

Nov. 10 Sunbeam Mixmaster—page. color 
Juice King—@ page 

Nov. 17 Ekcoline Kitchen Tools—page, color 
Schick Shaver—page, color 
Sunbeam Ironmaster—'y page. color 
G-E Heating Pads—!y page 
G-E Toaster—Yy page 
Select-O-Ray Heating Lamp—'4 page 
Rex Cutlery—¥4 page 

Noy. 24 G-E Lamps—page, color 
Ray-O-Vac Batteries—Y) page, color 
Sunbeam Products—'4 page, color 
Ekco Flint page 
HOME FURNISHINGS 

Nov. 3 G-E Automatic Blanket—page, color 

Burton Mattress—'4 page 

Nov. 10 Mohawk Carpets—page. color 
Simmons Electronic Blanket—pg., c. 
Cannon Sheets—page 
Burton Mattress—Y) page. color 
Pequot Sheets—! page 

Nov. 17 Ace Springs—'2 page 
Ostermoor Mattress—¥@ page 

Nov. 24 Cavalier Furniture—page, color 
Nashua Blankets—page, color 
Blue Bird Cedar Chests—'4 page 
West Branch Cedar Chests—'4 page 


RADIOS AND INSTRUMENTS 
Nov. 3 Capehart-Farnsworth Radio-Phonograph 
—spread 
RCA Victor Instruments—page, color 
G-E Television—page 
Webster-Chicago Nylon Phonograph 
Needle—56 lines 

Novy. 10 G-E Radios—page, color 
Lester Piano—l2 page 
Westinghouse Radio—Y) page 

Nov. 17 Philco Radios—spread, color 
Magnavox—page, color 
RCA Victor Instruments—page, color 
RCA (Institutional)—page 

Nov. 24 Westinghouse Radios—spread 
G-E Radios—page, color 
Stromberg-Carlson Radios—page, color 
Philco Radios—page 
Bendix Home Radio—]Y) page, color 
Solovox—]V) page 


NOTE: 

1. Many of these LIFE advertisers have 
ordered LIFE merchandising helps similar to 
those Mrs. Bayer finds so effective. Ask 
your suppliers about ADVERTISED IN LIFE 
merchandising aids! 

2. Because of last-minute changes, some of 
the ads may appear in issues different from 
those listed above. 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 


RECORDS 
Nov. 3 Columbia Records—page 
Nov. 10 Decca Records—page, color 
Nov. 24 Columbia Records—page 


JEWELRY, CLOCKS AND WATCHES 

Nov. 3 Waltham Watches—page, color 
Ingraham Sentinel Clocks—page 
Longines-Wittnauer Watches—page 
Swank Jewelry—'4 page, color 
Art-carved Rings by Wood—!, page 
Venus Ray Compacts—l4 page 
Wadsworth Powder Cases—'4 page 
Kelton page 

Nov. 10 Hamilton Watches—page, color 
Harvel Watches—page, color 
Keepsake Diamond Rings—page, color 
Telechron Telalarm Jr.—page, color 
Elgin Watches—page 
Westclox—page 
Coro Jewelry—V4 page 
Girard Perregaux Watches 
Kelton “Devon” page 

Nov. 17 Gruen Watches—spread, color 
Dorsons Jewelry—'y page, color 


page 


Girard Perregaux Watches—l4 pg., 
G-E page 
Jacques Kreisler Watch Bands—l\y page 
Omega Watches—4 page 
Kelton “Darwin” —!4 page 
Krementz Jewelry— page 

Nov. 24 Bretton Watch Bands—page, color 
Gruen Watches—page 
Longines-Wittnauer W atches—page 
Sessions Clocks—!y page, color 
Croton Watch—¥y page 
Gotham Watch—!4 page 
Mido Watch—'4 page 
Park Lane Rings—\4 page 
Wadsworth Powder Cases—'4 page 
Kelton “Delta"— page 
Krementz Jewelry—¥ page 
Venus Ray Compact—4 page 


SILVERWARE 
Nov. 3 Community Silverplate—page, color 
1847 Rogers Bros.—page, color 
Nov. 10 Watson Sterling—' page 
Nov. 17 Rogers Silverware—spread, color 
International Sterling—page, color 
Nov. 24 Community Silverplate—page, color 


CAMERA AND OPTICAL SUPPLIES 
Nov. 3 Graflex Camera—l4 page 
Soft-Lite Lenses—ly page 
Nov. 10 Ansco Film—page, color 
Federal Camera— page 
Nov. 17 Ampro Projectors—page, color 
Federal Camera—¥ page 


SPORTING GOODS AND TOYS 
Nov. 3 Lionel Trains—'4 page 
Crown & Headlight Overalls—'%4 page 
Nov. 10 Parker Brothers Games—! page 
Roadmaster Bicycle—4 page 
Indian Motorcycle—42 lines 
Nov. 17 Camillus Cutlery—70 lines 
Rollfast Roller Skates—56 lines 
Nov. 24 Voit Sporting Equipment—!y page 


Buildo Construction Set—two 4 pages 


NOW 26 MILLION AMERICANS READ LIFE 


1947 
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An 
OPPORTUNITY 


for manufacturers who 


want to “go places” in Southern California! 


With a year and a half of spectacular sales success back 
of us in the Southern California territory ... BUT, with more 
than thirty years of successful appliance wholesaling back- 
ground to the credit of our management, we sincerely be- 
lieve we have a real distribution opportunity to offer to a 
limited number of manufacturers of major and traffic appli- 
ances of established merit. 


THESE ORGANIZATION ASSETS INSURE 
YOUR SUCCESS: 


wr Intensive, effective, continuous coverage of the Southern 


California territory by expertly trained, high-calibred sales- 
men who blanket every section. 


> 4 Ample finances to take care of any and every 


financial need, or any unusual situation which might 
arise. 


oe Our own commodious, modern building with attractive 
showroom and other facilities for serving dealers in the 
manner in which they like to be served. 


* More than 2,000 active accounts who believe in 
us and our methods... ready to listen to the story of 
whatever products you and we have to offer them. 


* Positive assurance that your line will get preferential 


attention at all times since we distribute only non-competi- 
tive lines, 


* Strictly wholesale only to established trade 
channels . . . an organization dedicated to serving 
dealers and backing them up locally. 


* A forward-looking long-term plan for increasing our 
service to both manufacturers and dealers. 


We are now exclusive distributors of such quality, nation- 
ally famous products as National Pressure Cooker Co. 
cookers and canners ... Martin Motors, and others. We 
have ample facilities to take on a limited number of other 
appliances of established merit. We will be glad to talk. 
or correspond, in confidence if you prefer, and suggest 
that you 


Wire, write or telephone 


THE CORWIN COMPANY 


Distributors 


1525 S. Flower St. ‘Phone Richmond 0385 Los Angeles 15, Calif. 
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NEW RADIO PRODUCTS 


Selling Features: 3-way portable with 


superhet circuit, 5 tubes plus selen- 
ium rectifier; built-in low impe- 
dance loop antenna; 4x6 in. oval 
Alnico V permanent magnet dy- 
namic speaker; special cut-off 
switch automatically prevents bat- 
tery drain; luggage type cabinet of 
simulated pigskin; genuine leather 
handle; dial has tuning ratio of 15 
to 1; speaker covering of gold 
metallic cloth; operates at 105 to 
120 volts, a.c. or d.c.. or ona 9.0 
and 90 volt Westinghouse V-3920 


“A-B” battery pack. 


SENTINEL Portable Radio 


Sentinel Radio Corp., Evanston, III. 

Model: Sentinel “Treasure Chest” 
personal radio. 

Selling Features: Operates on seli- 
contained batteries or on a.c.-d.c.; 
weighs 54 Ibs. with batteries; size 
8} x 5x 44 in.; available in a variety 
of color combinations. 


Electrical Merchandising, Nov. 1, 1947. 


BENDIX Portable 


Baltimore 4, Md. 


Device: 


Electrical Merchandising, Nov. 1, 1947. 


Bendix Radio Div., Bendix Aviation Corp., 


SENTINEL Console 


Selling Features: 


Model 687A 3-way portable. 
Operates on 115 
volt a.c. or d.c. or self-contained bat- 
tery; full standard band—540 to 
1620 kc; Alnico 5 dynamic speaker ; 
long-life battery provides approxi- 


Evanston, Ill. 


Device: Model 293-CTB “Baby 
Grand” radio-phono console. 

Selling Featuress 6-tube a.c. superhet ; 
automatic record changer holds 12- 
10 in. and 10-12 in. records; full 


mately 200 hrs: listening—weighs 7 
Sentinel Radio Corp., 2100 W. Dempster, Ibs. ; full vision dial; 5-tubes in- 
. cluding multipurpose types and rec- 

tifier; luggage styled case in 
tones buff Textileather, drop lid. 
Electrical Merchandising, Nov. 1, 1947. 


vision slanting slide rule dial; full 
range tone control; built-in loop 
aerial; 6-in. oval permanent magnet 
dynamic speaker; beam power out- 


Home Workshop 


put; blond-mahogany cabinet with 


generous enclosed album space. 


WESTINGHOUSE Portable 
Radio 


Home Radio Div., Westinghouse Electric 


Corp., Sunbury, Pa. 


Model: H-165 de-luxe 3-way port- 


able radio. 


‘lectrical Merchandising, Nov. 1, 1947. 


Selling Features: 


SPEEDWAY Bench Grinder 


Speedway Mfg. Co., Cicero, Ill. 


Device: No 117. portable bench 


grinder for home workshop. 

l-piece aluminum 
case completely houses 1/15 h.p. a.c. 
motor, shait and bearings and pro- 
vides integral wheel guards and tool 
rests; weighs only 73 Ibs. ; 3500 rpm; 
cringing wheels 44x $x in.; 110 
120 volts; self-aligning bronze bear- 
ings ; blue crackle finish; comes com- 
plete with 2 grinding wheels—one 
course and one fine. 


Electrical Merchandising, Nov. 1, 1947. 
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ALL-DIRECTIONAL 
FLO N-FORCED 
OR LEVEL HEAT 


‘ U-SHAPED 


AMERICA’S 
BEAUTIFUL 
-BURNING HOME HEATER 


customers needs 


You handle heaters that meet 
Scone -O 


for 
EETING people's needs with good substan- makes them stay sold. The EVANS line covers 4 
tial merchandise is your business: broad range of heating capacities, S° you can 
£ oil-burning Space Heaters meet practically every home requirement 
With such selling features: plus the cheery fire 
the simple finger-tip controls, 49 


So, the EVANS line 0 


is right down your alley. These heater 

and built by 4 pioneer in the space heater business. 

have the appearance and the features that people automatic draft regulation, 

—_ want. That makes them easy to sell. They deliver highly profitable season wit 

Y = the goods in terms of heating comfort, conven Dept. 4; EVANS PRODUCTS co., Plymouth, 
Ni , ‘ence, economy and ease of operation. That Michigan, for complete details. 

MODEL 156-0 


65,000 


MODEL 146-0 
6000 
MODEL 
50,000 B.T.U. 
MODEL 136-S 
31,000 BTU. 
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EVANS PRODUCTS COMPANY fats 
oe HEATING AND APPLIANCE DIVISION 
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G-E Fractional HP Motor 
Output Highest in History 


Production of fractional horsepower 
motors has been boosted to an all-time 
high at General Electric plants, but 
the supply of motors for washing ma- 
chines, fans, blowers, sump pumps and 
similar applications is still below the 
demand, according to A. W. Bartling 
manager of the company’s fractional! 
horsepower motor division. 

Broadly defined, the motors for 
which the greatest demand exists are 
constant speed alternating current 
motors rated from 4 to 4 horsepower 

Mr. Bartling declared that the num- 
ber of motor types being built has been 
cut down and stated that the com 
pany’s over-all gains in production was 
largely attributable to an industry- 
wide standardization program _insti- 
tuted by the National Electrical Mfrs. 
Assn 

“Through this program we have re- 
duced the number of different kinds 
of motors being manufactured at one 
time from more than 25,000 to less 
than 4,000,” he said. 


Hamilton Picks Milwaukee 
As Advertising Test Area 


The first of a series of localized ad- 
vertising sales campaigns will be con- 
ducted in Milwaukee, Wis., selected by 


the Hamilton Mig. Two Rivers, 
A RUBBERLESS COFFEE i 


Wis., as a test area for the effect of 


| the campaign on automatic clothes 
BREWER THAT’S ALL GLASS = g 


dryer sales. 


Howell E. Evans, vice-president in 
charge of sales, said that the first 
announcement to the public was a full- 
page newspaper ad run by the three 
Schuster stores in Milwaukee, offering 
immediate delivery on the dryer. 

“Our dryer production,” said Mr. 
Evans, “has now reached the point 
where we can open up selected markets 
in various parts of the country. 

The new dryer has had a wonderful 
trade reception and acceptance at the 
various major markets. .. .” 


The two great improvements millions have 
demanded . . . and only Cory has them! 
These features, plus big dramatic 

colorful ads in Life, Collier's, Saturday 

_ Evening Post and Ladies’ Home Journal 


‘ 


are already making this new Rubberiess 
Cory brewer the most called for glass 
coffee brewer of all time. 

Now, more than ever, it pays to display 

Cory “up in front,” to promote Cory, to sell 


z Cory features to your customers. 


Dishamatic Price 
Increased to $274.50 


C. K. Reynolds, sales manager of 
Lake State Products, Inc., announced 
recently that the company had been 
forced to increase the price of its Dish- 
amatic dishwasher to $274.50 in order 
to guarantee a planned production 
and selling program in the face of 
rising labor and materials costs. Mr. 
Reynolds said that the decision to in- 
crease the price had been reached after 
consultation with distributors. The 
company has prepared a national and 
cooperative advertising plans which 
includes complete distributor and 
dealer helps, he added. 


Offices, 22! Merth LaSetle Street, Chicege 1, 
end Office Mew York Chieage Los Angeles Ta cnte 


University Gives 
Sales Training Course 


Approximately 115 professional 
salespeople have registered for the first 
basic sales training program currently 
being conducted by the University of 
Houston, Texas, in cooperation with 
the Electrical Distributors of Hous- 
ton. The course consists of one class 
each week for a five week period, after 
completion of which distributive edu- 
cation certificates will be awarded to 
graduates. James C. Taylor, supervi- 
sor of Distributive Education, is in 

| charge of the course. 
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Only a Few Territories Left 
There are just a few areas in which 

our distribution is not completely satisfactory 
We invite aggressive Distributors and Dealers 


to write, wire or phone for details. 


ELECTRICAL MERCHANDISING—NOVEMBER 


It's a merchandising miracle . . . that in so short a span 

of time, the ORLEY Super Seven won such wide distribution . . . climaxed 
with such a deluge of orders that we were forced to double our 
production program. No wonder we pay fitting tribute to the distinguished 
group of Distributors and Dealers whose remarkable sales records 


spur us on to even greater achievements. 


ORLEY FREEZERS, INC. 


DETROIT 25, MICHIGAN 
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MODEL NO. 60-1 A 
inches in diamete, 
white synthetic 
and shiny, 


‘ Serve the great and growing Timer de- 
mand with LUX Minute Minders* .. . the 
same famous dependable LUX move- 
ments that have given many years of 
- satisfactory service on millions of ranges. 

Depend on the Minute Minders to help 


you build “PLUS” sales ... “PLUS” profits. 


new compact Mi 
inute Mj 
Die-cast Case js red only 3 


enamel. A dein finished in baked 


il 
Retail Price $3.59 ‘ce it clean 
ockies $3.59 


LUX CLOCK MANUFACTURING CO., INC. 


Sales Office: Dept. E, 1107 Broadway, N. Y. 
Factory: Dept. E, Waterbury, Connecticut 


MANUFACTURERS OF APPLIANCES: 


The LUX Clock Manufacturing Company 
makes a large variety of Timers ... spring- 
wound and motor-driven (A.C.), ranging 
from short period timers such as used in 
automatic Toasters to the full-automatic 
Range Timers. 


LUX engineers weleome the opportunity 
to assist you with your timing problems. 
It is quite possible there is a standard unit 
that will meet your requirements. Write, 
wire or phone for further information. 


THE LU X CLOCK MANUFACTURING CO., Dept. H, Waterbury, Connecticut 
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Admiral Sets Up New York 
Distribution Branch 


Admiral radios, refrigerators and 
electric ranges are now being distribu- 
ted in the New York area by a fac- 
tory-owned branch. The Dale Distrib- 
uting Co., which formerly handled 
Admiral products in that area, will 
continue to represent Admiral in New 
Jersey and Connecticut through Dale- 
New Jersey and Dale-Connecticut, 
The new Admiral distributing branch 
is known as Admiral Corp. New York 
Distributing Division and is, for the 
present, sharing quarters with the 
Dale organization at 40 East 32nd 
St. N. Y¥., N. Y. Admiral has taken 
over that part of the Dale sales force 
which heretofore specialized in the 
sale of its products. The sales depart- 
ment of the new branch is headed hy 
E. Robert Glauber, assisted by Mar- 
tin Scher. Robert Howard, formerly 
sales manager of Dale’s New York 
operation, has become general mana- 
ger of Dale-New Jersey, with head- 
quarters at 79 Lock St., Newark. 


Chadwick Sees Prosperity 
For Business on Air Forum 


tasing his forecast on the barometer 
of the small appliances industry, 
Thomas R. Chadwick, sales director of 
the Cory Corp., expressed confidence 
in a prosperous fall and holiday season 
for business. Mr. Chadwick spoke as 
a guest on the “Chicago Forum of the 
Air,” a weekly program over Chi 
cago’s Station WIJJD. He declared 
that with few exceptions (Cory being 
one of them), all “off-brand” manu- 
facturers and some makers of well 
known trade name items are in a free 
supply market. The temporary “calm” 
in the small appliance industry he 
ascribed to three factors: heavy dealer 
and distributor inventories on lesser 
known items, which tends to prohibit 
buying; unfounded fears of a coming 
depression; and, in a few cases, heavy 
inventories of brand-name, high-de- 
mand items. These should disappear 
soon, he said. 


Barlow & Seelig, Appliance 
Corp. Terminate Agreement 


H. A. Bumby, president of Barlow 
& Seelig Manufacturing Co., an- 
nounced in Ripon, Wis., recently that 
the joint manufacturing agreement 
which his company has had with the 
Appliance Corp. of America, has been 
terminated and that hereafter Barlow 
& Seelig will manufacture automatic 
washing machines as in independent 
licensee of the Appliance Corp. John 
W. Chamberlain, executive vice-presi- 
dent of the Appliance Corp., said that 
his concern will continue to operate as 
an engineering, research, and patent 
licensing company. 


Atlanta Holds 
FM Radio Show 


A free show of dozens of FM re- 
ceiving sets, representing practically 
every manufacturer, was the privilege 
of residents of Atlanta, Ga., recently. 
Atlanta distributors in cooperation 
with the Atlanta Electrical Assn. put 
on the 5-day show. According to 
Grady Lee, manager of Sterchi’s, local 
department store, two combination 
\M-FM radio sets were given away 
each day of the show. 
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1 the 
32nd 
taken AGM’s recognition as the 
lorce 
” 
1 the Standard of Performance” means 
part- 
ed by © extra income for you!:... 
Mar- 
merly AGM Dealers are aware of the standard of performance! Over 
Tork extra income they derive from 200,000 satisfied customers for 
nana- selling AGM Oil Space and Water AGM Oil Space Heaters and over 
head- Heaters. For every AGM product 27,000 for AGM Oil Water Heat- 
is built with features that ac-_ ers bear this out. 
tually mean something .. . that The merchandising advantages 
their customers notice and want. listed beloware reasons whyit pays 
The final test is in how they tosell AGM. Write today for the 
perform—and AGM units set the name of your nearest distributor. 
1. QUALITY LEADERSHIP—assures customer satisfaction because every 
i unit is built with the craftsmanship identified with the AGM label. 
neter 2. SUBSTANTIAL PROFITS—a good margin plus volume in a field of 
istry, cheap automatic fuel make AGM products big money-makers. 
le - 3. MERCHANDISING COOPERATION—assured through AGM’s active 
ence dealer-distributor-manufacturer ‘partnership’ plan. Brings forth 
‘ason topnotch ideas, displays, promotion and follow-through. 
xe ra 4. INCREASED TURNOVER— brought about by AGM merchandising coop- 
on eration, balanced lines and arrangements for reasonable pricing. z 
‘ - 5. BALANCED LINES—AGM makes a well-balanced line for all practical 
arate requirements. A bigger market for you without excess inventory. 
6. TIME-PROVED, CONSUMER-ACCEPTED FEATURES—AG M features actually 
well mean something ... assure value and make for easier selling. 
we 
= 1. Entirely seam-welded 18 
alm gauge combustion drum. 
he 2. Pipe connection with auto- 
matic draft regulator. 
ealer 3. Visible fame window kept 
»sser clear automatically. 
con's 4. Large service door for easy 
hibit access to burner 
ning 5. Clean-working, time-tested 
vaporizing burner. 
6. Heat resistant silicon stee/ AM 
1-de- low-fire ring. NU) 
ees 7. Cool air louvres draw air off 
pear floor. 
8. Steady-flow D-L automatic e 
oil float valve 
9. Convenient waist-level oil 
valve control. 
1. Draft regulator—automatic- 
ally regulates draft for proper 
combustion. 
2. Large Area Flue—lots of ra- 
diation for heating surround- 
‘low ing water in tank. 
an- 3. Insulation—a scientific 
combination of non-absorbent 
that fibreglass and dead air space. 
nent 4. Detroit Lubricator float 
valve—meters oil to burner as 
the required to maintain proper 
een water temperature in tank. 
5. Hydroxilating action burner. 
low 6. Patented AGM pilot. . 
atic 7. Burner support rod—un- 
screwing single nut makes pos- 
ent sible easy removal of burner. 2 
ohn 8. Large door—gives comfort- - 
esi- able access to burner. 
9. Tripod legs—facilitate even SS a 
hat setting of heater. - 
10. /-Piece steel jacket. White 
, baked enamel. Pearl gray trim 
fen 
ALBERT LEA, MINNESOTA 
Continuous Manufacturing ace 1896 
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Blue ribbon quality calls for care and planning all along the way. 
Many attractive features of DOMINION appliances make for fast turnover, 
sound profit and satisfied customers. These features reflect long experience, 
selective engineering and standards of material and workmanship that 
show RESULTS in the cash register. 


Distributed by reputable jobbers across the nation. 


Dominion’s Ne 1004 Flat Iron 
One of the many handsome appliances 


the Dominion line 
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NEW POSITIONS 


Radio Corp. of America 
James G. 


Lieutenant General | 
Harbord, chairman of the board of the 
Radio Corp. of America since 1930, 
who resigned shortly before his death, 
has been succeeded by company presi- 
dent David Sarnoff, who retains both 
titles 

Mr. Sarnoff recently announced the 
election of Orrin E. Dunlap, Jr., as 
vice-president in charge of advertising 
and publicity. He had been director 
of advertising and publicity since 1944 
after serving four years as manager 
of the company’s department of infor- 
mation. He was radio editor of the 
New York Times for 18 years and 
is the author of ten books on radio, 
including two on advertising. 

Walter M. Norton, president of the 
RCA Victor Distributing Corp., has 
relinquished his duties as director of 
the distribution department of the 


WALTER M. NORTON 


parent company to devote his full time 
to the distributing corporation, ac- 
cording to Frank M Folsom, execu- 
tive vice-president in charge of the 
RCA Victor Divisio.a 

New RCA Victor regional manager 
in Cleveland is H. V. 
cording to Harold M 


Somerville, ac- 
Winters, direc- 


H. W. SOMERVILLE 


tor of the company’s distribution de- 
partment. Mr. Somerville has been 
engaged since 1929 in various engi- 
neering, sales and distribution activi- 
ties for RCA Victor at St. Louis, 
Denver, Omaha, Kansas City, Chicago 
and Cleveland. Since 1944 he has 
been field sales manager of the RCA 
engineering products department. 

L. W. Kanaga, former depart- 


NOVEMBER 


mental merchandise manager for Hale 
3rothers in San Francisco, has been 


named vice-president of the RCA 
Victor Distributing Corp. and genera 
manager of the company’s Detroit 
branch, it was announced recently by 
Walter M. Norton, president. M: 
Kanaga has also been associated wit 
Montgomery Ward & Co. 


Camfield Mfg. Co. 


New officers elected by the Camfield 
Mfg. Co. as the result of the 


death 
of Russell W. Camfield. founder and 
president, include Harold C. Genter 
as chairman of the board, Lawrence 
V. Meyering as president, and G. R 
Van Aartsen as secretary. Previously 
elected vice-presidents, Preston D. 
Higgins and Edward L. Taylor, will 
continue in their duties with Mr 
Higgins assuming the added responsi- 


| 


HAROLD C. GENTER 


bility of director of manutacturing 
operations. New chairman 
was one of the 
Waters-Genter ( Minneapolis, and 
headed it after it became a division 
of the McGraw Electric Co. until he 
retired in 1938. Mr. Meyering, a 
lawyer, joined Camfield in 1942 and 
prior to its incorporation 


Genter 
founders of the 


vas a part- 
ver. He will continue as treasurer 
Henry L. Olson has been placed in 
charge of toaster production and engi- 
neering. For more than 15 years he 
was engaged in toaster production and 
development with Waters-Genter and 
McGraw Electric. 


Eureka Williams Corp. 


Ray Thacker has been appointed 
specialty sales representative for the 
southwestern region of the Eureka 
Williams Corp., according to an an- 
nouncement by Duncan J. Tutt, south- 
western regional sales manager. Mr. 
Thacker was formerly district sales 
supervisor for Pacifc <Airmotive 
Corp., Calif. He will coordinate dis- 
tributors’ and dealers’ sales 


Tuttle & Kift, Inc. 
David M 


pointed field representative 


Maytnie has been ap- 
in the re- 
placement division of Tuttle & Kiift, 
Inc., Chicago M: Mavtnier was 
formerly district manager for 


Wheelco Instrument Co., Pittsburgh. 
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Photograph by Beattie-Watts 


cOMPANION 


RES ULT 


New help for alcoholics 
because women acted! 


PUBLIC HEALTH PROGRAMS WERE STEPPED UP—the country over—when typical COMPANION 
Public Service article ““Are Women Drinking Too Much?”’ stirred thousands of readers, 
institutions and professional groups to campaign for proper medical and psychiatric care. 


LEADS YOUNG BUYERS’ MARKET 
— Studies recently made by two com- 
peting service magazines show the 
COMPANION has a greater percentage 
of young women readers, under 34, 
than any other women’s service book ! 


WOMAN 


YOUNG MOTHERS’ COMPANION 
—Still another study made by a com- 
peting magazine and recent Starch 
findings show that the COMPANION leads 
the entire women’s service field in per- 
centage of readers with young children ! 


HOME COM 


GOES WHERE THE MONEY IS SPENT! 


—In the 24 states that lead the coun- 
try in income (89.45% of total), and in 
retail sales (83.19° — the COMPANION 
has a greater circulation percentage 
than any other service book. 


PANION 


Average Monthly Circulation More Than 3,700,000 - 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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RESULTS IN ADVERTISING — COMPANION 
advertised products have a big advantage— 
the NUMBER ONE editorial boost! No 
wonder dealers find it more profitable to 
display these Electrical products: 
Air-Way Sanitizor Vacuum Cleaner 
Bendix Automatic Washer 

Bendix Radio 

Domestic Sewmachines 

Durabilt Iron 

Easy Spindrier Washer & lroner 

G-E All-Electric Laundry 

G-E Irons 

G-E Clocks 

Launderall Automatic Home Laundry 
Majestic Radio-Phonograph 

Maytag Washers & lroners 

Nesco Automatic Electric Roaster 
Norge Refrigerators 

Norge Washers 

Philco Radios & Radio-Phonographs 
Philco Refrigerators 

Sentinel Radios 

Silex Coffee Maker 

Sunbeam Coffeemaster 

Thor Automagic Gladiron 

Thor Automagic Washer 
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HERE’S MY 
DEFINITION OF... 


Only the New WASTE KING PULVERATOR 
has these Exclusive AUTOMATIC Features! 


SAFETY DRAIN-CONTROL TOP — 
locks in place during normal operation. 


PATENTED DRAIN-AWAY ACTION 
— all food wastes are shredded into mi- 
nute particles that flow down the drain 
in a swirling, scouring stream of water 
in one simple operation. 


CLEAN SINK FEATURE unit automat- 
ically starts to prevent back up into sink. 


ODORLESS SELF-CLEARING 
SELF-CLEANSING 
and that’s not all... 


COMPARE POINT FOR POINT —the WASTE KING 
PULVERATOR surpasses ALL COMPETITION! 


OW you can offer your customers the most 
sensational advancement in the major appliance 
field. The ingeniously designed, home-tested 
AUTOMATIC WASTE KING PULVERATOR 
gets rid of all food waste, including bones, parings, 
fruit pits, shells — ALL FOOD WASTE IS PUT 
DOWN THE DRAIN! IT’S THAT SIMPLE! 


Scrape All food waste 
down the sink drain. 


The WASTE KING PULVERATOR is a stream- 
lined, self-contained unit in Dulux white enamel. 
Fits most any sink... Costs less to install than any 
other AUTOMATIC disposer on the market. 


2.Turn Safety Drain-Control 

Top to “ON” position. DEALERS! Write 
or wire for descrip- 
tive literature and 
our dealership 
plan. ACT NOW! 
Distributorships 
are available to 


qualified firms. 
3.Turn on water... that’s all. 


_WASTE KING 


A PRODUCT BY GIVEN 
Dept. EM11, GIVEN MANUFACTURING COMPANY 
3855 Santa Fe Avenue, Los Angeles 11, California 
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POSITIONS 


Crosley Div., 
Avco Mfg. Corp. 
R. C. Cosgrove, general manager of 


the Crosley Div., Avco Mfg. Corp., 
has made known the appointment of 


STANLEY GLASER 


Stanley Glaser to the post of manager 
of the radio section. Mr. Glaser was 
formerly associated with 
Bros., Chicago, as buyer of radio and 
phonograph records for the chain’s 
retail outlets. 


TOM MASON 


According to C. W. Kirby, Crosley’s 
domestic sales manager, Tom Mason 
has been named regional manager of 
the central district. Mr. Mason is a 
veteran of appliance distribution, his 
last post having been that of manager 
of the Cincinnati branch of Ohio Ap- 
pliances, Inc. 


Faraday Electric Corp. 


K. K. Gordon, general sales mana- 
ger of Faraday Electric Corp., Adrian, 
Mich., recently disclosed that F. B. 
Fisher has been named assistant sales 
manager, replacing C. L. Hobbs, now 
branch manager of the sales office in 
Chicago. 


Noma Electric Corp. 
J. H. Ward, vice-president of Noma 


Electric Corp., announced recently 
that George Simon, former general 
manager of the Glolite Corp., a sub- 
sidiary, has been named head of No- 
ma’s Pacific coast operations. Jules 
Deutsch succeeds Mr. Simon at Glo- 
lite Corp. 
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Hotpoint, Inc. 


Hotpoint, Inc., has decided that there 
is a need for greater cooperation with 
both merchandising and non-merchan- 
dising utility companies. To meet it, 


A. W. PETERSON 


Leonard C. Truesdell, Hotpoint’s vice- 
president of marketing has appointed 
A. W. Peterson, formerly Kansas City 
district sales manager, as western 
manager of electric utility sales, and 
A. H. Jaeger as eastern manager of 


L. |. SWEETLAND 


electric utility sales. 

To step up merchandising operations 
in the home laundry division, Mr. 
Truesdell announces the appointment 
of L. I. Sweetland as manager of the 
division. Plans are to promote com- 
pletely planned work centers in this 
field as Hotpoint has already done in 
merchandising kitchen appliances. 


Tepfer Appliance Co., Inc. 


C. W. Amos is the new national 
sales promotion manager for the Tep- 
fer Appliance Co., Inc., Cincinnati, 
according to J. R. Tepfer, president. 
Mr. Amos has been sales supervisor 
for a sewing machine company and 
branch manager for the wholesale di- 
vision of Jenkins Music Co. in St. 
Louis. 


Textile Mills Co. 


John H. Niebuhr, sales manager 
of Textile Mills Co.. New York and 
Chicago, has been appointed vice- 
president in charge of sales, accord- 
ing to an announcement by Kurt 
Goldsmith, president of the ironing 
board cover manufacturing firm. 


MATIC” 
not run without a sufficient flow of water,regardless 4 é 
of source, thru the PULVERATOR; 
preventing the from clogging: 2. a 
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Ouch, 
yelled Horner 


J. HORNER went into radio retailing because 
he thought it would be a cinch. 


He thought all he had to do was stick his 
thumb into the radio pie and pull out a juicy 
plum, just like his namesake in the nursery 
rhyme. Instead, he got bitten—but good! 

How many J. Horners do you know? 

How many—back in the easy-selling days 
—thought the radio business was chock full 
of plums, and was always going to be? 

And how many are being bitten today—by 
over-franchising, price-cutting, dumping and 
all the other radio retailing traps Sparton’s 
been warning against? 

Plenty have been bitten—but they’ve not 
been Sparton dealers! Sparton dealers are 
protected by SCMP—Sparton Co-operative 


RADIO’S RICHEST FRANCHISE 


(NOTE: Sparton spelled 
backwards is No Traps!) 


Merchandising Plan—the plan that cuts radio 
distribution costs. Under SCMP, Sparton’s 
basic policy is one dealer in each geommunity. 
All of Sparton’s national advertising and pro- 
motion works locally for him alone. 


Under SCMP, all shipments are made 
direct from factory to dealer. The savings go 
into the radio and into the Sparton price. 
That’s why the new Sparton Challenger line 
is America’s outstanding quality line, and 
priced to compete even with mail order 
houses at a profit! 


Why not write us today and ask whether 
the Sparton franchise is still available in 
your community? 


THE SPARKS-WITHINGTON COMPANY 
JACKSON, MICHIGAN 


IN EACH COMMUNITY 


profit-increasing features 
@ One exclusive dealer in each 
community 


Direct factory-to-dealer 
shipment 


@ Low consumer prices 
® National advertising 


@ Factory prepared and distrib- 
uted promotion helps 


@ Seasonal promotions 
@ Uniform retail prices 


@ Products styled by outstand- 
ing designers 


Check these 


A HOT, SHORT LINE AT LOW PRICES 


MODEL 7-BM-46-PA — Automatic 
radio-phonograph in blended 
mahogany or walnut veneers. 


phonograph drawer. Has three 
wave bands. List $169.95. 
PRICES SLIGHTLY HIGHER WEST OF ROCKIES 
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MODEL 10-BM-76-PA — Automatic 
radio-phonograph with FM. 
“Roll-out” phonograph drawer, 
With 10-inch speaker, “roll-out” 10-inch speaker. Finished 
the choicest of mahogany or 
walnut veneers. List $259.95. 


MODEL 201—Table automatic 
radio-phonograph in rich ma- 
hogany finish. New ready-tone 
in circuit, automatic record chang- 


PERIOD MODEL—No. 1007 — Auto- 
matic radio-phonograph with 
FM—in choicest of mahogany 
veneers. Also Contemporary 
er, vacuum-lift lid, illuminated Model in finest mahogany 
slide-rule dial. List $79.95. veneers. List $199.95. 


#947 


SMALL SET 
WINNERS, TOO! 


See the new Sparton lug- 
gage-type portable (Model 
606) for battery, AC/DC 
current. 


See the new Sparton utili- 
ties. Model 100 in gleaming 
ivory finish; Model 101 in 
ebony black finish. 
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uyin 
waves 


start? 


Anybody who has served his apprenticeship in 
selling knows one thing for sure 


you cant sell every- 
body at once. 


First you sell a few. And, once these few start using 
your product, others follow—and so the buying wave 
spreads. 


Who are these first few—and why do they buy? 


You'll find they re not necessarily the wealthy. Not 
necessarily the people who live where retail sales are 
highest. Not necessarily the young and more ven- 
turesome. 


One thing you will find—they’re the intellectually 
curious. They're the people who want to know—and 
who, because they want to know, can more easily be 
induced to want to buy. 


They're the kind of people who are just naturally 


attracted to a magazine like SCIENCE Illustrated. 


The radio industry was a piece of galena, a cat’s whisker and a coil 
of copper wire long before it became a console. Nevertheless, it was 
the folks who bought the erystals, the bus wire and the bakelite 
panels that helped give the country radio. 


Without them, SCIENCE IJllustrated could hardly 
have reached almost a half million circulation in 18 
months of existence—with 2.6 readers per copy bring- 
ing its total readers to well over a million. 


Take a look at the latest issue of SCIENCE I/llus- 
trated, now on the newsstands. You'll find it editorially 
bright and sparkling—yet hardly the kind of maga- 
zine one turns to for escape or amusement. The people 
who buy and read SCIENCE Illustrated buy it and 
read it for the information it brings them. 


In SCIENCE Jllustrated, an advertiser has an un- 
paralleled opportunity to tell a full and factual story 
about his produet—to people who “eat up” infor- 
mation and who, in turn, pass it along to the millions 
of others they meet in their daily contacts. 


If you’d like to start a buying wave for your prod- 
uct, start thinking of SCIENCE Illustrated. Take 
home a copy tonight and see why it gets more readers 
with every issue! 
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4 PHOTOGRAPHS FROM BROWN BROTHERS 
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Running an obstacle course to prove they could handle a horseless —_ For the first ten years of the mechanical refrigerator— 1910 to 1920 


carriage was the least of the obstacles that early car owners faced. —only 10,000 were sold. It was the 10,000 families venturesome 


Yet it was their curiosity and willingness to try new products that — enough to try this new-fangled gadget, however, that gave the 
got the giant automobile industry under way. mechanical refrigerator industry its start. 


A QUICK SUMMARY OF FACTS 
TOTAL CIRCULATION: 490,000 HOME-OWNERS: 58% 


GUARANTEED: 400,000 READERSHIP BY SEX: 

READERS PER COPY: 2.6 624% men—38G women 

TOTAL MONTHLY AUDIENCE: COLLEGE EDUCATED: 52% 
1,000,008 pins LIFE INSURANCE OWNERS: 91% 

NEWSSTAND: 35% (Against a national average of 50G%) 


A McGraw-Hill Publication 


Scien 


* tlustrated * 


On Sale Now At All 
CIRCULATION—SOON OVER 500,000! Newsstands 25¢ 
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Wehome 


Here’s what 


customers want! ... 


New low-cost 
for the home 


ONLY 


Prices slightly higher west of the Rockies 


If you are not pushing the sale of 
TELEHOME it is not too late to do so! 


1 
WEBSTER ELECTRIC 


“lelenhome 


ME INTERCOMMUNICATION 


MAK OF 


The Saturday Evening Post advertising promoting the sale of 


*Telehome”™ is telling millions of consumers about this new house- 
hold necessity. 


Housewives and those home owners interested in modern conven- 
ience have aceepted and are now buying “Telehome” intercom. 
munication for their homes. 


Many additional prospective customers in your trade area will 


want to see and have you demonstrate this new item. Therefore, if 


Door Speaker with 
bell push button 


A Wall-Tvpe Master Station 
you are not stocking and selling “Telehome,” now is the time to 


do so, Besides the convenience that has caught 
the eye of the average housewife, the 
door speaker illustrated above offers an- 
other outstanding feature as you can 
answer your door without opening it... 
a safety feature that gives added protec- 
tion to the home. 

sold separately. The 


This new convenience comes as a package consisting of one master 
station, one speaker unit and 100 feet of wire. Anyone can install it 
by following simple instructions. The master station has capacity 
for two additional speaker units which are available and can be 
wall master unit is excellent for 
In addition, a door speaker and wall-type master station for per- new homes and kitchen modernization 
manent and fixed installation in kitchen wall or cabinets are avail- 


NEW Positions | 


able. They are described and illustrated in the box at the right. 


program. It has a capacity for five 
speaker stations. 


Licensed under U. S. Patents of Western Electric Company, Incorporated, and American Telephone and Telegraph Company 


WEBSTER ELECTRIC 


WISCONSIN 


Prepare now to be the source of supply in your community, 


| A 
RACINE 
Established 1909 


Export Dept. 13 E. 40th Street, New York (16),N.Y. Cable Address “ARLAB" New York City 


''Where Quality is a Responsibility and Fair Dealing an Obligation’® 
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Cory Corp. 


R. Nicholas Hoye has been appointed 
assistant advertising manager of the 
Cory Corp., Chicago, succeeding R. A. 


R. NICHOLAS HOYE 


Johnson, who has gone with Celotex 
Co. Mr. Hoye will assist N. H. Schle- 
gel, Cory advertising and sales promo- 
tion director in preparing promotional 
material and will be active in public 
relations. Mr. Hoye’s last previous 
position was as advertising manager 
of Chicago Electric Co. 

The same firm has announced that 
E. J. Alexander has been named its 


E. J. ALEXANDER 


service manager. He has been a mem- 
ber of Cory’s sales organization for 
the past year. 


National Pressure Cooker Co. 


Curtiss Abbott has been appointed 
regional sales manager for the mid- 
western territory by the National 
Pressure Cooker Co., Eau Claire, Wis. 
His territory will comprise 12 states 
from Ohio to Oklahoma, with head- 
quarters in Chicago. Mr. Abbott was 
formerly general sales manager of 
Crosley Radio Corp. 


Bendix Home Appliances, Inc. 


Alfred L. Jensen, a member of the 
service staff of Bendix Home Appli- 
ances, Inc., for the last 10 years, has 
been appointed assistant national 
service manager. He was a service 
supervisor in the Kansas City and 
Dallas territories and after the war 
supervised the first post-war training 
schools and helped author service 
manuals, 
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FEED 
CONCENTRATE MEAT 
SUPPLY PRODUCTION 
(million tons) (billion pounds) 
160 24 
. 
140 21 
FEED tan, 
18 
MEAT 
100 15 
1 | 
1930 1950 


Meat prices...not all gravy! 


Livestock lives largely on grain 
feeds, sells at somewhere near the cost of 
raising ... Feed shortage means meat 
shortage, stnce farmers won't mature 
more animals than they can reasonably 
feed... And shortage plus the high 
consumer buying power make meat high. 


Consider the producers’ problem. . . 
Meat demand is strong, per capita 
consumption 20 Ibs. over U. S. pre- 
war average, but... Poor prospects 
pushed corn to $2.65 bu., historic 
ceiling. All grains are high, sustained 
by world market and government 
buying. High feed and meat prices 
inflate all others, and the producers’ 
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costs... make livestock production 
highly speculative. 

So farmers must buy the feeders 
more cautiously, conserve feeds and 
find cheaper substitutes, use more 
pasture crops. . . Every advertising 
man can get a better understanding 
of the business of farming by reading 
“Meat Producers’ Pinch” in October 
issue, SUCCESSFUL FARMING, page 21. 

Chic Contours '47 
... Lhe Cornish, well- 
meated, broad-breasted, 
but slow growing, low 
hatching, has been 
crossed with other 
breeds, and won most 


awards in the last two years, at the 
$5,000 A&P Chicken of Tomorrow 
Contest .. . “More Meat On These 
Chickens”, page 148. 


Flying Farm 

= Family...The Rob 
Giltners, Eminence, 
Ky.; accredited 
pilots and the Mrs. 
a student flyer... 


covered 700 miles in 
two planes and won 
third yearly award 
given by SF, at the 
Flying Farmers’ Nat’l Convention, 
Stillwater, Okla. ““Kentucky Giltners 
Receive SF Flying Award”’, page 14. 

Corn land, 
$12per acre!... 
i 4 Henry Hamilton, 
Saline County, 
Mo. had 113 acres 
of rich bottom 
land thick with dogwood, matted 
growths; cleared it with a crawler type 
tractor and bulldozer at equipment 
cost of $12 an acre. “Clearing Land’s 
A Pushover”’, page 23. 

Most Missed Market... ave the 
nation’s best farm families in the 15 
Heart States . . . lightly covered by 
national magazines and networks... 
potently penetrated only by SuccEssFuL 
FARMING...with more than 1,200,000 
circulation among farmers with richest 
soil, largest yields, and greatest property 
investments, average gross income (° 46 
without govt payments) of $7,860, 
$3,252 above U.S. farm average. 

Savings of six peak years, record 
cash in check books, and vast piled 
up demands... make the SF readers 
today’s best electric goods market... 
withoutwhich no national advertising 
is really national!... Data and details, 


any office... SuccessruL FARMING, 
Des Moines . . . New York, Chicago, 
Cleveland, Detroit, Atlanta... San 


Francisco, Los Angeles. 
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MARQUETTE 


HOME FREEZER 4G 


Another Addition to the Marquette line! 


An ideal apartment size Marquette Home Freezer for those who 
cannot enjoy the spaciousness of larger models. Smart Utility Top 
is counterbalanced for quick, easy access to Frozen Foods. Full 
length hinge and clamp-roller type handle assure positive, air tight 
seal. 

Attractive in appearance. ..gleaming white Dulux finish with 
contrasting black linoleum Utility Top, black recessed base panel 
and chrome plated name plate and trim. Standard twin door 
models in Eight and Sixteen cubic foot capacity. 

All Marquette Home Freezers are designed for Fast Freezing as 
well as Storage! 


SELL MARQUETTE’S COMPLETE LINE 


Marquette Home and Self-Serve Freezers are designed to Attract 

Priced to Sell and Engineered for Efficiency. Beautifully Styled 
Marquette Freezers are Heavily Insulated and Hermetically Sealed. 
Marquette Self-Serve models have crystal clear Plexiglass sliding 
doors for displaying merchandise. Available in Eight and Sixteen 
cubic foot capacity. Frozen Food model adjusts from —10° to 10°. 
Beverage Cooler model provides dry storage at 32° to 54°. 

Marquette is making Immediate Deliveries. Set yourself for a 
profitable Marquette Dealership... go Forward with Marquette 
Write or wire today! 


MARQUETTE APPLIANCES, Inc. 
MINNEAPOLIS 14, MINNESOTA 


NEW POSITIONS 


Motorola, Inc. 


The appointment of James E. Her- 
bert as mid-western district repre- 
sentative for Motorola, Inc., was re- 
cently announced by William — H. 


JAMES F. HERBERT 


Kelley, general sales manager. Mr 
Herbert, who will headquarter in St. 
Louis, was formerly sales manager 
of Motorola-Chicago. During the 
war he taught at the Navy Radio 
School at Northwestern University 
ind for five years prior to the war 
served as mid-western district sales 


Jack & Heintz 
Precision Industries, Inc. 


Frank A. Haag, a 16-year veteran 
the refrigeration industry in pro- 
duction, engineering and sales capaci- 
ties, has joined the sales staff of Jack 
& Heintz Precision Industries, In 
according to Edward R. Legg, vice 
president in charge of sales. Mr. Haag 
assumes full charge°of sales applica- 
tion work on the hermetically-sealed 
refrigeration compressor manufactured 
by the company. 


Easy's Philadelphia Appointees 


Philco Corp. 


Raymond B. George, who is credit- 
ed by Philco Corp. with an outstand- 
ing record as sales manager of the 
accessory division, has heen promoted 


RAYMOND B. GEORGE 


to the new position of sales promotion 
manager for the entire corporation, 
according to James H. Carmine, vice- 
president in charge of manufacturing 
Mr. George joined Philco in 1936 as 
a salesman and eventually became 
manager of tube sales. He organized 
the firm's accessory division. During 


the war he served in the army 


International Telephone 
and Telegraph Corp. 


William Hatton has been made di 

tor of manufacture of the Interna- 
tional Telephone and Telegraph Corp. 
and its manutacturing and sales affili 
ate, the International Standard Elec- 
tri Corp according to Sosthenes 
Behn, president of I T. & T. Mr. 
Hatton. vice-president and a director 
i the International Standard Electric 
Corp., has been with I. T. & T. and 
affiliated companies since 1919, 


REPLACING DISTRIBUTOR marketing with direct marketing in Philadelphia involved 
the appointment of five new district salesmen to cover the area for the Easy Wash- 
ing Machine Corp. They'll all work under J. S. Miller (front row-center), division 
manager. Left to right: B. F. Shively, P. C. Williams, John L. Booth, Mr. Miller, John 
C. Richardson, and Allan W. Hutton. 
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1. Touch the heating ele- 
ment with ao nail file. 


NO SHOCK! 


EALERS . . . Wholesalers! Here’s an electric 


heater demonstration that is amazing pur- 
chasers and ringing cash registers all over the 
country! Only Electromode has the built-in quality 
that makes such a demonstration possible. Only 
Electromode has the patented Safety-Grid that is 
making this the top-choice electric heater today. 


HEATERS 


ELECTROMODE CORPORATION 
45 Crouch Street - Rochester 3, N. Y. 


World's Leading Exclusive Manufacturer 
of All-Electric Heaters 
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BECAUSE... 


ONLY ELECTROMODE 
HAS THE SAFETY-GRID!- 


In the broadside pictured at 
right are new selling aids de- 
signed to help dealers cash-in 
to the limit on Electromode. 


PA Touch the heating element 
with handkerchief or piece 3. Wrap heater tightly 
of tissue. NO FIRE! in a coat or blanket. 

NO OVERHEATING. 


4. Sit on the heater—its 
only pleasantly warm. 
NO BURN! 


If you are not already handling Electromode, 
you're missing the No. 1 profit bet of the season. 
We back you up with the biggest national advertis- 
ing program in the industry and an array of sales 
helps that can't be beaten! Dealers, get the complete 
profit story from your supplier. Wholesalers, write 
us, Department EM-117 for information. 


HERE ARE SALES AIDS GALORE! 


Folders, bulletins, selling guides, 
booklets, newspaper ads, radio 
announcements, window 
streamers, floor and counter 
cards and displays . . . all are 
available to Electromode deal- 
ers on request. Join the profit 
parade with Electromode ! 
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HERE’S WHY 
2 OuT OF 3+ ‘Camp 
HAVE IT! {nm 


e Automatic Operation 
e Ample Capacity 

@ Low Heat Losses 

@ Operating Economy 

e Long-time Satisfaction 


e Greater Value 


Not only to build better water heaters, but to 
sell them—in quantity and at a profit! 

For nearly a decade now, FIBERGLAS has 
been contributing to those features desired by 
householders in insulated home appliances. 
Smaller heat losses! Lower operating costs! 
Longer, trouble-free service! Greater value! 
And FIBERGLAS, through advertising and 
outstanding performance in millions of home 
appliances, has helped you point up these 
features. Helped you sell the advantages of 
good insulation. Helped you “sell up”... 
Yes, sell the best buys—FIBERGLAS in- 
sulated water heaters. It’s the smart dealer 
who remembers this and uses it in his selling. 


“Fiberglas is the trademark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation. 
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FIBERGLAS’ HELPS YOU, 2 ways: 


'2 OUT OF 3 WATER HEATERS BUILT TODAY, HAVE... 


THERMAL INSULATION 


Telechron, Inc. 


After two years as vice-president in 
charge of engineering and manufac- 
turing at Telechron, Inc., A. F. Fisher 


A. F. FISHER 


has been advanced to the post of execu- 
tive vice-president, it was revealed re- 
cently by I. W. Kokins, president. Mr. 
Fisher was earlier a vice-president at 
Northam Warren Co. and at Schick, 
Inc. Mr. Kokins said the new post of 
executive vice-president had been 
| created to cope with the company’s 
| large expansion program. 


HAROLD E. BLACKBURN 


New field sales manager for the 
company is Harold E. Blackburn, ap- 
pointed by David Blair, Jr., vice- 
president in charge of marketing. Like 
the post of executive vice-president, 
| the field sales managership is a new 
| one, made necessary by the expanding 
| sales program. 


| Remler Co. 


The Remler Co. of San Francisco, 
said to be the oldest radio manufac- 
turer in the U. S., has appointed Jack 
Totten, former California branch 
manager of Gilfillan Bros., as vice- 
president in charge of sales. In mak- 
ing the announcement, R. C. Gray, 
president, said that Remler, which 
formerly manufactured and distributed 
in western states only, is now going 
national and will appoint distributors 
throughout the country to handle the 
Remler line. 

Mr. Totten was at one time a dis- 
trict manager for the Whirldry Wash- 
ing Machine Co., a subsidiary of Win- 
chester Arms and was later associated 
with the Troy Radio Co. He went 
West to represent Pilot radio. 
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FOR THESE 


SALES 


Yas can sell Smithcraft K-1 and K-2 units to every home. 
They are the most popular residential fixtures in America — 
have outsold all others. 

Smart, streamlined — for kitchens, halls, bathrooms or workshops. 
Two models: K-1 fits 4” bowl holder and may be attached and 
plugged into existing socket in a matter of seconds, without tools. 
K-2 with canopy, fixture strap and wire leads fastens directly to 


outlet box. Has U.L. label. 


Sell these fast-moving, profitable Smithcraft units. 


See your electrical wholesaler. If he can’t supply you—write direct to 


LIGHTING DIVISION 


CHELSEA 50, MASSACHUSETTS 
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working surfaces. 
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Gift mis 


New Everhot 


Fan-and-Heater 


It’s Beautiful—smart design. 
Steel case. Aluminum trim. Fine 
textured hammered blue finish. 


Big Utility Value—A heater 
for cold days, a quiet fan ideal for 
sleeping rooms, both in the same 
compact, handy, good-looking 
unit. 


Convenient—Three position 
switch—heater, fan and off. Easy 
to reach. Positive in action. 


A Quality Appliance — 
True Everhot quality in every ce- 
tail. Finest of materials, carefz! 
workmanship. When used for 
cooling the 4-blade fan automat- 
ically runs at high speed. It auto- 
matically runs slower when used 
as heater. When heat is on, the 
polished aluminum grille reflects 
a warm rosy glow from the con- 
cealed elements within. 


NEW POSITIONS 


New Yale & Towne District Managers 


W. J. HARTMANN 


J. S. KATONAH A. G. HARRISON 


Yale & Towne Mfg. Co. tory. In Ohio, Indiana and Michigan, 
Mr. Hartmann will represent the com 
New appointments have been pro , 
ceeding apace in the Yale & Towne 
Mig. Corp. as the company expands 
its activities, W. Gibson Carey, Ir.. 
president, declared recently. 


pany. Former district manager for 
Pinaud, Inc., Mr. Katonah will sell 
in the central Atlantic states. 1. Bam 
berger & Co. gave up Mr. Harrison 
to cover Pennsylvania, Delaware an] 
southern New Jersey for Yale. Mr. 
Moore's territory includes linois, 
Wisconsin, Minnesota, and east Iowa 
Women sales specialists will super 
vise the retail sales promotion of Yale 
& Towne appliances. The first two 
regional promotion managers are Miss 
Patricia Playter and Miss Ruth H. 
Levy. Miss Levy has a sales area 
overing parts of New York, New 
Jersey, Pennsylvania and Delaware. 


Most recent product innovation is 
i line of enclosed electric heating 
units, sales manager for which will be 


Retails for Only §14.95 
THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO ~ ESTABLISHED IN 1884 


PRODUCTS 


ROASTERS... HEATERS... APPLIANCES 
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DAVID Y. ROBINSON 


David Y 


Lo. 

Six new district managers ap- 
pointed to handle appliances include: 
Joseph G 
Wayne J. Hartmann, J. Steven Ka 
tonah, A. Gould Harrison and W. L. 
Moore. Mr. Hughes, 


branch, has the south Atlantic terri 
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Robinson, formerly with 
Puttle & Kift and Edwin L. Wiegand 


Hughes, A. Phil Stone. 


formerly with 
General Foods, covers upstate New 
York and Connecticut. Mr. Stone, 
mce with Butler Bros., New York 


RUTH LEVY 


She was formerly assistant to the 
director of placement, graduate divi- 
sion, Hunter College. 

Miss Playter, who will be on rov- 
ing assignments, was formerly a deco- 
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Buckingham. with handle extended, measures 7 5, 16” high and is 5 18 
wide ...a compact beauty. 


= or 


Sequin (below) is a well-proportioned clock, measuring 4.5/8” high, 7 1/8 
wide and is 3” deep... correct for dressing table or desk. 


Sequin—another distinctive, new electric—is bright, cheery and 
modern ...and the clock for bright, modern settings. Its smart-looking 
case front is of mirrored glass in a delicate peach-tinted hue and 
the metal dial is of brushed copper...a particularly pleasing and 
harmonious blend of color. Numerals and hands are black. The 
sweep-second hand, sash and base are highly polished brass. An 


appropriate clock for the boudoir, yet its attractive, modern beauty 
“oift appeal” and 


flatters any room. Sequin, too, has plenty of 


suggests good taste. Retails at $12.50, plus tax. 


( prporation 


ENERAL TIME 


oduct of © 


A pr 
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it sells itself? 


About distribution: [0s certain that many dealers will 
want to feature these and other smartly styled Seth Thomas 
models. They're all fine-quality clocks of the kind that quickly 
appeal to customers who appreciate and prefer better merchandise. 

We're now producing all Seth Thomas models on the basis 
of maximum capacity, and present production is at peak levels. 
But unprecedented demand continues and—in fairness to all— 
it remains necessary to distribute our clocks on allotment. 
Wholesalers also are doing their best to distribute fairly all 
Seth Thomas clocks they receive. And so, for this reason, we 
urge again that you keep in close, week-to-week touch with 


your own source of supply. 


Now ready—free mats for newspaper ads... To help 
dealers feature Seth Thomas clocks in local papers during the 
gift-buying season, we have prepared a series of one- and two- 
column newspaper ads displaying the Simsbury, Sharon, Capstan. 
Legacy, Brookfield and Baxter... the clocks advertised in No- 
vember and December magazines read by more than 23,000,000 
men and women. Tie in with this big national advertising 


campaign ...send for vour mats today. 


Seth Thomas Clocks, Thomaston. Connecticut. 


tPrices subject to change. SETH THOMA PAT. OFF 
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ES, HOUSEHOLD is putting on 

new clothes...stepping ahead and 
maintaining its recognized leadership 
in the small city and town market. 
With its November issue, 
HOUSEHOLD continues its action- 
getting program of Idea Planned 
editorial pages... and with major 
improvements in format and design, 
readers are finding it even more stimu- 
lating . . . advertisers, even more 
productive. 


HOUSEHOLD 


An all-time peak in circulation— 
over 2,000,000 


> 4 Highest market purchasing power 
in history in small cities and towns 


idea-packed editorial pages to stim- 
ulate buying action 


- Greatest reader action and adver- 
tising response in HOUSEHOLD'S 


-+4, 


NOW COMPARE HOUSE- history 
HOLD’S LOWER COST PER 
1,000 READERS. 


gil of \\\)| SEHOLD Capper Publications, Inc., Topeka, Kansas 


a magazine of actin for small cities. andl Townes. 
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NEW POSITIONS 


tative consultant for Columbia Mills. 
She was also supervisor of represent- 


PATRICIA PLAYTER 


atives at Park & Tilford and sales 
promotional director at Sullivan- 
Waldron. 


Trion, Inc. 


E. W. Meyers, Jr., has been named 
president of Trion, Inc., McKees 
Rocks, Pa., air filter firm. The an- 


E. W. MEYERS, JR. 


nouncement comes from Paul W. 
Aitkenhead, who resigned as president 
to become chairman of the board. Mr. 
Meyers was formerly connected with 
the Rockwell Mfg. Co. in executive 
positions. 


W. ALLEN STONE 


W. Allen Stone is new regional sales 
manager for Cincinnati. Mr. Stone, 
who served during the war as a lieu- 
tenant colonel, was recently on loan to 
the National Housing Agency. 
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BUT IT'S BETTER 


TO USE YOUR HEAD 


Appliance manufacturers know that 
Delco motors are an intelligent choice 
to “turn a shaft” in their products. Delco 
motor dependability has been proved 
over the years on leading makes of re- 
frigerators, washers, ironers, stokers, 
oil burners, air conditioners and other 
appliances. 


This fine performance record has won 
the complete confidence of appliance 
users and appliance dealers. The name 
“DELCO” on a motor assures them of 
sound engineering, quality materials, 
honest craftsmanship. 


For a compact “power package” that 
meets specific requirements of torque 
and duty, you can’t beat Delco motors. 
They are built in sizes from ¥% h.p. to 


50 h.p. Delco Products Division, General | _ 


Motors Corporation, Dayton, Ohio. 
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DELCO MOTORS 


Power America’s 
Leading Appliances 
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Montana 


WEALTH OF MINERAL DEPOSITS 
IMMENSE COAL RESERVES 
LARGE LUMBER PRODUCTION 
AVAILABLE WATER POWER 
ABUNDANT LIVESTOCK 
VALUABLE WOOL CLIP 

VARIED AGRICULTURE 
TREMENDOUS WHEAT YIELD 
SCENIC BEAUTY 


as the “Treasure State,” 
Montana is richly endowed with 
raw materials essential to indus- 
trial production. Among the many 
metallic minerals are silver, cop- 
per, lead, manganese, chromium 
and molybdenum. Coal reserves 
have been estimated at over 400 
billion tons. The majority of the 
state's cities are supplied with 
natural gas. 


Montana is a top producer of 
cattle and sheep, the annual sheep 
production being approximately 
two million head with a wool clip 


of great value. In agriculture, 


UNION PACIFIC 


THE STRATEGIC MIDDLE 
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One of a series of adver- 
tisements based on in- 
dustrial opportunitiesin 
the states served by the 
Union Pacific Railroad. 


wheat takes first rank among 
grains. Sugar beets, potatoes, to- 
gether with other vegetables, are 
grown on its farms. There are 
many thousand acres of forests, 
principally pine. 


The Union Pacific Railroad serves 
Butte in the heart of the great 
mining area, and West Yellowstone 
—most popular rail entrance to the 
famous Yellowstone National Park. 


Montana welcomes new industry. 
It has the space, materials, facil- 
ities and manpower to encourage 
firms seeking new locations. Addi- 
tional advantages are good living 
conditions, an excellent eduea- 


tional system and scenic beauty. 


* Address Industrial Department, 
Union Pacific Railroad, Omaha 2, 


Nebr., for information regarding 
industrial sites. 


RAILROAD 


ROUTE 


NOVEMBER I, 


Horton Mfg. Co. 


A. E. Askerberg, president of the 
Horton Mfg. Co., Fort Wayne, Ind., 


makes the announcement that the 


CARL W. JORDAN 


board of directors of the firm has ap- 
pointed Carl W. Jordan to the posi- 
tion of vice-president. 


Deepfreeze Division, 
Motor Products Corp. 


George Burnett has joined the 
Deepfreeze Division, Motor Products 
Corp., as Atlanta district sales man- 
ager, according to F. F. Duggan, gen- 


GEORGE BURNETT 


ROBERT F. HARNISH 


eral sales manager. Mr. Burnett was 


formerly dealer coordinator with the 
Chattanooga Power Board 

New sales manager ior the Seattle 
district is Robert F. Harnish, who will 
work with B. G. Sanderson, western 
regional sales manager. Prior to his 
new association Mr. Harnish oper- 
ated a retail appliance dealership in 


Seattle. 
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How 
paying off our 


Duo-Therm’s great new $3,000,000 
plant is now going full blast. 


It is devoted exclusively to making 
Duo-Therm appliances. Four assembly 
lines are multiplying former output 
several times. In fact, Duo-Therm’s pro- 
duction is now the highest in history. 


Never before have such beautiful 
space heaters come out of any factory. 
The wide appeal of Duo-Therm’s spec- 
tacular Period Furniture Models makes 
them easy to sell. Sales figures have 
indicated their tremendous consumer 
acceptance. 


They’re far advanced mechanically, 
too, offering many important features 
originated by and exclusive with Duo- 
Therm. 


Duo-Therm policy also pays off! 


There is no blind competition for Duo- 
Therm dealers, for every Duo-Therm 
appliance is labelled Duo-Therm and 
none are sold under other brands or 
labels. 


So—add it all up. Finest product to 
sell—large volume production, and a 
fair, straightforward policy. With a fast 
and ever-growing market, it’s easy to 
see why dealers agree, when you sell 
Duo-Therm, you sell the leader. 


DIVISION OF MOTOR WHEEL CORPORATION 


LANSING 3, MICHIGAN 
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America’s Largest Manufacturer of Fuel Oil Heating Appliances 


1947 


THE NEW DUO-THERM 
AUTOMATIC FUEL OIL WATER HEATER 


Inside and out—from top to bottom —these 
handsome, gleaming white Duo-Therm 
water heaters are new / 

They burn cheap fuel oil—available every- 
where—so your prospect need not have gas or 
electric connections. Three attractive models, 
reasonably priced. An easy appliance to sell 
to a big market. 
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The BIGGEST NAME in 
~ Portable Electric Heaters 


m9 @ “It's an ARVIN!” That's the finest thing | 

you can tell a customer about an electric | 
heater. He knows it means top value, com- | 
plete satisfaction and dependability. And 
that means faster turnover, greater profit, 
and more repeat business for you! 

It takes years to build a name like that | 
... years of expert designing, quality manu- | 
facture, cost-lowering production, national 
advertising, and honest, aggressive selling! 
That's why ARVIN is the biggest name in 
portable electric room heaters today ... and 
has been for years! That's what's behind 
the Arvins you have. . . the “priceless in- 
gredient” that makes them sell! 


Model 213 
$21.95 List 


. the name on many profit-building products from 


NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Ind. 


NOWN 


NEW POSITIONS 


«BEST BUILT. BEST PRICED BEST K 
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Sparks-Withington Co. 


E. C. Bonia, vice-president of the 
Sparks-Withington Co. an- 
nounced the appointment of Dave R. 
Chenault, formerly assistant adver- 


for a dealer in Minnesota. Mr. Ire- 
land has been honored with the title of 
3ranch Manager Emeritus in recogni- 
tion of his 50 years of service with 
the firm and will continue in an ad- 
visory capacity. He started with May- 


DAVE R. CHENAULT 


tising manager, as sales promotion and 
advertising manager for the com- 
pany’s radio and appliance division. 
Mr. Chenault was in sales work before 
joining the AAF in 1943. 

George Dyna, new western zone 
manager for Sparton radios, will head- 
quarter in Los Angeles, according to 
a recent announcement the 


GEORGE DYNA 


Sparks-Withington Co. He was for- 
merly west coast distributing manager 
for the Bendix radio division of Bep- 
dix Aviation Corp. 


Wisconsin Electric Power Co. 


G. W. Van Derzee, president of 
Wisconsin Electric Power Co., an- 
nounces these changes: F. A. Coffin’s 
title is changed from vice-president 
and sales manager to vice-president in 
charge of sales; I. L. Illing is advanced 
from assistant sales manager to sales 
manager; and William H. Wagner 
goes from the position of industrial 
sales engineer to that of assistant sales 
manager. 


Maytag Co. 


The Maytag Co’s. Kansas City 
pranch has a new manager in Claire 
G. Ely, who succeeds the retired 
George H. Ireland. Mr. Ely has been 
assistant manager since 1945 and has 
been associated with Maytag for 24 
years, starting in 1923 as a salesman 
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CLAIRE G. ELY 


tag in 1897 when the company was 
making farm equipment and acces- 
sories. He was general sales manager 
at one time. 


General Mills, Inc. 


New director of demonstration train- 
ing for the home appliance department 


MARY JOHNSON 


of General Mills is Mary Johnson, ac- 
cording to Roscoe E. Imhoff, vice- 
president. Miss Johnson spent six 
years in sales and demonstration work 
for the Ohio Edison Co. and two years 
with the Toledo Edison Co. After 
three years as home economist with 
the Westinghouse Electric Co., she 
was employed as store manager for 
the Ohio Public Service Co. for two 
years. She also served for one year 
as sales manager of the appliance de- 
partment, O'Neil Department Store, 
Mansfield, Ohio. 


Stewart-Warner Corp. 


Kenneth W. Sickinger has been 
placed in charge of advertising for the 
radio division of Stewart-Warner 
Corp., it was announced by Fred 
Cross, advertising director of the com- 
pany. Mr. Sickinger comes from 
Oakes & Co. of Chicago, where he was 
a department manager. Before that he 
was assistant general sales and adver- 
tising manager of the Belmont Radio 
Corp. 
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Now ... an exquisite period console radio- 
phonograph at a price anyone can afford! 
Engineered and styled in the Admiral tradi- 
tion that says every purchaser must get the 
most for his money. With period consoles 
enjoying greater favor than ever before, you'll 
be in the black with this fast moving, mass- 
market profit maker. Judge its quality for 
yourself! 


ALL THESE FEATURES! 


® New pull-out phonograph for easy 
record loading 


® High-speed changer plays up to 12 
records automatically 


“No blast” push-pull output 
® Variable tone control 
® Large Alnico No. 5 speaker 


® Walnut, mahogany, or blonde in 
top-grade, selected veneers 


OF THE PHONOGRAPH 


A startling achievement! Admiral’s new 
Miracle Tone Arm uses no coil, no 
crystal, no filament, no special tubes! 
These are prime causes of distortion. 
The new Miracle Tone Arm eliminates 
them entirely! Even oldest records come 
to life with vivid brilliance unmarred by 
needle scratch or other disturbing sur- 
face noise. Complete with ultra-sensitive 
pickup point. 
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Prices slightly higher in South and West 
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WEW MIRA Model 65 (Walnut) 
with THE GREATEST IMPROVEMENT IN 
RECORD PLAYING since THE INVENTION @& = 
S — 


Sixty man hours 


In LOOL Howard Saylor started his career 
insulating wire at a flat salary of $5.00 per 
week. Early prool of Howard’s inventive 
ability came in 1911 when he produced the 
first electric heater pad cord, 


Today Howard is superintendent of insula- 
tion for Wilbur B. Driver Company—a rec- 
ognized authority on the subject, and the 
designer of many machines in our plants. 


for five dollars 


His supervision covers all phases of insula- 
tion—enameled wire. electric blanket wire. 
heating pad cord, and cotton, silk and nylon 
covered wire. 


Confidence in the future is an element weld 
ing our personnel into a productive team 
making resistance allovs of the highest stand- 
ards, assuring you of a ready source of sup- 
ply for your most exacting requirements. 


WILBUR B. DRIVER CO. @ 


150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY 
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Tele-Tone New York Corp. 
Benjamin H. Rice is the new sales 

manager for Tele-tone New York 

Corp., according to an announcement 


BENJAMIN RICE 


by John S. Mills, vice-president in 
charge of sales and advertising. Mr. 
Rice, with Tele-tone since 1946, was 
formerly with General Electric in the 
radio division. Prior to that he was 
connected with Philco. 

New chief engineer of Tele-tone 
Radio Corp's. television division is 
Robert S. Mautner, formerly with 
RCA and earlier with the Columbia 
Broadcasting System. 


Westinghouse Electric Corp. 


Culminating over 20 years of ex- 
perience in the radio industry, F. M. 
Sloan was recently appointed manager 
of Westinghouse’s home radio divi- 
sion at Sunbury, Pa., succeeding Har- 
old B. Donley, resigned. Mr. Sloan 
was formerly assistant general mana- 


F. M. SLOAN 


| ger of Westinghoure Radio Stations, 
Inc. During the latter part ot the war 

| he served as manager of the field en- 
gineering service department for the 
industrial electronics division. 


Whiting Corp. 


| William C. Bettner, formerly with 
|} Schacht-Tuct, has joined the refrig- 
eration division of the Whiting Corp., 
Harvey. Ill., as district sales manager 
for the Wisconsin-Minnesota-Iowa ter- 
ritory. Mr. Bettner worked for Mont- 
gomery-Ward from 1936 to 1943. At 


the time he entered the armed forces 


TOP HEAT 


NOVEMBER 1, 


in 1943 he was sales manager of the 
| electrical appliance department. 
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Rea. U.S. Pot. Off. 


THESE SURE-FIRE SALES AIDS 


It’s two-fisted selling time again . . . and 
Electresteem leads the way with triple-action 
merchandising. That means faster sales, 
more sales, greater profit. No wonder Elec- 
tresteem Portable Electric Steam Radiators 


are always first on the “Best Seller” list! 


DOOR-OPENER IT ADDS UP T0 THE Seacon 
IN Electresteem DEALER HISTORY! 


Never before have Dealers been offered 


such a dramatic and effective sales-getting, 
merchandising device. Never before has 


Electresteem backed-up their Dealers with 


such a hard-hitting advertising campaign. 


This clever device encourages Every way you look at it. . . this is the sea- 
customers to check their homes son to smash all Electresteem sales records! 
and “sell” themselves the need 
for Electresteem Radiators. It is 
used successfully to qualify pros- 
pects by mail . . . to open doors 


for specialty salesmen . . . to / 
clinch the sale every time it is 
demonstrated! Z 


BY DRAMATIC ADS 


| &lectresteem IN LEADING 


NATIONAL MAGAZINES 


You'll find half-page 
ads in such publications 
as American Home, Bet- 
ter Homes and Gardens, 
House Beautiful, House } STEAM y 

and Garden and Par- A 
ents . . . to uncover 
maximum sales in YOUR 
community! 


RADIATORS 
AND GIVE YOUR a | 

CUSTOMERS 


Here’s a unit heater with an unchallenged ’ . 
record of satisfied users. Can be carried any- Write for name of your nearest jobber 


Delivers clean, safe, evenly distributed 
steam heat from a wall plug. AC-DC current. PARIS ’ KENTUCKY , 


| ewe 1906 IN CANADA: Electric Steam Radiator Company of Canada, Ltd., Windsor 
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Story in the Business{ : 


@ Arvin Temperature Conditioning 
gives you that exclusive new feature 
combination that all your customers 
want... extra high heat range for 
faster, easier pressing of heavy damp 
garments .. . extra-low heat range for 
dainty blouses, lingerie of new syn- 
thetic fabrics . . . extra-fast heat recov- 
ery for immediate heat “pick-up” and 
fast ‘step-down’! Add to these Ar- 
vin's exclusive anchored-cord that 
can't pull out, extra-light weight 
(only 3 pounds! ), and its phenomenal 
price (only 9.95!), and you have a 
sales story unmatched by any other 
iron... a story that’s selling more 
and more Arvins every day! Your 
profit’s right... it's nationally adver- 
tised! You need Arvin to get your 
share of iron sales! 


ALL 
THE MODERN FEATURES 


PLUS 


d 


THE IRON THAT'S BUILT TO TAKE IT! 
The ‘jerk test’ proves quickly to any 
woman that the Arvin Iron is built to 
stand hard daily use with minimum repair 
cost, and “‘out-of-service” inconvenience. 


The QUALITY 
Women Want at 
the PRICE they on 
will pay. Tar 
List 


. the name on profit- building products from 
NOBLITT-SPARKS INDUSTRIES, 


INC., Columbus, Indiono 


Manufacturers of Arvin Radios, Arvin Lectric Cook, Arvin Room Heaters, Arvin Car Heaters 


ENGROSSED in the demonstrator's work are these spectators at the day-long 
demonstrations of the lronrite ironer during the recent California State Fair in 


Sacramento. 
lronrite. 


The booth was sponsored by lroners, Inc., California distributors for 


DISTRIBUTOR NEWS 


ALABAMA 


J. D. Williams has been named 
Montgomery resident manager for 
R. P. McDavid Co., Birmingham dis- 
tributors. The firm handles RCA 
radios and phonographs, L & H 
ranges and ABC washers, among 
other lines. 

The Arnold Supply Co. of Birming- 
ham has been named distributor for 
Duo-Therm fuel oil furnaces by the 
Duo-Therm division of the Motor 
Wheel Corp. Its territory includes 
the entire state of Alabama and ten 
counties in northwestern Florida. 


CALIFORNIA 


Electrical Appliance Service Corp. 
has announced an official parts and 
service department for Monitor Ap- 
pliances, with offices at 236 Harriet St., 
San Francisco, 726 Venice Blvd., Los 
Angeles, and 302 17th St., San Diego. 

A new building at Ninth and Harri- 
son Sts., San Francisco, is being plan- 
ned for the J. N. Ceazan Co., to be 
used in addition to the distributor's 
offices in the Merchandise Mart. 

New distributor on the West Coast 
for Iceberg Refrigerated Locker Sys- 
tems is the MacLennan Co., 2020 J St., 
Sacramento. 

Sherman-Swensen and Associates 
were hosts to hundreds of dealers from 
the San Diego market area last month 
when they gave a fall showing of the 
company’s line of Farnsworth radios. 
San Diego manager E. S. Chesness 
arranged the meeting. 

New quarters for the San Diego 
branch of Kinney Brothers are being 
occupied at 446 Beech St. The com- 
pany was formerly on India St. 

The name of the Lowell Wood Co., 
San Diego, has been changed to the 
Lee Distributing Co., under the owner- 
ship of Lee Borstein. Offices are at 
426 Beech St. 

Radio Products Sales, 1501 S. Hill 
St., Los Angeles, has been appointed 
exclusive distributor for Garod radios 
in southern California. 

Electric Refrigerator Parts and 
Service Co., 1907 W. Pico Blvd., Los 
Angeles, has been named exclusive 


NOVEMBER lI, 


Grunow authorized factory service 
representatives for southern California. 
Commercial Radio Corp., 1707 W. 
Pico Blvd., Los Angeles, is a new dis- 
tributor for Melody Time radios. 

Robert Lee, formerly of the publicity 
department of the Department of 
Water and Power, Los Angeles, and 
later with an advertising agency, has 
taken the position of advertising and 
sales promotion manager for the Leo 
J. Meyberg Co., Los Angeles. He suc- 
ceeds Earl Germaine, who has been 
advanced to sales manager for the 

3endix division. 

Wholesale Radio and Electric Sup- 
ply Co., San Francisco, has announced 
that Leonard A. Taylor, formerly with 
the Stromberg-Carlson Co., has joined 
its staff. 


FLORIDA 


National Radio Distributors, Ltd., 
has announced occupancy of its new 
and larger quarters at 1360 N.E. First 
Ave., Miami. M. L. Alpert is gen- 
eral manager of the firm, which is a 
Garod distributor. 

New Farnsworth distributor is the 
Walder Radio & Appliance Co., 1809 
N.E. Second St., Miami, which will 
cover six Florida counties. Roy J.° 
Schneider is Walder’s president; W. 
L. Obenchain is vice-president, treas- 
urer and general manager, and Dor- 
othy P. Schneider is secretary. 


GEORGIA 


The W. T. Shackleford Co., At- 
lanta, has announced several person- 
nel changes. Homer Powell is new 
sales representative in the southeast 
Georgia territory, succeeding James 
F. Fowler, who has been selected to 
handle sales promotion on Lewyt 
vacuum cleaners as a full-time job; 
James Gibbony will be sales repre- 
sentative in north Georgia, C. A. 
Collins in southwest Georgia, and 
Charles B. Shackleford in Atlanta. 

Born Refrigeration Co., 262 Peach- 
tree St., Atlanta, has heen appointed 
a Bendix Radio distributor, succeed- 
ing the old firm of Moore & McCord, 
Ltd., which has been dissolved. 
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. THE JANUARY CHICAGO MARKETS 
7 Each year, ELECTRICAL MERCHANDISING'S Decem- 


Poa throughout the industry who make buying decisions 
for the year—decisions so vital to them AND to you. 


““MERCH’'S” Pre-Show Issue is so designed that you 


_ company representatives and advanced information 


_.give all dealers and distributors up-to-the-minute 
' news of your plans. 


Included in the issue will be names of appliance 
and radio manufacturers exhibiting at the shows — 
| important pre-show news — new product features to 
+ be shown — manufacturers’ booth numbers, etc. 


Make your arrangements NOW to tell your product 
story through the advertising pages of this issue. 


vow em 


ELECTRICAL MERCHANDISING—NOVEMBER |, 1947 


_ ber 15th Mid-Month News Issue presents a preview « 
of the Chicago January Markets. This show, which | Supe 
includes the Furniture and Merchandise Marts andthe 


Housewares Show, is eagerly awaited by all dealers | = 
_ markets, location of present users along with new and 


sand many other features will make this issue a year 


7 can greet dealers and distributors before these three _ 
; shows open with facts and exclusive features on your tummy 
| products as well as location of your exhibits, names of 


on new products. Here is the perfect opportunity to — a o, 


___ seen just as often as dealers refer to the issue. 


| ABC See Your Local ELECTRICAL MERGHAN DIS! i f District Manager for Further Details ABP 


ELECTRICAL MERCHANDISING 


“The Tudustry “Sheatre 


APPLIANCES and RADIOS 


seunounces 
TWO COMING ATTRACTIONS 


ag THE JANUARY 
CHICAGO MARKETS 


OPENS DECEMBER 15th 


ANNUAL STATISTICAL 
~ AND MARKET PLANNING ISSUE 


OPENS JANUARY Ist 


Directed by EDITORIAL STAFF OF “MEKCH” 
Produced by McGRAW-HILL PUBLISHING CO. 


27th ANNUAL STATISTICAL 
AND MARKET PLANNING ISSUE 


Includes such valuable features as up-to-the-min- 
ute data relating to all important electrical appliances 
and radios and provides a complete review of past 


- replacement potentials by regions and markets. These * 


round salesman for your products. 


The year 1948 will mark the first buyers’ market 
_ year of really keen competition. Dealers will be refer- 
_ ring to this issue almost daily for statistical and market 
information — this means your product story will be 


For over 40 years ELECTRICAL MERCHANDISING 
has been recognized as the number one magazine in 

the appliance and radio industry. With a circulation 
~ of over 35,000, “MERCH” blankets all the important 
and selective sections of the field. 
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HANKSCRAFT 


Egg Cooker 
Display Assortment 


é 4 


— THAT WILL CREATE 
BIGGER VOLUME FOR YOU! 


This dramatic, 3-dimensional, full color display attracts 
and sells! Tells the story of how eggs are prepared right at 


the table the handy Hankscraft way. Features colorful 
Hankscraft Egg Service Set; also displays gaily colored, 
individual Hankscraft Egg Cookers. 


NO. 874 EGG COOKER 


For sales appeal you can't beat this beautiful 
chrome-and-porcelain automatic-electric egg 
cooker. Boils, poaches, scrambles, shirs eggs 
right at the table — exactly to taste. Colors: red, 
yellow, blue, green. Retail price $5.95 


NO. 1083 EGG SERVICE 


There are bigger profits in this stunning 
breakfast ensemble. Consists of Hankscraft 
automatic-electric egg cooker, 4 colorful 
double egg cups, glass poaching dish and 
chrome serving tray. Retail price .$8.95 


(Cartoned in one standard package) 


2 . . Model No. 1083 Egg Service Sets. Retail at $8.95 each $ 17.90 
4 . . Model No, 874 Egg Cookers (one each in Red, Yellow, 


Blue, Green). Retail at $5.95 23.80 

1 .. Three-dimensional window. display - No Charge 
pf YOUR SELLING PRICE 41.70 
YOUR COST 25.02 


PROFIT $16.68 


haa the Meu HoUR VAPORIZER-HUMIDIFIER 
the HANKSCRAFT (/a407- Hlaoter 


New! Larger! Smartly styled! Operates for 6 hours. Delivers a 
steady, heavy flow of healthful steam. Employs basic Hankscraft 
principle: Water completes an electrical circuit, turns to steam; 
current automatically shuts off when all water is used. Invaluable 
for treating colds, croup, and bronchial ailments. Makes an ideal 
humidifier, also. Model No. 1082. Retail price $8.95 


DISTRIBUTOR 
NEWS 


HANKSCRAFT EGG COOKER ASSORTMENT No. 48 


One of the partners in the late firm 
of Moore & McCord, Ltd., namely 
C. O. McCord, has formed McCord 
& Co. Inc., to distribute Majestic 
radios, etc. The firm is located at 
338 W. Peachtree St., Atlanta. 

All Georgia radio dealers and their 
friends were invited guests at a recent 
open house showing of the complete 
Stewart-Warner radio line held in 
\tlanta by the Cowan-Boze Co., Inc. 
The firm's address is 224 Nelson St., 
S.W. 


ILLINOIS 


Walter Trittipo, for years a fixture 
at the Merchandise Mart in Chicago, 
is now a manufacturers’ agent at 926 
Lake Ave., Wilmette. He is repre 
senting a line of sun lamps and a 
line of electric carpet sweepers, among 
other products. 

On went the hats of some 1500 
Chicago dealers, and off went the 
dealers to the headquarters of the 
Hyland Electrical Supply Co. at 700 
Jackson Blvd. Their purpose: to 
learn how to demonstrate and display 
small appliances, and some majors as 
well No door prizes or free beer 
lured them—nothing but coffee and 
cookies and the desire to be up-to 
date on selling techniques. Even 
merchandise was not there in abun 
dance, according to Willard Schwab, 
vice-president. But they came. 


KANSAS 


Midwestern facilities of the Gen 
eral Electric Supply Corp. will b 
further expanded when the firm makes 
use of a recently leased four-story, 
40,000 sq. it. building in Wichita 
The company serves the western halt 
and southern part of Kansas. 


He's Grateful for Radio 


BECAUSE Yoshinao Omiya, blind vet- 
eran of the 442nd Infantry knew what 
radio meant to him and was able to 
get it down in words, he won a Gibson 
refrigerator in a recent contest con- 
ducted by radio station KULA, Hono- 
lulu, Hawaii. Charles Cummings, sales 
manager of R. A. Howe & Co., Hawaii 
distributing firm, congratulates Mr. 
Omiya. 
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"peer WINTER, what keeps millions of us 
awake nights? 


Not the “flying saucers.” Not even the income 
tax. No sir! 


COLD FEET— that’s what! 


Our ancestors took hot bricks to bed. Some of 
us take hot water bottles. Most of us just suffer. 
BUT— no longer! 


Now — the new General Electric Footwarmer! 
The only low-priced electric footwarmer on the 
market! 


A market in the millions! — Consumer survey 
shows a real need, a real demand. 7 out of every 
10 who answered questionnaires said one or 
more family members were troubled with cold 
feet. 7 out of every 10 expressed definite favor- 
able interest in an electric footwarmer. 

That’s a lot of customers, a lot of sales for 
you! 


*% Long and lightweight — Beautifully designed — 
36 x 17 inches. Pastel shades of rose. blue. or 
green. Can be centered over the feet of one 


person. or spread over the feet of two. 


So convenient to use—Slip footwarmer between 
top sheet and blanket above. Turn on switch. 
You're set for a night of restful sleep. 


* Gentle, steady warmth — Evenly. automatically 
controlled by 3 thermostats. Just right to 
keep feet snug without causing perspiration. 


Waterproof construction— Electrical system 


$7.55 plus 40¢ tax, retail 


completely sealed. completely waterproof. 

% Launders like a charm— Material preshrunk. 
Directions for easy hand laundering included. 

% Low operating cost— \verages about Yc per 
night. A small price for a great comfort! 

Not a heating pad— Ihe G-!) Footwarmer is 
over 3 times as large as a heating pad. lighter in 
weight. contains no padding. uses less current. 


ORDER NOW! 


The season of cold weather and cold feet is al- 
most here. Be the first in your neighborhood to 
offer this sensational new appliance! Contact 
your distributor now for early delivery! 
General Electric Company. Appliance and 


Merchandise Dept.. Bridgeport 2. Conn. 


GENERAL ELECTRIC 
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WHEREVER IT GOES! 


\ a @ Dealers tell us they’ve never seen anything 
like it! Wherever Arvin’s Lectric Cook appears, 
women rush to buy! Here, at last, is the practi- 
cal, family-size electric “cook” that does every- 
thing — grills, fries, toasts, and bakes 4 big waffles 
at a time, automatically! 

It’s all-year-round cooking equipment for the home, and moves out 
to the porch or backyard for summer-time meals. Save steps, saves 
fuss, saves work anywhere. A natural for cooking in small kitchens, 
trailers, and light housekeeping rooms! 

Yes, the Arvin Lectric Cook gives your customers what they've al- 
ways wanted ... and national advertising in Ladies’ Home Journal, 
Better Homes and Gardens, and The Saturday Evening Post .. . plus 
the reliable Arvin name . . . make it one of the year’s leading sellers! 


The profit is wide, and the turnover terrific at $2 7* 


> ... the name on many profit- building products from 


NOBLITT-SPARKS INDUSTRIES, INC. Columbus, Indiana 


Ary 


Arvin eaters, Ary ar Heater 


Wattles 
Automatically 


Sandwiches 
4 at time 


Bacon and Eggs 


DISTRIBUTOR NEWS 


MAINE 


Coffin & Wimple, Inc., of Bangor, 
have been named distributors of L & 
H electric ranges and water heaters 
in the state of Maine. 


MASSACHUSETTS 


Allied Appliance Co., Boston, with 
showrooms and sales offices at 11 
Berkeley St., has spent a lot of its 
time recently in showing the 1948 line 
of Bendix radios to its dealers in the 


section. The first showing was in 
Boston, with subsequent demonstra- 
tions in Worcester, Bangor, Me., 


Portland, Me., and Manchester, N. H. 
Ralph S. Cron, vice-president and 
general manager of Allied, announces 
two new appointments. Frederick A. 
O'Leary has succeeded Thomas Mc- 


F. A. O'LEARY 


3endix Radio 
division, and a new position has been 
created for Mr. McCue as a step in 


Cue as manager of the 


THOMAS McCUE 


Allied’s program of close dealer co- 
operation, in which he will be field 
promotion manager. He will be 
with Roy Davey, who 
heads up the promotion division. 


assoc iated 


MISSOURI 


Maco Appliance Distributors, Inc., 
Kansas City, is now four times as 
large as it was when it started last 
year, what with a recent leasing of 
the first floor and basement of a build- 
ing at 814-16 Delaware St. The firm, 
organized by Richard U. Gould, was 
located at 1815 Baltimore Ave. at 
first. Its distribution area covers 
western Missouri and eastern Kansas. 


NOVEMBER 1, 


NEVADA 


The Salt Lake Hardware Co. has 
been appointed a Motorola distributor, 
according to William H. Kelley, gen- 
eral sales manager of Motorola, Inc. 
Charles T. Wheeler is president and 
general manager of the wholesale 
firm. 


NEW JERSEY 


With that well-known sellers’ market 
rapidly drawing to a close, Krich- 
Radisco, Newark wholesalers, have 
decided to do something about it by 
initiating a program to train house-to- 
house salesmen for their dealers. 
Those who reply to the help wanted 
ads running in key cities, and who 
pass the screening interview, are given 
basic training by Krich-Radisco. They 
are then assigned to dealers who are 
interested, and follow leads furnished 
by the dealers, being paid straight 
salary or straight commission, or a 
combination. They then return to the 
Krich-Radisco school for a further 
evening training period. Max H. 
Krich, president of the firm, expresses 
satisfaction with the type of men who 
have been attracted by the plan so far. 

In an expansion move, the Apollo 
Distributing Co., 15-17 Shipman St., 
Newark, has announced the following 
appointments through Fred Goldberg, 
treasurer: Bernard Walsh has been 
appointed general manager; Harold 
Blake, formerly director of sales, is 
now sales manager in charge of all 
Crosley products; Irwin Rosenberg is 
director of advertising; Jack Edelson 
has returned as a sales representative; 
Joe Hollander, formerly with the sales 
staff, is now heading a special Crosley 
Frostmaster division. 


NEW YORK 


The Fresh’nd-Aire Co., a division 
of Cory Corp., Chicago, has appointed 
the W. A. Nixon Sales Co., headed 
by William A. Nixon, to represent 
the firm in the metropolitan New 
York area on its new Fresh’nd-Aire 
humidifier. 

Wally B. Swank, former sales man- 
ager of the E. F. Johnson Co., Waseca, 


WALLY B. SWANK 


Minn., has announced that he has 
formed his own organization, lo- 
cated at 400 Cherry Road, Syracuse. 
He will represent the manufacturers 
of several lines of electrical and elec- 
tronic equipment for all of New York 
state except New York City. Mr. 
Swank has had considerable experi- 
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There’s something 
missing from your 


PROFIT PICTUR 


unless you handle the 


€lectcic Steam 


THESE SPECIAL FEATURES GUAR- 
ANTEE SALES AND SATISFACTION 


A FUSIBLE PLUG. An extra safety feature. Plug melts 
out at 20 Ib. pressure, yet radiator is built to withstand 
130 Ibs. 

B SENTINEL LIGHT. Glows only when current is ON. 
Shows how radiator uses electricity only 75% of the time 
when plugged in. 

C 2-WAY THERMOSTATIC CONTROL. Automatically 
keeps steam pressure within safe range at all times—also 
turns radiator on and off to keep room temperature at 
desired point. 


D AIR VENT. Coin-operated valve to vent air when 
radiator is first put into operation. 

E FILLER CAP. Water added here after every 500 hours 
of use. All radiators shipped contain ‘'Prestone’ brand 
anti-freeze and water. 

F EASY TO MOVE. Portable models equipped with easy- 
rolling, ball bearing Atlasite casters. Won't mar floors. 

G CALROD HEATING ELEMENT. This famous immersion- 
type coil is built to deliver 15-20 years of service under 
ordinary use. 


— the safe, fully-automatic, auxiliary heating unit 
that’s built for years of satisfactory service. 


The Burnham Electric Steam Radiator 


is a powerful and proven business 
builder. First introduced in 1932, it has 
been sold to tens of thousands of satis- 
fied customers. It is a quality heater 
throughout — and incorporates special 
exclusive features that make it the most 
wanted auxiliary heating unit in the 
world. Approved by Underwriters’ 
Laboratories. It is available in 6 
different sizes (AC or DC) with heat 
outputs ranging from 3,360 BTU to 


10,080 BTU.* 

The Burnham line of Electric Steam 
Radiators is handled only by reput- 
able Electric Appliance Dealers. The 
Burnham Electric Steam Radiator is 
now being advertised in the Saturday 
Evening Post and other big-circulation 
national magazines. Inquiries from this 
advertising will be referred to local 
dealers. Mail coupon NOW for prices 
and full details — on business letter- 
head, please. 


*We supply a Special Heating Manual with simple 


CASH IN ON THE ACTIVE DEMAND 
FOR THIS RADIATOR SHOWN BY 
THE FLOOD OF COUPONS POURING IN 
FROM OUR NATIONAL ADVERTISING 


Valuable Sales leads are already pouring in from 
BURNHAM'S Big National Advertising Campaign now 
appearing in Saturday Evening Post, House & Garden, 
Better Homes & Gardens, House Beautiful, The American 
Home and Parents Mago- 
zine. This advertising is 
reaching more than 100,- 
000,006 magazine readers 
between September ‘47 and 
March '48, and will provide 
excellent sales prospects 
for Burnham Dealers every- 


instructions for figuring correct size for any room. whens 


Burnham Corporation, Electric Radiator Dept. 
Irvington, N. Y. 


Dept. EM117 


We are interested in knowing more about Burnham Electric Steam Radiators. 
Please send full particulars without obligation. 


ELECTRIC RADIATOR DEPARTMENT 

_j 
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Merchandising 
Advantages 


— removable base. 


A blast of air instec.d of a towel! Here's an idea 


you can really sell. It's the modern way to quick, 
satisfactory, completely sanitary drying. Air, hot or cold, 
races just where needed. Every housewife, every 
stenographer or shop girl, wants this versatile 
electric dryer for drying hair or hands... 
vaporizing or fanning in the nursery . . . defrosting 
drying nail polish. The list 
of possible uses is almost endless. 
RACE 65 Electric Dryer is to sell it. 


“Window display’ packaging makes 


You'll be amazed at rapid turn- 


over and increased departmental revenue. 


It's not too late to get this sensational seller for 
the Christmas crowds. Write or wire us today 


for illustrated bulletins and dealer discount. 


OEPT E-11, 1637 GOOLD STREET, RACINE, WISCONSIN 


ence in radio, both practical and in 
sales, and before going with the John- 
son firm, had a setup in the Midwest 
similar to his present one. 


NORTH CAROLINA 


Preston Belvin III, general sales 
manager of A. K. Sutton, Inc., Char- 
lotte, was the principal speaker at a 
meeting of 150 Philco appliance deal 
ers of Ashville and western North 
Carolina recently. P. H. Batte, Jr.. 
Philco representative in western 
North Carolina, presided and intro- 
duced the speaker. 


OHIO 


Charles R. Bailey and W. H. John- 
son have been named manager of the 
radio and record departments, respec- 
tively, by Gordon A. Brawley, presi- 
dent of the Sackett Electric Corp., 
97-99-101 W. Fourth St., Columbus. 


PENNSYLVANIA 


According to Harold W. Goldstein. 
president of the Anchor Distributing 
Co. of Pittsburgh, the firm has com 
pleted a modernizing and air -condition- 
ing program in their offices at 955-957 
Liberty Ave. The main building con- 
sists of about 25,000 sq. ft. 

Keps Electric Co., Pittsburgh, has 
been named a distributor of Phono's 
phonographs 

John O. MeKeekin, formerly sales 
manager for Columbia records at Lu! 
wig Hommel’s in Pittsburgh, has been 
made sales promotion manager, a 


ording to |. K. Weiner, general man- 


rer ot thre 


TENNESSEE 


Shobe, Inc., Memphis, has been ap 
pointed a distributor for Easy washing 
machines and ironers, and for Cooler 
ator products. The same firm has been 
stirring up interest by a simple post 
paid business reply envelope it has been 
sending out to all its dealers asking this 
one question: “Won't you drop us a 
line?" It goes on to say, “We'd like 
to hear from you—suggestions, com- 
plaints, orders. We pay the postage 
anyhow.” The rest is blank, except 
for a list of lines handled. 

J. M. Cartwright & Sons of Memphis 
and Atlanta have been appointed sales 
representatives of Air King radios, ac- 
cording to J. J. Clune, merchandise 
manager, Air King Products Co., Inc.. 
Brooklyn, N. Y 

\llied Appliance Distributors, Inc., 
has taken over the former U. S. Rub 
ber Co. Building at 713 Linden, Mem- 
phis. R. W. Bomar, president, and V. 
Vowell, vice-president, have already 
moved their firm in. 


TEXAS 


According to an announcement by 
EK. Gaut, vice-president and general 
manager of Victor Electric Products. 
Inc., Cincinnati, O., Peabody Brothers, 
manufacturers’ sales agents, Dallas, 


} 


have been appointed southwestern rep 


resentatives for the firm 


VIRGINIA 


\. R. Tiller, Inc., 


NOVEMBER 1, 


distributors of 
Mayo and small appliances, radios, 


RCA Victor's recent promotional con- 
test for Robert Merrill's recording of 
the Yale “Whiffenpoof Song” brought 
first prize of $300 to R.T.A. Distributors, 
Albany, here represented by Harold 
Gabrilove, vice-president (center), and 
Richard Fay, record sales manager 
(right). M. F. Blakeslee, RCA's eastern 
regional manager, presents the scroll of 
victory. Second prize was won by Glenn 
Earle Co., Salt Lake City, and third 
prize by Morris Distributing Co., Syra- 
cuse. 


etc., in Virginia and the two Carolinas, 
has occupied new and larger quarters 
at 959 Myers St.. West End, Rich 
mond 


WASHINGTON 


Recently appointed vice-president 
of Radio, Television and Appliance, 
Inc., Philco distributor in Seattle, is 
F. T. Brien, former district manager 
of Graybar who managed the elec- 
trical appliance department of that 
company for 13 years. The announce- 
ment comes from S. L. Savidge, presi- 
dent of the former company. 


WISCONSIN 


Price Davis, Sr., president of Shad 
bolt & Boyd Co., Milwaukee, died 
recently at the age of 77. He had 
held top position with the firm for 18 
years, and was well known in the 
hardware and appliance field, his firm 
being distributor for a number of 
nationally advertised brands. 

Sehold the saga of the Lappin Flec- 
tric Co. of Milwaukee. Two years 
ago it was doing some selling in the 
line of distributirg electrical contract- 
ing materials, very little in appliances. 
Then a new sales manager in the per- 
son of Edward Janecek stepped in, 
stepped up the sales force from one 
man to ten plus (two men for good- 
will and nothing else), and the firm 
began stepping out. The line, headed 
by Apex and = Farnsworth, wasn't 
changed, but everything else was 
The first step was to hold weekly 
“strategy” conferences. Other  fea- 
ures were sound films for dealer meet 
ings, a series of unique frozen food 
dinners and a policy of intimate per- 
between salesman 
and dealer. Mr. Janecek was given a 
free hand by Dave Lappin, company 
head, and it has paid off. 


sonal relationship 
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““Stop-and-Go” Signals 
The Hotpoint Griddle-Grill ends all guesswork 
with Separate Signal Lights—one for the upper, 
one for the lower grid. These lights tell (1) when 
the current is turned on and (2) when the desired 
temperature has been reached. 


ideal for: Restaurants, 
Lunch Counters, Drive- 

Ins, Coffee Shops, Insti- 

tutions, Hotels, Taverns, a 


Drug Stores, Private 
Clubs. 


Fry Kettle HK3 


Hotplate HH! 


Here’s the Revolutionary New Hotpoint Electric 


COUNTER 


AKE one—take any one—of the five cus- 

tom-matched appliances in the new Hotpoint 
Counter Kitchen...and you'll soon see a differ- 
ence in the monthly P. & L. But put all five of 
them together and the results are beautiful to 
behold. That's because the new Hotpoint 
Counter Kitchen helps you prepare better food, 


60 Orders in 60 Minutes! 


That’s how fast you can turn out bacon and eggs 
with the wonderful new Hotpoint Griddle-Grill. 
Eggs fry on the front half; bacon is done (both 
sides at once, no turning, no pre-cooking!) be- 
tween upper and lower grids of Grill section. Lets 
you cut as many as 32 slices per pound! 


No Waiting for Heat 


Six minutes after you open for business, you’ll 
be ready to turn out egg combinations, steaks, 
chops, hamburgers. This amazing performance 
is possible because the new Griddle-Grill pre- 
heats to 400 degrees in less than that many 
seconds! Faster recovery, too! 


Temperatures Made to Order 


You get the benefits of three appliances in one 
(Grill, Griddle and combination Grill and Griddle) 
thanks to such features as Separate, Variable 
Temperature Controls. These allow independent 
adjustment for upper and lower grid, make com- 
bination dishes easy. 


Griddle HG2 


‘in Jess space, with greater speed for record profits! 


All five Hotpoint appliances are identical 
in size—all are finished in the same lustrous, 
non-tarnishing chrome. Fitted together with 
accessory banking strips, the beautiful over-all 
appearance is that of a single, custom-built 
device only 7)4 feet from end to end. Begin 


Be Sure to Visit the Hotpoint Exhibit at the National Hotel Exposition, Grand 
Central Palace, New York, November 10 through 14, Booths 43 and 44, 


matched bealy by 


A GENERAL ELECTRIC AFFILIATE 
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Griddle-Grill HG3 


...just one of five great new appliances 
in the Counter Kitchen. 


now to install a Counter Kitchen by Hotpoint. 
You can order any or all appliances in this great 
new line and add to your Counter Kitchen as 
the need warrants. Mail coupon today for folder 
giving complete details: 
MAIL TODAY 


Hotpoint Inc. 
5620 West Taylor Street 
Chicago 44, Illinois 


Without obligation, please 7 
send me your free folder describing the new 
Hotpoint Electric Counter Kitchen. 

Name 

Address 


City = —— 


S22 
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HOOVER 


14 horsepower and up 


Your customers know they are buying the finest in fractional 
horsepower motors when they see the name “Hoover” on 
the name plate. 

They know Hoover as the "great name”’ in electric cleaners— 
its reputation for fine products. 

And they can be sure that the Hoover Fractional Horsepower 
Motors will give them many years of efficient service. 

In the new Hoover Motors, dealers have the answer for 
customers who want the best they can buy. 


FEATURES OF THE HOOVER MOTOR 


Induction run... single phase ... 60 cycles...1725 R.P.M....heavy duty... 
built for continuous operation 


Capacitor start . . . more than 300°; full load starting torque with 
minimum current flow. 

No vibration or “shift” . . . integral feet, carefully machined to give 
solid mounting and quiet operation. 

Low temperature . . . electrical and mechanical design for low- 
temperature operation. Ventilated open type. 40° C. Rise. 
Laminated steel rotor . . . carefully ground and bal- 
anced for maximum efficiency. 

Centrifugal starting switch... designed and built 
for years of trouble-free operation. 

High-grade ball bearings . . . sealed against dust 
and grit, give smooth performance and long wear. 
Rotation . . . clock or counterclockwise. 


Sold only through retail outlets. 


Makers of the 
THE HOOVER COMPANY 


Electric Motor Division—North Canton, Ohio 
Hamilton, Ontario, Canada HOOVER 
CLEANERS 
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THE DIFFICULT PROBLEM of displaying console radios and radio-phonograph 
combinations efficiently without taking up too much space with large backgrounds 
has been solved at the South Broadway store of the May Company, Denver, Colorado, 
by the use of movable limed-oak screens, according to L. L. Reber, store manager. 
As shown, each screen is a 4!/2x3!/2-ft. panel, with an extended edge, mounted on 


circular legs at either end. To display any radio or radio-phonograph combination 
effectively, it is simply pushed to the proper position on the floor and a screen 


pushed behind. 


DEALER 


ALABAMA 


The Jesse French Piano Co. has 
issued an invitation to the populace of 
Montgomery to visit its new store at 
27 Commerce St. Those who accept 
can see the radios which are part of 
the firm’s stock—among them Strom- 
berg-Carlson, General Electric, Ad 
miral, RCA Victor, Wilcox-Gay and 
Arvin 


CALIFORNIA 


Gene Kehr and Ben Hurt have pu 
chased the interests of Paul and Betty 
Eklund in Eklund’s Appliance Store. 
La Mesa. The name oi the store will 
remain the same, but it will have a 
new location across the street, a tew 
doors from the utility office. Mr. Kehr 
is a former distributor's representative, 
and Mr. Hurt has been in appliance 
sales work with the San Diego Gas & 
Electric Co. for 12 years. 

Something like 1,000 sq. ft. more dis 
play space for appliances is being ar- 
ranged by the Mitchell Furniture Co., 
Barstow. 

Two war veterans who attended 
Sacramento College have returned to 
that city and purchased the Dickinson 
Radio Co. They are George Murphy, 
formerly of Alameda, Calif., and 
Claude E. Waddell, formerly of Butte, 
Mont 


DELAWARE 


The Burkhard Electric Store at 101 
S. Maryland Ave. in Elmhurst, a sub 
urb of Wilmington, has been com- 
pletely renovated and remodeled. Burk- 
hard’s is the representative in the 
Richardson Park sector for General 
Electric appliances, and for General 
Electric, Phileo and Zenith radios. 


FLORIDA 


A desire to add appliances, but a lack 
of space to carry out the desire, forced 
Rehbaum’s Hardware Store in Mount 
Dora to open a new store, Rehbaum’s 
Appliances, on Fifth Ave. The shop 


NOVEMBER I, 


measures 15x50 ft. Owners are Alfred 
Rehbaum and his son, Alfred, Jr. J. 
M. Greene is in charge of the appliance 
shop. 

A mobile workshop for repairs in 
homes is a new feature of Florida Elec- 
tric, Inc., 733 S.W. Eighth St., Miami 
Also of interest is the fact that the 
business is no longer a copartnership of 
Jimmy Madden and Reg. Burkholder, 
but a corporation, with the same own- 
ers. The firm’s main line 1s Frigidaire 

The Appliance Center, 31 E. Church 
St.. Orlando, has been having a busy 
time selling out its stock. The store 
is moving to a new location. 

I. Scott Griswold has assumed his 
duties as manager of Associated Stores 


F. SCOTT GRISWOLD 


of St. Petersburg. He was formerly 
general manager of Maisel’s in Bui- 
falo, and has been active in the aj 
pliance and radio field since 1923. 


GEORGIA 


An opening was held recently f¢ 
the Giit Corner of Putzel Electi 
Co. at 420 Second St., Macon, accor: 
ing to Irving M. Putzel. The new de 
partment will feature appliances pron 
inently. 

The Farm and Home Service an 
Supply Co. in Millen has been sold b 
Brins A. Wallace to E. D. Fletcher 
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Demand far ahead supply 


because NESCO 


Guaranteed by 
Good Housekeeping 


“ALL AROUND” HEAT is the secret of 
the Nesco’s marvelous cooking. Heat- 
ing elements in sides as well as bottom 
surround food with steady, even heat. 


far ahead quality! 


NESCO Roaster Model 106 


OUNTLESS thousands of women through- 
out the country, who appreciate superior 
features that help them turn out better meals 
with less work, have put a Nesco Roaster 
high on their “must have” lists. They know, 


too, there’s no substitute for Nesco quality. 


That is why it’s almost impossible for you 
to keep a Nesco Roaster on display for more 


than a short time—and why, under today’s 


production conditions, we're having a hard 


time making supply even approach demand. 


Sound basic design, quality manufacture by 
skilled craftsmen, plus aggressive national 
advertising and alert merchandising, have 
made ‘‘Nesco Roaster” a household word 
everywhere—and a dependable source of 
profits for dealers who know that selling 


the best is the best way to build business. 


NATIONAL ENAMELING AND STAMPING COMPANY 


EXECUTIVE OFFICES: 270 NORTH 12th STREET, MILWAUKEE 1, WISCONSIN 


SALES OFFICES: MERCHANDISE MART, CHICAGO + 200 FIFTH AVENUE BLDG., NEW YORK * CANDLER BUILDING, ATLANTA 
AMBASSADOR BLDG., ST. LOUIS * WESTERN MERCHANDISE MART, SAN FRANCISCO 
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For KitchenAid Coffee Mill Sales... 


Use That Bean! 


Everyone goes for tne 
aroma of freshly-ground 
coffee. Just pour a pound 
of coffee beans into the 
electric mill. Flip the 
switch at strategic mo- 
ments. 


KitchenAid does it 


electrically—instantly— 
in any desired grind to ty 


suit any method of cof- 
fee brewing. Results: 
Sales-SALES-SALES. 


Everyone’s a prospect! 


Then—explain how 
quickly the caffeol (the 
delicate essence of coffee 
flavor) evaporates after 
the bean is ground, Dem- 
onstrate how delicious 
freshly-ground coffee 
smells. Show how coffee, 
ground moments before 
use, means the finest cup 
of coffee in the world. 


DEALER DOINGS 


The KitchenAid Electric 
Coffee Mill is a quality 
Hobart product .. . a little 
brother of the famed 
Hobart commercial food 
machines. It rounds out the 
KitchenAid line of top-qual- 
ity household mixers and 
attachments, KitchenAid 
is getting more powerful 
national advertising sup- 
port than ever before. Ask 
your distributor about 
these products today. 


The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohio 
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The firm has been specializing in the 
sale of appliances. 

\ service department has been added 
to the contracting and sales divisions 
of the Chatham Electric Co., known 
as the Good Housekeeping Store, 2413 
Waters Ave., Savannah, to celebrate 
the firm’s third anniversary. J. M. 
Morris will head the new section. 

James F. Meyer, Jr., has been chosen 
to manage the radio sales and service 
department of the Victory Hardware 
and Appliance Co. The firm, located at 
2809 Bull St., Savannah, has just set 
up the department 

Gutted by fire several months ago, 
the Medel Auto & Home Supply store 
has bounced back and is reopening for 
business in Monroe, featuring the 
Norge line of refrigerators. 


IOWA 


The Ben Smith Electrical Appliance 
Store in Cresco has been purchased 
from B. EF. Smith. Terry Watros is 
the new owner, and he will be in active 
charge as manager. 


KANSAS 


You can't be too caretul, Chester 
Garmen now realizes. One of the 
owners of the Garmen Implement and 
Electrical Store at Courtland, he dis 
covered recently that thieves had en- 
tered his place of business and mack 
off with a thousand dollars worth of 
merchandise, including a healthy num- 
ber of appliances. They evidently had 
a truck or car nearby, because they 
managed to get away with a consider- 
able amount of heavy goods. 

Fifty years of business in Wamego 
are being celebrated by J EK. Stewart 
& Sons, electrical appliance, furniture, 
hardware and paint retailers who also 
operate the Stewart Funeral Hom 
The firm’s present location, where it 
has been since 1924, is its third. J. F 
Stewart, co-founder, was twice mayor 
of Wamego. Since his death in 1927 
his sons, Harold and Glenn, have been 
operating the business. Harold has 
also been mayor of the city, and Glenn 
1S president of the city council. The 
store itself is located in the city’s larg 
est building, and measures 50x 150 ft. 


LOUISIANA 


he Rouell Appliance Co. has 
opened its second store in New Or- 
leans, this one in the midtown shop- 
ping section at 4031 Canal St. Al 
Rouell will sell the same appliances 
and other goods here as he does at 
his first location, 300 Huey P. Long 
Ave., Gretna 

Normandie Radio & Electric, 115 
Decatur St.. New Orleans, has an 
nounced the opening of its new mod- 
ern store at 532 Canal St., featuring 
service on all makes of radios, phono- 
graphs and recorders. 


MICHIGAN 


The Holland Radio & Refrigerator 
Co. of Holland has been sold to a new 
company, the Holland Radio & Ap- 
pliance Co., to be owned and managed 
by Henry Tysse. 

The Meyer Jewelry Co. of Detroit 
has opened its new Disc Shop, fea- 
turing a “lean-on” counter which will 
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IT’S TIME FOR APPLIANCES in San 
Fernando, Calif., and prospects can't miss 
the brand or the location with this day 
and night (neon) sign over the building 
that houses the "Trading Post’, local ap- 
pliance store. 


accommodate eight listeners, with 
hidden turntables operated only by 
clerks. Soundproof booths are re 
served for classical music buyers. At 
the same time, the store opened its 
newly remodeled radio and appliance 
department. 


NEW YORK 


\ new branch has been opened at 
322 Broadway, Albany, by Terminal 
Hardware. A complete line of appli- 
ances can be found there 

H. B. Graves Co., 78 State St., 


Rochester, has opened its newly mod- 
ernized appliance department. 

limes Square Stores of New York 
City have lost a major appliance and 
adio buyer. Frank Kelly has re- 
signed his position 

Qn its fifth floor. G. Schirmer has 
opened a radio and television § salon. 
The firm, located at 3 E. 43rd St. 
New York City, caters principally to 
musicians, singers and music teachers. 

Charles Bond, owner of a radio store 
at 152 E. 53rd St.. has opened another 
at 518 Madison Ave., New York City 
The stores, designed cater to the 
vealthy residents of the neighborhood, 
market a private line of radios built in 
Mr. Bond's own factory. The phono 
graph section features four listening 
booths without phonographs. The cus- 
tomer tells the clerk what he wants to 
hear, and the music is piped in from 
in outside showcase, thus preventing 
handling, breakage. et: 


NORTH CAROLINA 


Hyman's Furniture Co., “near the 
railroad tracks,” has reopened at 506 
Ss. Elm St. in Greensboro. The store 
ieatures major appliances 

The Swanger Electric Co. has oc- 
cupied new and larger quarters at 181- 
83 Broadway in Asheville. J. W. Swan- 
ger’s store features a large stock of 
appliances, along with plenty of park- 
ing space. 


NORTH DAKOTA 


A new building has been constructed 
for Ted Schultz in Mayville. He 
wanted something to house an elec- 


C3 
1 
( 
a | 
| 
| 
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| ical appliance shop which he was ernistic one-story structure soon. The 
| idy to move, and chose this as the building, located at Ninth and Grace 
st answer. Sts., will have a repair department, a lip the Switch Clear the track 
fixture and appliance display room, and 
— SOUTH DAKOTA a contracting department. fi i 
; A new Magnavox salon has been or better ITCHEN ID ales 
H The State Electric Co. has opened = opened on the fourth floor of Joske’s 
new appliance store in Pierre, with in San Antonio. 
Brandt and Francis Downes P, fi 
operators, to be assisted by three wneeees rofits run higher on KitchenAid sales, because dollar volume per 2 
wlesmen. unit sale is higher—because there are several models to sell up to 
—because attachment sales and KitchenAid Coffee Mill sales fol- 
: fed Roman, who has been an elec- American Electric Co. is the new , 
; ician with the REA, has taken pos- name of what used to be known as the low so logically. Test yourself ee these proven techniques fer 
session of the Shanny Shop at Ros- A C Blectric Co.. lnc, 0. B.. Meller closing KitchenAid sales and affording greater customer satisfaction. 
olt, having purchased it from Mr. is president of the Arlington firm. 
mid Mrs. Shanahan. 
WEST VIRGINIA 
TEXAS Do you just say that KitchenAid 
The Charleston firm of Goldfarb has more than enough power 
| me: Norman has arranged for the Electric Supply Co. Ine., will erect an for every job without “power 
construction of a modernistic new — addition to its building at 616 Lee St. adapters”? Or do you also* slip 
home for his Norman-Young Home on the juicer and show so much 
\ppliance Co. in Dallas, and it’s go- ALASKA power the hand can’t stop it? 
i ing to cost him more than a quarter 
of a million dollars. It will be located \ new electrical store is scheduled 
it Ross Ave. and Lamar St. for Wrangell, pending location of suit- 
The Joe Adair Electric Co., Wich able quarters by Thor Hofstad, who is 
ita Falls, is moving into a new, mod- — now operating out of his home. 
Do you try to describe exclusive 
Planetary Action? Or do you 
also * flip on the switch and 
World's Simplest Wringer Tester show how the self-scraping beat- 
er travels around the bow! while 
a rotating on its own axis? And 
show how the special design of 4 
the stationary bowl combines 533 
with with this for consistent fidelity 
vy by to recipes in both large and 
> re- small quantities? 
s. At 
its 
lianc 
Do you talk about KitchenAid 
attachments? Or do you also * 
demonstrate them in terms of 
ed at doing tasks more conveniently 
minal and thoroughly (showing how 
appli simply they slip directly into 
the attachment hub)? 
mod- 
York 
e and Equals greater sales volume! 
KitchenAid national 
advertising—bigger and 
salon. better than ever—does 
| St., the telling. Show ’em— 
lly to A PIPE NIPPLE, mounted to a bench, permits Charles Haven of Harris Ace Stores, close *em—you’re on the 
— Janesville, Wis., to set up wringers for repair. track with KitchenAid! ‘y 
othe 
City 
o the 
hood, 
ult in 
hono 
ening 
Cus- 
its to 
from 
nting 
r the 
t 506 
store 
oc- 
 181- 
wan- 
*k of 
ITCNeENAAIL 
| REG. U S. PAT. OFF, 
Electric Food Preparer for the Home 
ucted 
He A BRACE AND BIT furnishes the locomotion to turn the wringer when the job 
elec- is done. Chuck thinks this is the most inexpensive layout for this work on record. | KitchenAid Division, THE HOBART MANUFACTURING CO., Troy, Ohie 
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SITTING PRETTY! 


Extra business comes to this dealer — don’t always know where they can 
... for the very good reason that he buy the advertised brands of elec- 
advertises in the ‘yellow pages’ of trical appliances they want...where 
the telephone directory, and people they can get the repair service they 
can find him easily and quickly. need. That's why they look it up 
For years, the Classified (yellow in the “yellow pages’ so often. 
pages’) has been a popular source \dvertise in the ‘yellow pages’ of 
of information for shoppers in your your local telephone directory and 
home town. Prospective customers you'll be “sitting pretty,” too. 


For further information, call your local telephone business office 
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Wesco Ploughs Ahead 
With Farm Equipment Plan 


The previously announced farm 
equipment program of the Westing- 
house Electric Supply Co. is being 
intensified as a result of increasing 
production, David M. Salsbury, ex- 
ecutive vice-president, declared re- 
cently The program aims to supply 
3,000,000 electrified farms through 
3,000 specially appointed farm dealers. 

To direct the distribution of farm 
implements, as well as household ap- 
pliances, the company has appointed 
as general farm sales manager Edward 
W. Gaughan, former assistant general 
appliance manager. Farm supervisors 
will be appointed in 16 districts and 
several new farm models of standard 
electrical apparatus are scheduled for 
early production. 

In explaining the program, Mr. 
Salsbury pointed out that farm income 
has doubled since 1940, a million and a 
half more farms are expected to be 
electrified within five years, and 
modern farming demands electrical 
equipment. 


Casco Promotes Year-Round 
Heating Pad Merchandising 


Since a recent survey indicated to 
the Casco Products Corp. that eight 
out of every ten persons need a heat- 
ing pad, the company has announced 
a year-round sales program. A. O. 
Samuels, head of the company’s elec- 
trical appliance division, said that 
“The new 12-months merchandising 
program ... now makes it possible for 
the dealer to get into the big heating 
pad business with a small investment 
of money, space and time.” 

Mr. Samuels explained that pennant- 
type showcards are keyed to the vari- 
ous seasons and are designed to tell 
the right selling story at the right 
time. The showcards are combined 
with the special departmental floor 
display stand which is supplied to 
Casco dealers. 


Rogers Majestic Takes Over 
Canadian Apex Distribution 


Apex vacuum cleaners, washers and 
ironers will be distributed in Canada 
by Rogers Majestic, Ltd., recently re- 
appointed as distributors by Apex 
Rotarex Corp. 

This is a resumption, said Vice- 
President A. C. Scott, of a previously 
successful relationship between the two 
companies that was interrupted by the 
war. R. M. Brophy heads Rogers 
Majestic as president. W. T. Burn- 
ham is general sales manager and W. 
W. Richardson is secretary-treasurer. 
The company also operates a large 
radio manufacturing plant at Leaside, 
Toronto. 


Eureka Williams Opens 
New Export Department 


Designed to operate on a world- 
wide basis, the formation of a new 
export division of the Eureka division 
of the Eureka Williams Corp. was an- 
nounced last month by George T. 
Stevens, executive vice-president and 
manager. The department will func- 
tion under the direction of Henry A. 
Dineger, export manager, who recently 
returned from an extensive explora- 
tory trip to Europe. Headquarters will 
be in the Empire State Building, New 
York City. 
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Parts Jobbers Publish 
\v/asher Parts Manual 

arm Rating prominent desk space in most 
ing- jliance stores is the recently pub- 
cing ed Washing Machine Parts Man- 
ies 1, compiled and issued by the Appli 
ex- e Parts Jobbers Assn., 1015 Dime OVCL 

Detroit 26, Mich. OF; 
pply [he association claims the volume 
ugh the most complete listing of wash- 
lers. ine machine parts ever assembled. It 
arm 1s prepared, says the organization, 
ap- a cost of over $75,000 and contains ty 
nted 10,000 photographs. Forty-four lines e e E 
ard represented, covering parts for all Id U our business 
eral vashing machines, plus a section de- p y 
sors ted to miscellaneous items. The book 
and contains a motor direction chart to- 
lard ether with a listing of trade names 

for ind names of manufacturers. Also 
Mr rhea the covers is a new section | ee all over the country have 

owing component parts of the center 
ome proved that the store that has a pleasing face—that is 
ida and models. modern and inviting, both outside and inside — in- 
| be variably attracts the most customers, makes the most 
and sales, shows the greatest profit. 

. Capitalize on the “power of a pretty face.” Remodel 
oo Now your store now with Pittsburgh Glass and Pittco Store 
Making Video Sets Front Metal. These products are the recognized leaders 
The Arcturus Radio & Television among materials for store modernization, Your architect 
Corp., a newly-formed associate com- is familiar with Pittsburgh Products, so consult him for > 
pany of Standard Arcturus Corp., a well-planned, economical design. We'll cooperate in 
to every way possible. And, if you wish you can arrange 
a. to embody surprising departures for for convenient terms through the Pittsburgh Time Pay- 
madi present construction and styles in the ment Plan. 

O. popular priced fields, the company an- Right now, send for our FREE booklet which illus- 
lec- nounced recently. trates and describes many Pittsburgh Glass and Pittco 
that James R. Donahue, formerly sales | Store Front Metal modernization iobs The coupon be- . - 
sing manager of the parent company, has | J 

ow Is for your convenience. 

for 
ting 
1ent 
ant- 
ari- 
tell 
ight 
ined 
loor 

to 

4 
and 
ada JAMES R. DONAHUE 

re- 

pex 

been elected president of the associate 3 
ice- firm and John V. Rice, formerly as- | 
usly sociated with National Union Radio i 
two Corp., has been appointed sales man- 5 

the ager in the tube division of Standard 3 
Arcturus, 
irn- 
W. 
rer. 
wae Freezer Use Education This appliance store in Chicago, Illinois, takes full advantage equalled attraction power. Modernization of this type in- 

eee? of the powerful display feature of an “open vision” store creases sales and profits . . . gets the jump on competition. ’ 
rained home economists have been front. The unobstructed view of the interior gives it un- Architects: Carl Hauber & Cedric A. Shantz. 

assigned to each of the Philco Corp’s 

tionwide campaign to educate consum- | Pittsburgh Plate Glass Company ' | 

ers in the preparation, freezing and 2363-7 Grant Building. Pittsburgh 19. Pa. 

. I I . 4 : & | Without obligation on my part, please send me a Free copy of your | 
rid- Storage of frozen foods, it was an- | | brochure, “How Eye Appeal. Inside and Out- Increases Retail Sales.” | 
new nounced recently by Walter Eichel- STO be T lo. | 
sion berger, sales manager of the firm’s | | Name | 
an- refrigerator division. Each home | oO | Address | 

T. economist will arrange educational AN D | N T | | 
and meetings for women’s clubs and | City State | 
7% department stores. The program is 
under the direction of Adelaide PAINTS GLASS CHEMICALS BRUSHES PLASTICS 
ora- Fellows, nationally known home G 
will economist in charge of the Philco 
New Home Economics Laboratories at T T S B U R G H P L A T E G L A M P A N 

Philadelphia. 
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You can sell more Home Freezers than 


We back you—the General Electric retailer — with facts 


and plans that can mean the best home freezer sales 


Let's race the facts squarely 


You know as well as we do that most people just 
don’t walk in and buy a home freezer as they 


would an electric iron. fan or food mixer. 


They have to be sold on the importance of a home 
freezer to them... and a freezer is a major invest- 


ment, 

llowever, it’s easier than many dealers think 
to build up an amazing record of freezer sales- 
when vou vourself radiate enthusiasm for a General 
Electric Home Freezer and back your conversation 
with a battery of hard-selling facts. 


To sell hard 


To radiate enthusiasm, to sell hard, you yourself 
must know from first-hand experience what a 
home freezer can really do for your customers. 
Place a General Electric Hlome Freezer in your 
own home—and sell from experience. 

Display General Electric Home Freezers in your 
window and on your floor, with frozen foods in 


them. Buy a side of beef or lamb, have it proc- 


season in your history!! 


essed—and keep the original meat bill to show 
customers how much they ean save. [t's worth a 
thousand words of sales talk. 


Start advertising —even if it’s only in a modest 
way. We have mats for you. Your G-F distributor 
will gladly send them to you. 


Follow up your prospects by phone, letter, 
and personal call. 


Put on demonstrations. Keep a scrap book 
with information on freezers and frozen foods. 


And there are other sales-wise ideas you can 
think up yourself if you will just take the time to 
think about it hard! 


Who's a prospect? 


k.veryone who lives in a home is a prospect for 
a home freezer. Every sportsman who brings 
game home is a prospect. And every family that 
lives on a farm is a natural. 

These 3 big groups, then, are your primary 
prospects. That's why General Electric is pro- 


moting Hlome Freezers to the hilt—with full 
pages each month to more than 16 million 
sportsmen, farmers, and home-loving people. 

There’s no better time than right now to get 
rolling on your Hlome Freezer sales. 

This 1917 season is a wonderful time for a 
wife to give her sportsman-husband a General 
Electric Home Freezer . . . for a farmer to sur- 
prise his family . . . for a home-loving couple to 
make an investment that will give them satis- 
faction, convenience and economy for many, 
many a year. 

Remember— YOU can sell more General Elec- 
tric Home Freezers than you think thisChristmas. 

General Electric Company, Appliance and 
Merchandise Dept., Bridgeport 2, Conn. 


Home Freezer 


For quick-freezing foods at home... 
For storing the frozen foods you buy. 


> lly 


to fel as though | were growing feathers” 


GENERAL @ ELECTRIC 


Field and Stream carries full- 
page General Electric Home 
Freezer advertising. Study these 
ads for selling points. 


General Electric Home Freezer advertisements reach more 


than 16 million magazine readers every month 


Successful Farming. See how 
we're selling farmers for you 

and what a boon the G-F Home 
Freezer really is for the farmer. 


both lucky (and smart) 
to own @ dependable General Electric Home Freezer 


This appears in Time, Better 
Homes and Gardens, House 
Beautiful, House and Garden, and 
National Geographic. 
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the women And lucky is the 
whe owns Home Freese man of the house, tes! 
\ ‘ eRe, 
Fewer locker trips when you have © - 
dependable General Electr Form Freezer 
GENERAL @ ELECTRIC GENERAL @ ELECTRIC 
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This is the 4-cubic-foot General blectric 
Home Freezer. It freezes. and stores 110 
pounds of frozen food. 


This is the 8-cubic-foot General Electric Home Freezer. It freezes, and stores 280 pounds of frozen food, 


Only when you sell General Electric Home Freezers 


can you make all these selling points 


Only General Electric, you know, has the famous Only General Electric has the Perfect Seal cabinet 


e . . e . 
“sealed-in-steel” freezing unit so successfully used in that hoards cold to keep operating costs low. 

General Electric Refrigerators. In laboratory tests, this cabinet proves so efficient that it 

More than 1.700.000 of these refrigerator units have keeps food frozen for several days even after the current is 


been giving satisfactory service in homes for ten vears. turned off!! 


General Electric know-how covers thorough 4 General Electric Hlome Freezers come with a written 


. . . 
knowledge of the refrigeration and freezing of foods 
—born of years of experience in our Food Research 


Laboratory. 


one-year warranty on the complete freezer, plus an 
additional four-year protection plan on the hermetically 
sealed system. [Usa FIVE-YEAR PROTECTION PLAN! 


ELECTRICAL 


GENERAL ELECTRIC 
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Includes one 4 feet by 4 feet, 
ceiling thick plywood 


display board, wired for 9 
tixturces. 9 residential light- 
ing tixtures as shown, 


Order yours today! 


Here is a colorful volume selling display board that means real 
profit to you—that is a “merchandising natural”! These 
packaged lighting products, smartly styled, nationally adver- 
tised and quality built will make Lighting and Lamps a highly 
profitable department for you. Display includes 9 Residential 
Lighting Fixtures. Plywood board is beige with green trim. 
Lettering is tri-color on yellow background and the unit is 
completely wired with three 20 watt fluorescent brackets for 
illuminating the signs. Heavy duty chain is included for easy 
mounting. Provision is made for joining additional boards 


for larger displays. Dimensions of board, four feet square. 


. Hardware Stores 
Electrical Stores 


NEW 
PROFITS 
FOR: 


Appliance Stores 
Wallpaper & Paint Stores 
Department Stores 
Furniture Stores 


General Merchandising Stores 


ELectricaAL DeaLers Suppty ComPaNy 


6511 EUCLID AVE. . . . . CLEVELAND 3, OHIO 


ELECTRICAL DEALERS SUPPLY CO., 6511 Euclid Ave., Cleveland 3, Ohio 


Send me at OMNCE...........c..cccceeees complete Display Boards and Lighting 
[_} Fixtures at $95.00 each. 


[] Send your New Fixture Catalog. 


COMPANY 
STREET 
CITY ZONE 


DEPARTMENT STORES 


Gorin Stores Name 
Two Appliance Buyers 


N. Gorin, president of Gorin Stores, 
New England department store chain, 
recently announced the appointment 
of Charles Russell as buyer of elec- 
trical appliances and James Taylor as 
buyer of major appliances. Mr. Rus- 
sell, who was formerly assistant buyer 
of electrical appliances for Jordan 
Marsh, will open new appliance de- 
partments in most of the company’s 
Massachusetts stores. Mr. Taylor, 
who succeeds Charles Elliott, was 
formerly with the New England 
Power Co 


Pacific Gives Appliances 
More Room in Portland Store 


The lower floor appliance depart- 
ment of the Pacific Department Store, 
Portland, Ore., has been expanded to 

lude virtually all he 
include virtually all ot the floor as a 
result of recently completed re- 
modeling. 


Evans New Radio Buyer for 
Scruggs, Vandervoort, Barney 


Robert Evans has been promoted 
from assistant buyer to buyer of radios 
for Scruggs, Vandervoort & Barney, 
St. Louis. Earl Gerwitz, formerly 
buyer of major appliances and radios, 
will concentrate on appliances as a 


result of Mr. Evans’ promotion. 


Grinnell Bros. 
Holds Radio Fair 
\ radio and television fair, with 


a $5,000 prize contest, was held by 
Grinnell Bros., in Detroit, in Septem 


ber Some 150,000 visitors went 
through the main Woodward Avenue 
store, despite the fact that it was being 
remodeled 

In the past, the fair has been an 
annual event, dating back to 1938. 


Hudson's, Detroit, Enlarges 
Major Appliance Section 


The curving lines that made the 
Westinghouse exhibit sensational at 
the Furniture Mart a couple of years 
ago are apparent in the newly re- 
modeled major appliance section of 
the J. L. Hudson Co., Detroit depart- 
ment store. 

In a department that is said to lead 
every department store in the country 
in appliance sales, the firm has now 
set up a model laundry stage, added 
a heating department, given 575 sq. ft. 
to sewing machines and apparently 
broken through the wall for a kitchen 
planning department that includes 
model display kitchens and a mer- 
chandise office. 

Electric ranges and washers face 
the escalators coming up and there 
is a department devoted to dishwasher 
and garbage disposers. As in the past, 
Hudson’s will continue with home 
advisory bureau and test kitchen, 
which is next to the auditorium. James 
B. Ogden, manager of the department, 
gave a preview to the press in Septem- 
ber and pointed out the facilities of the 
enlarged division. 


‘ 
THAT HUNGRY LOOK, still typical of 
many product-starved consumers, char- 
acterizes these women shoppers who 
avidly inspect merchandise displayed at 
the opening of Alden's new “dream 
store’ in Kankakee, Ill. 


Times Square Stores Name 
Brick Merchandise Manager 


A new position in the Times Square 
Stores organization, that of divisional 
merchandise manager of major appli 
ances, radios, housewares, sporting 
goods, and china and glass, has been 
occupied by Sy Brick. Prior to joining 
the New York corporation, Mr. Brick 
ran his own business, Tauber Plastics, 
for two years, earlier was a buyer for 
Affiliated Retailers. He began his 
career at Abraham & Straus in 1929. 


Pizitz Shifts Catalano 
to Merchandising Post 


J. J. Catalano has been appointed 
divisional merchandising manager for 
home furnishings, including major ap- 
pliances, by the Pizitz Department 
Store, Birmingham, Ala. He was for- 
merly buyer-manager of the furniture 
and bedding departments. 


Hamburg Named Appliance 
Sales Manager by Davidson 


Davidson Bros., Detroit, operators 
of the Federal Department Stores, 
have appointed R. J. Hamburg buyer 
and sales manager of appliances and 
radios. He had been branch manager 
of appliances in the company’s Wyan- 
dotte store for a year. He succeeds 
William Fenske who recently re- 
signed to join Good Housekeeping 
Shop. Prior to joining Davidson Mr. 
Hamburg had spent two years with 
Good Housekeeping Shop and 14 years 
as operating manager in the area for 
Hoover vacuum cleaners. 


Bigelow Joins Boston Store 
as Housefurnishings Manager 


John Bigelow has joined the Boston 
Store, Columbus, Ohio, as manager of 
the entire housefurnishings division, a 
post which includes the management 
of appliances. He formerly was merch- 
andise manager of home furnishings at 
the Fair Store in Cincinnati. 
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May Co. Establishes 
Appliance Repair Center 


Sales of both major and traffic ap- 
ances are expected to increase in 
Denver, Colo., area as a result of 
recent establishment of a compre- 
tensive appliance repair shop by the 
\lay Co. department store. Located 
the store’s downtown warehouse, 
the shop was established not only for 
irranty maintenance, but also as an 
answer to the forthcoming trade-in 
problem, according to L. L. Reber, 
manager of the South Broadway 
separate appliance store. 


Gimbels Manning-Bowman 
Hold School for 600 Brides 


Some 600 new housewives trooped 
into Gimbel’s Philadelphia store on 
September 26 to learn that the honey- 
moon is over when the newly-wedded 
gal wakes up to face the problems of 
an unprepared breakfast, an unironed 
shirt, and numerous other undone 
tasks. In cooperation with Manning- 
Bowman, the department store pointed 
out that Manning’s toaster, iron and 
broiler help the housewife catch up. 


Bamberger’s Housewares Fair 
Features 5,000 Items, Appliances 


Led by notables including Charles E. 
Wilson, president of General Electric, 
the consuming public flocked to the L. 
Bamberger Co's. Housewares Fair at 
the Newark, N. J., store from Septem- 
ber 10 through 27. The entire floor of 
70,000 square feet was decorated in 
carnival tradition. Twenty home econ- 
omists conducted demonstrations show- 
ing the use of appliances. 


Maison Blanche Opens 
New Orleans Branch Store 


The second floor of the re- 
centy opened Maison-Blanche-Gentilly 
branch of the Maison Blanche depart- 
ment store, New Orleans, La., in- 
cludes a complete home appliance de- 
partment. The new building is two 
stories high and occupies 35,000 square 
feet of space. It is the first of several 
large units to be erected by the firm 
in recently developed suburban areas. 


Buffalo Firm Opens Main 
Floor Appliance Center 


The William Hengerer Co., Buffalo, 
N. Y., department store, has opened a 
new appliance center on its main floor. 
Roy Geyer is buyer and manager for 
the department and Charles Nyquist is 
sales manager. The department will 
have an outside sales force of 12 men 
who are being trained by manufactur- 
ers and distributors. Two model laun- 
dries and a model kitchen are main- 
tained and demonstrators are used 
extensively. 


Rich's Groups Appliances 
On First Floor of New Store 


On the 40,000 square feet of floor 
ace on the ground floor of its new 
Bridge Building store in Atlanta, Ga., 
Rich’s, Inc., has grouped appliances 
nd housewares. Described as a revo- 
itionary merchandise grouping plan, 
the arrangement consists of specialized 
hops for various types of appliances. 
\ home service theater, operating 
der a home economist, has a stage 
each end. One stage will be used 

cooking demonstrations and one 
ior laundry demonstrations. A test 
kitchen is adjacent to the stage. Cus- 
tomer services include a kitchen plan- 
ing bureau. 


+ 


FRANKLIN L. BURNS, seated at left, Pres- 
ident of the D.C. Burns Realty and Trust 
Company of Denver, is shown surrounded 
by key members of his building organiza- 
tion. Here's what Mr. Burns said about the 
125 homes his organization has built so 
far this year: 

“We are installing range and refrigera- 
tors in all homes as part of the real estate 
and loan. This policy enhances the value 
of our properties ...the purchaser likes this 
plan, and it has been profitable for us.” 


Electrical Appliances bought, installed 
and sold through 125 BURNS Homes 


© Refrigerators 

@ Washing Machines 
e@ Water Heaters 

@ Dishwashers 

Ranges 


PRACTICAL BUILDER ¢ 
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He will be your best customer 
for the next 10 years 


aud, PRACTICAL BUILDER 
is the magazine that is making 
its Builder-Readers 


Through the editorial influence of PRACTICAL BUILDER, 
these builders are not only your best customers—they’re your 
best salesmen, too. 

Since 1936, PRACTICAL BUILDER has been making 
builders conscious of something besides the four walls— 
making them conscious of the sales value of major appliances. 

Today—when the builder sells the complete home package 
(and 90% of the new home market is controlled by the 
builder) he sells YOUR appliances with it. He’s the one man 
who does the selling—he’s the man who decides which make 
appliances he will buy and install in the homes, apartments 
and communities he builds. 

Conditions are changing too. More and more builders are 
using appliances as a wedge against competition, and to sell 
homes at better profits. 

As a dealer, you have the finest opportunity, through 
appliances, to cash in on PRACTICAL BUILDER'S pre- 
conditioning job. Tell the builder about the appliances you 
sell. Cultivate him, because he is your volume buyer—through 
him your sales will be larger, your profits greater. 


THIS MESSAGE is addressed to you by the publishers of the building industry's 
leading contractor-builder magazine—PRACTICAL BUILDER—in the interest of 
bringing you and your builder customer closer together for your mutual benefit. 
Total distribution—70,000 copies. 


5 S. WABASH AVE., CHICAGO 3, ILL. 


Also publishers of BUILDING SUPPLY NEWS, the leading Lumber and Building Material Dealer trade publication. 


MORE BUILDERS PAY TO READ PRACTICAL BUILDER THAN ANY OTHER PUBLICATION 
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Why more women C$ 


KITCHEN 
CABINETS 


Sales will swing into “high” fast for 
Lyon Kitchen Cabinet dealers when 
steel receipts enable us to make full 
use of our modern kitchen cabinet 
plant. This “packaged” line provides 
“custom-built” beauty, whether the 
kitchen is equipped complete, or a few 
units at a ttme—combines such appeal- 
ing features as Lyon's exclusive tap-o- 
he matic handles, streamlined rounded 


\ 


SINK UNIT 


WALL UNIT corners and beautiful finish over bond- 
erized metal. 
APPROVED BY 


LYON METAL PRODUCTS, INCORPORATED 
1121 MONROE AVENUE, AURORA, ILLINOIS 


QUALITY 


TESTED 


STEEL 
KITCHEN CABINET 
INSTITUTE 


Yeuwl¥YON 
Troning “able 


Combines unusual strength and rigidity with 
light weight. Opens and closes in one easy 


motion. Making a hit with housewives 
everywhere it has been displayed. 


A PARTIAL LIST OF LYON 


Shelving 

Lockers 

Wood Working Benches 
* Economy Locker Racks 
Conveyors 

*Shop Boxes 


PRODUCTS 


Filing Cabinets 
* Cabinet Benches 
Folding Chairs 

* Drawing Tables 
«Flat Drawer Files 
Tool Trays 


Kitchen Cabinets 

Display Equipment 
Hanging Cabinets 
e Welding Benches 
«Tool Stands 
«Service Carts 


* Storage Cabinets 
Bench Drawers 

Work Benches 

Drawer Units 

Tool Boxes 


* Bor Racks Hopper Bins Desks Sorting Files 
* Bin Units ¢ Parts Cases * Stools *lroning Tables 
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“Residential Lighting” 


Myrtle Fahsbender of Westinghouse 


presents 


a complete 


review of 


past and present lighting practice 


poe progress has been made 


in home lighting techniques in 


| recent years. Fluorescent lighting, for 


instance, at one time only considered 
usable in the kitchen, can now be used 
in practically every room in the house. 
\ new line of table and floor lamps 
designed by the Certified Lamp Manu- 
facturers (CLM) are scheduled to 
make their debut this fall, to mention 
a few innovations. Myrtle Fahsbender, 
director of residential lighting, Lamp 
Division, Westinghouse Electric 
Corp., has compiled a reference book 
on residential lighting which incorpo- 
rates all these new developments to- 
gether with a great deal more in the 
way of basic facts on the subject of 
good home lighting. 

There are 13 chapters, profusely 
illustrated with diagrams, sketches and 
photographs covering every conceiv- 
able phase of home lighting from how 
to modernize an oid lamp to what cer- 
tain types of fluorescent does to decora- 
tive fabrics in a living room. 

There is a chapter on “Light and 
Vision” with suggestions for proper 
light for various visual tasks with a 
table of recommended footcandles nec- 
essary for reading, sewing, writing, 
games and the like. There is one on 
light sources, complete with diagrams, 
showing the various types of filament 
lamps from the first Edison light in 
1879 to the present fluorescent tube. 


Lighting Thesaurus 


While the book is essentially non- 
technical in character and written in 
language which any homemaker can 
understand, some paragraphs carry 
valuable technical data. The first chap- 
ter, for instance, on residential light- 
ing, describes in detail all the types of 
fixtures that can be used in home light- 
ing. The descriptions are accompanied 
by line drawings. This chapter, to- 
gether with one entitled “Electrical 
and Illumination Terms”, form a com- 
plete thesaurus or ready reference of 
all lighting equipment terminology. 

The section on wiring is also tech- 
nical in character and contains com- 
plete information on adequate wiring 
requirements for a modern home. It 
traces the supply of electricity from 
the generating station to the outlets in 
the home. Here again wiring term- 
inology and methods are clearly ex- 
plained with an abundance of line 
drawings for quick visual identifica- 
tion of the various types of wiring in- 
stallations, outlets. A list of graphical 
electrical symbols is included. 


Lighting Fixture Styling 


Architects, interior decorators and 
department store consultants on home 
equipment will find an_ interesting 
chapter on the influence of period styl- 
ing on lighting fixture design. It gives 
a brief history of period design furni- 
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MYRTLE FAHSBENDER, the author, is 
director of residential lighting, Lamp 


Div., Westinghouse Electric 


Corp.., 
Bloomfield, N. J. 


ture and traces its influence on lamp 
and lighting fixture design. There are 
some good suggestions on how to 
select the proper lighting fixtures to 
blend in with various period decor 
motifs. 

Interesting from a decorative point 
of view are “Portable Lamps and 
Lamp Shades ;” and Ma- 
terials in Portable Lamps” and “Light- 
ing the Rooms of the Home.” The lat- 
ter covers home lighting pretty com- 
pletely from the entrance hall to the 
living room, to the basement areas, 
to the garage. 


“Designs 


Fluorescent In the Home 


The use of fluorescent lighting is an 
important chapter. It contains tables 
and charts showing the effect of three 
types of fluorescent light daylight, 
3500° white and soft white—on colors 
in the wall, ceiling, rugs and fabrics; 
also its effect on wood finishes, food 
and human skin. A list of “do’s and 
don’ts” for using fluorescent in the 
home winds it up. 

Other special lighting jobs, such as 
garden lighting and Christmas light- 
ing, are covered in detail. 

Miss Fahsbender is well qualified to 
discuss residential lighting. She is 
chairman of the Residential Lighting 
Committee of I.E.S.; she was chair- 
man of the I.E.S. subcommittee which 
prepared the Recommended Practices 
of Home Lighting. She has also served 
as chairman of the Chicago and New 
York Residence Lighting Forums of 
the I.E.S., and has many articles on 
the subject of home lighting to her 
credit. 

Residential Lighting is published by 
D. Van Nostrand Co., and is available 
at most book stores and from the ad- 
vertising and sales promotion depart- 
ment of Westinghouse Lamp Division, 
Bloomfield, N. J. The price, $10. 


—ANNA A. NOONE 
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You get a complete merchandising kit 
when you feature the new, quick-selling 
General Electric Fold-Away Sunlamp! 

You get attractive counter and window 
displays, mats, dealer portfolio, consumer 
folder, and other sales helps! 


Your customers will go for the ingenious General Electric Sun- 


lamp that’s completely out of sight—under the bed—when not in Away Sunlamp. Note the simple clamp that fastens the lamp securely 


use. Now watch this young lady... to the bed rail. There’s never a heavy fixture to lift or move around! 


SUNLAMPS 


& 


There’s new folding money for you in 


the new G-E Fold-Away Sunlamp! 


With her finger tips she swings out the General Electric Fold- 


Now she adjusts the Sunlamp to the angle she prefers best. This Now healthful ultraviolet rays beam from a 275-watt General Elec- 
is simple to do, for the General Electric Fold-Away Sunlamp has a flex- tric bulb that’s approved by the American Medical Association. The 
ible gooseneck and double-action swivel-arm. exposure is controlled by an automatic timer. The Sunlamp swings 
back, and folds away under bed. x 


Be the first in your area to display and cash in 
on this new, wonderful Fold-Away Sunlamp. 


Order from your General Electric Dis- 
tributor now! Appliance and Merchandise 
Department, General Electric Company, 
Bridgeport 2, Connecticut. 


GENERAL ELECTRIC 


ELECTRICAL MERCHANDISING—NOVEMBER I, 1947 PAGE 199 


f 
\ 
| 
=. 
A 
$ 
95 
4 3 
— 
wit 
RS Sun) General Electr; 4 
amp bulbs and } Ic 
Autom atic Time uilt-in 
r 


You Saw it at the Heating 
in January 


Completely Controls EVERY Function of 
the Vaporizing Oil Burning Furnace 
COMBINES IN ONE COMPACT, SIMPLIFIED UNIT — 


%*% Thermostatic 
Control 

“Magic Pilot’ Oil Control 

%*% Limit Control 


Temperature ye Blower Control 


“Modulating” Draft Control 
% Summer Air Circulation 


UN (AC makes the modern Vaporizing Oil Burning Furnace 
the Most Completely Automatic Heating Equipmenton the Market 


Beautifully streamlined, amazingly compact, the UNAPAC, oper- 
ating through its sensitive room thermostat, meters oil to the burner 
through the efficient ‘Magic Pilot’ control; controls plenum cham- 
ber temperature; actuates furnace blower fan; and, through the 
A-P Auto-Air Unit, accurately modulates draft to the burner for 
proper air flow balance at all burner positions (not just one or two 
positions). Separate switch for summer air circulation 

is readily accessible; and manual operation is 
provided in case of current failure. 


SIMPLE TO INSTALL AND SERVICE 


The UNAPAC has 


only three mounting holes (no 
mounting brackets required) Even an amoteur con 
mount it quickly, for there is only ONE way it can 
be put on the furnace Then it merely requires in- 
serting Bulb in the plenum chamber, and connection 
to power line and low voltage wires (for thermostat) 
— The UNAPAC is also easier to inspect and service 
Removing the streamlined cover requires loosening 
a single crew exposing the entire contro ystem, 
Oil readily accessible, and if special con 
tro ecessary n the field, the Magic 
P ol « b easily taken out of the 
UNAPAC fr ting and another cont of desired 
flow f ty inserted in a motter of minutes, with 
oul disturbing wiring deta 


BE FIRST WITH THE LATEST — Install UNAPAC on your furnaces 
— for greater eye-appeal ond sales-appeal. Write for details. 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second St. © Milwaukee 10, Wisconsin 


DEPENDABLE conrnois 


DESIGNED ELIMINATE SERVICING 
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HOME FREEZERS, believes Newell, have a great future, and to back his belief he pro- 
motes Kelvinator freezers in his own store. Elting Harp (left), store manager, does the 


talking for this demonstration. 


Adman’'s Adventure 


RCA, 
Mont, 


per iod 


Philco, 


G-E, Du- 
and Over a 
time perhaps some of them 
will fall _ the way, but we shall end 
up with the leaders. To show them off 
to best advantage we built a_tele- 
vision lounge which we think is the 
finest in the United States. Recently 
we ran a full-y 


Farnsworth, 
others. 


page advertisement in 
the paper for television alone. That 
ad was part of our campaign, read- 
ing, ‘Right here in Greenwich! The 


biggest television display in the East!’ 
We also made 12,000 reprints of the 
ad which we use for direct mail and 
handout pieces.” 

Although this 
television to buil 


store is not a 


idea of promoting 
d sales for the whole 
new one, as Newell 
admits, it has paid off. And 
television sales have benefited by it 
accounting for 24 per- 
dollar sales. 


quickly 


as well, now 
cent of gross 
Comfortable Customers 

The store’s t 
rated as its 
When it first 
general public 
lights, 


‘levision showings are 
biggest drawing card. 
opened it invited the 
in for shows on Thurs- 
then stayed open every 
For a while this type of pro- 
drew many prospective cus- 
ers, but as time went on Harp 

iscovered that kids and non-buyers 
‘owding out the prospects. As 


ult, television showings in the 
ings are now officially closed to 
public, but every salesman has a 


key and is authorized to invite custom- 
rs in for private showings. 


The television display and demon- 
tration room, located off the end of 
the store proper, conveys an atmos- 


phere of quiet luxury and good living. 
Although it is enough to accom- 
40 or 50 visitors at once, it 


modate 
is not too big to be intimate. The 


big 
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SONTINUED FROM PAGE 38 


white 
by a 


plaster walls were 
tricky process that 
effect of blonde wood paneling. 
rugs cover the floors and solid, 
fortable couches and 


overpainted 
the 
Thick 
com- 
chairs are num- 


gives 


erous. The room was actually de- 
signed a setting for telesets. The 
comparative isolation of the room 


makes it possible for customers to be 
alone with the salesmen. No throng- 
ing store traffic disrupts the prospect’s 
attention. He can devote it all to the 
set and to the salesman. The atmos- 
phere of the room is contagious. Busi- 
ness-like shoppers who bustle in for 
a quick look take two or three, then 
settle down and relax, seem to forget 
they are in a hurry. 

Leading off the television lounge is 
a smaller area, the “Scott Room”, de- 
voted exclusively to the display and 
demonstration of Scott radios. It, 
too, is richly furnished in keeping with 
its high-priced merchandise 

The main display room conforms 
more closely to the accepted store pat- 
tern. Three model kitchens occupy 
the featured space near the entrance. 
Along the rose-colored side walls are 
Kelvinator refrigerators, ranges and 


home freezers, Eureka cleaners, Ben- 
dix and Easy washers. Small appli- 


ances are displayed on tables against 
the wall. Table and console radios 
face the customer from space against 
the back wall. Also near the rear is 
a complete home laundry display, 
featuring a Bendix washer, ironer and 
dryer, where complete demonstrations 
can be made. “I think in these days 

f help problems, there is a great op- 
portunity to sell laundry equipment,” 
Newell said. 

No space in the store has been allo- 
cated for the sale of used appliances. 
The reason, says Harp, is that the 
trade-ins have not vet reached a 
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which would make _ their 
ictive promotion necessary. When 
the market becomes crowded with 
appliances the store will establish a 
definite trade-in policy and will devote 
special space to the merchandising of 
used appliances. Harp further says 
they know that will be a definite part 
of the business in a short while. 
Appliance and radio servicing, a 
headache for many dealers, has never 
yet caused Greenwich Home officials 
to reach for an aspirin. Two separate 
and long-established concerns, oper- 
ating under a special franchise, do all 
firm’s 


volume 


Greenwich 
Home lifted them bodily from their 
old locations and set them up in a 


servicing. 


building on the store’s own property 
where they have the best in equip- 
ment and a working agreement with 
Newell to give him priority and effic- 
iency in all repairs. Both service 
outfits, however, have retained their 
independence. Newell explains that 
he established this type of service 
operation after lengthy consideration 
of the difficulties current today in 
finding good servicemen and in set- 
ting up a repair section. “I’m satis- 
fied that we’re getting better service 
for our customers at less cost to our- 
selves than we would if we had the 
servicemen on our payroll,’ he de- 
clares. “Moreover, both these men 
are in business for themselves. Re- 
taining their own identity, they take 
special pride in their work and in 
holding a reputation for good service. 
Also, it has been a money-making 
deal for them because they've retained 
all their former business and added all 
ours to it.” 


Customer Classes 


Despite the fact that the store is 
located in one of the nation’s wealthi- 
est towns, a large share of its cus- 
tomers come from middle and lower- 
bracket income families, the source 
of any volume operation. Time sales 
at present amount to 10 percent of 
the gross and are growing fast. 

Elting Harp, the store manager, 
deserves a little comment for himself. 
Without him an essential ingredient 
would be lacking. He is, by his own 


and Newell’s admission, a specialist 
For many 


in service and courtesy. 


years he was a top salesman of hunting 
and fishing equipment at Abercrombie 
& Fitch in New York. During those 
years Newell bought so much stuff 
that he decided that it might be better | 
to get Harp to sell for him than to 
him. 

During the store’s early days, when 
shortages were much more acute than 
they are now, Harp endeared himself 
to many customers by going out of his 
way to help them. Ii, for example, 
a customer came in with a_ broken 
bow! of a coffee maker, Harp broke 
his own stock to make a replacement, 
making sure, of course, that the cus- 
tomer knew he was getting a favor. 
He goes all-out in his efforts to help 
customers. If a customer wants to 
know where he can buy a stuffed rock- 
ing horse, Harp will find it for him. 
“They appreciate those services,” he 
says. “Lots of times they don’t know 
how easy it was for me to find out and 
they think I broke my neck to get them 
some information I found in the tele- 
phone Red Book.” 


Good Personnel 


Assembling together a group of 
hard-working, ambitious personnel is 
one of Newell’s aims and one of the 
reasons why all employees get free 
life, health and accident insurance as 
well as hospitalization for themselves 
and their families. Also, of utmost 
importance is the fact that they share 
in the profits at the end of the year and 
have, therefore, an “ownership” atti- 
tude towards the business. 

arly this year, a new salesman 
compensation plan became effective, 
based upon salary-plus-commission, 
but with a new twist. Each salesman 
gets his salary on the 15th and 30th of 
each month, but that salary varies 
with how much he sold the preceding 
month. His base salary is increased 
from month to month as he becomes 
more productive and decreases if his 
sales fall off. The scale starts out at 
$100 monthly salary and assumes that 
the salesman will sell $2,000 worth of 
merchandise, on which he gets four 


percent commission, or $80, bringing | 


his total monthly earnings to $180. If, 

n the next month, the salesman sells 

$2,500 worth, his salary will go up to 
(Continued on next page) 


SCOTT RADIOS have a little room all to themselves. Like the television lounge, it is 
separate from the main display room, provides comfort and privacy. 
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THEY’RE BUILT TO BUILD 


PROFITS UP! 


We've spared nothing to make the new Glenwoods the finest on 
the market! New ease —new automatic, time-saving features 
sturdy, long-life construction —new sales appeal! —They're built 
to be bought by your most profitable cus- 


tomers — women who want the best! 


Backed by 
localized Advertising 


Of, Y to Pre-sell Your Customers 


Hard-hitting. attention-getting ads will spread the Glenwood story 
locally 
and in Woman's Day (the woman's magazine that sells them when 
they're in a buying mood). Plus the finest point-of-sale material 
you've ever had! 


where your customers will read it—in your local paper, 


This fall Glenwood will make your selling job easier than ever. 


mo fvailable for manufactured, 
LP and natural gas. Glenwood 
Range Co., Taunton, Mass. 


For you IN EY 
SELL THE BEST— SELL 
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display 
for easy sales, 


* Quality-built cells preferred by 
millions from coast to coast. 


“Give More Bright Light Longer’ 
~-proved by actual test. 


* Extra, easy profits whenever 
displayed to store traffic. 


* Pop-up container self-sells 2 
dozen standard metal top 
batteries. 


NATIONALLY ADVERTISED 


See Bright Star's value-packed mer- 
chandise display deals. Your lo- 


! 
' 
cal jobber can give you full details | 
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* New design, sturdy construc- 
tion appeal to widest consumer 
market. 


* Big profit margins protected by 
fixed price policy. 


* Colorful cut-out display nestles 
3 No. 216 Prefocused Metal 
Flashlights. 


* Fast sellers at $1.45 retail, com- 
plete with cells. 


TO 51,771,633 READERS 


BRIGHT STAR BATTERY CO., 


main office and factory: CLIFTON, N. J. 
branches: CHICAGO e SAN FRANCISCO 


Adman’s Adventure 


$125 in the following month. The 
first month his sales reach $3,000 his 
salary is automatically increased to 
$150 per month for the following 
month. On the other hand, if his 
sales drop back to $2,500, his salary 
drops to $125. 

Newell calls this plan “very accept- 
It does the things I want it to 
do. It assures the salesman of an in- 
come and it gives him an incentive. 
Once a salesman boosts his salary 
through increased sales he will work 
like hell to keep it from sliding back.” 

At present the store employs three 
outside salesmen. On Saturdays they 
all work on the floor but are still 
entitled to commissions. A 
prospect protection been 


able. 


their 
plan has 
worked out to keep rivalry from get- 
ting out of hand. Each salesman’s 
prospect is carded for 30 days. If, 
during that period, the prospect buys 
from another salesman, the four per 
cent commission is split 50-50. If the 
prospect goes into the store and makes 
his purchase there, the salesman. still 
gets two percent, 


in the 


If the prospect buys 


store from the salesman who 
made the contact, the full 
commission is granted. 


Commissions 


original 


are paid to the sales 
man as soon as the order is accepted 
by the manager and provided delivery 
can be within 30 days. There 
is no waiting for actual delivery to be 
In the event that the order is 
later cancelled, the amount of the com 
course, deducted 
future commissions. 
The outside salesmen all receive, in 
addition to salaries and commissions, 
a $44 monthly allowance for operat- 
ing their own automobile, in addition 
to the and hospitalization 


made 
made. 
mission is, of 


irom 
1 
the salesman’s 


insurance 


benefits 
Training for Advertising 


One of the inducements to Green 
wich Home salesmen is the possibility 
fa advertising. Newell. 
] a graduate of and a frequent 
lecturer at the Tuck School of Busi- 


career in 


who is 


ness Administration at Dartmouth 
College, gets one or two top gradu- 
ates occasionally who have _ their 


hearts set on an advertising career. 
One such recent graduate has gone to 
work at the appliance store as a sales- 
man “T told him,” says Newell, 
“That he could come into the adver- 
tising agency as a trainee or go out 
to Greenwich where he’d learn to sell 
the hard way, but get more valuable 
experience. He bought himself a 
second-hand car and took his new wife 
to Greenwich. He’s doing a good job, 
too.” 

Sales training within the organiza- 
tion is often conducted by Newell 
himself, who, with 25 years of experi- 
ence in all forms of appliance selling, 
is able to resolve many of the sales- 
men’s problems. Two of the salesmen 
are currently attending a night sales 
training school, half the cost of which 
they are paying out of their own 
pockets. Other training is conducted 
by manufacturers and distributors. 
To make sure that every salesman 
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keeps in step with trade developmen’s, 
the firm has subscribed to and paid for 
the leading trade magazines, copies »f 
which are mailed directly to the 
employes’ homes. Newell insists that 
they read then diligently. 


Profit and Loss 


Ihe store’s profit and loss sheet is 
one of Newell's prides. “By looking 
at this I can tell in 60 seconds just 
how much money we made this month, 
how much we made during this year 
to date, and how much merchandise 
we have to sell next month in order 
to break even,” he asserts. He can 
say, for example, that up to August 31 


refrigerators amounted to 25 percent 


of gross sales, washing machines 29 
percent, dishwashers four percent, 
television 24 percent, radios and 


phonographs seven percent, and traffic 
appliances 3.6 percent. He _ also 
knows at a glance that variable selling 
and promotional costs in a given 
month ate up 7.5 percent of his gross 
profit, operating expenses 
amounted to four percent, and fixed 
expenses amounted to 12 percent. The 
statement tells him, again for example, 
that he will have to sell $15,000 worth 
of merchandise in November in order 
to break even and that he will make 
a net profit of $225 on each additional 
$1,000, 

Important in a period when dealers 
ire beginning to watch their 
tories more closely than at any time 
since the end of the war is the page 
which shows the inventory value of all 
ippliances by types. “The profit and 
loss statement keeps the inventory 
situation in front of you,” says Newell. 
“Every month we know that we have, 
according to last month’s sales, so 
many weeks of inventory of each type 
of appliance.” 

One important thing Newell knows 
without even a glance at his profit and 
loss sheet. He knows that in its first 
vear of operation, Greenwich Home 
\ppliance did a gross volume of $220, 
000, a good and substantial answer to 
some of his questions. End 
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Dividing the Business 


CONTINUED FROM PAGE 50 


washing machines, etc., per month to 
ell, and know that he is getting ex- 
ictly the same break as the next man. 
Most of the floor men spend some time 
out in the evening calling on prospects 
n the home, so that actually the line 

ferentiating “floor men” and “out- 
side men” is hard to draw. Every 
man can pick and choose his prospects 
as he wishes, and is given free rein 
in managing his market. Only one re- 
quirement is made; that if a good pros- 
pect has not been sold at the end of 
30 days, the file card is turned in to a 
“prospect pool” where it is available 
to any salesman without split com- 
missions or other “strings.” 

Every salesman been put 
through the G-E-sponsored LaSalle 
Extension course. Manufacturer’s 
movies on various appliances are 
shown almost weekly, with stiff quizzes 
which every man must pass. When 
good results with package kitchens be- 
came apparent, Mr. Gallegher set up 
a “Kitchen Kollege” in cooperation 
with manufacturers, a stiff course dur- 
ing which every man learned to esti- 
mate costs for cabinets, baseboard, 
linoleum, painting, sealer strips, ac- 
curately. After several months’ train- 
ing, every man was sent out to estimate 
a job, and graded on his ability. Now 
every man can fully qualify as a 
kitchen engineer, and has done so by 
selling five to fifteen complete kitchens 
in the past 12 months. “We sold 47 
complete all electric kitchens, the 
smallest $200 without appliances and 
the largest $3700 equipped with every 
device,” Mr. Gallegher indicated, “Be- 
cause every man knows the kitchen 
story thoroughly.” 

In this way, every specialty man has 
received six months’ training, includ- 
ing trips to appliance manufacturing 
plants, every regional school held by 
distributors, etc., for whom Davison- 
Paxon pays all the costs. 


Service Incomes 


(ood personnel management doesn’t 
stop with specialty men. The full-time 


saleslady on small appliances receives | 
a straight salary and commission on | 
small appliance sales, many of which | 
she makes by telephone. Two service- | 
men receive $60 per week and $1.50 per | 
hour overtime, with plenty of the latter | 
at all times. To permit better incomes 

in the service department, Davison’s 

Appliance Annex sells all major appli- 

ances “less installation” 


rate installation amount appearing on 
every major appliance sales ticket. If 
any of the store staff, including girls 
in the record department, sells any- 


thing in the store they are entitled to | 


a commission. 
List Still Not Filled 


Although the store stopped taking 
refrigerator orders long ago, the list is 
still not completely filled, takes up 


and credits | 
the service department with the sepa- | 


most of the floor sales of refrigerators | 


and electric ranges. As soon as any 
appliance is delivered—usually 30 to 


60 days on top-brand items—Mr. Gal- | 


legher sends out a courteous woman 
demonstrator, who telephones other 
housewives in the neighborhood to wit- 
ness a demonstration of the new appli- 
ance. “We’re making a lot of friends 
through this policy,” he smiled. “We’ve 
been carrying it out right along, ignor- 
ing the fact that all appliances will sell 


with or without promotion of this | 


kind.” 

Like many large-scale appliance 
dealerships, Davison-Paxon is guard- 
ing its inventory closely. Good quotas 


keep most customers satisfied, and no | 


salesman has yet been left high and 
dry with nothing to offer his prospects. 
Farly last year, foreseeing a slack in 
the demand for radios of all kinds, Mr. 
Gallegher began cutting down from 


31 brands to six nationally-advertised | 


lines. In a few months the store sold 


out 5,600 sets, and has an exceptionally | 


clean radio inventory absolutely with- 
out shelf-warmers of anv kind. Off- 
brand appliances of all kinds were 
similarly handled, ruthlessly 
down and cleaned out. 


, GARAN TEE 


MPS Comme 


ELECTRICAL MERCHANDISING—NOVEMBER I, 


1947 


marked | 
End 


when PARTS FOR ALL 
MAKES OF WASHING MACHINES 
are Handled Through a 


CENTRALIZED PARTS JOBBER 


ONE-STOP SOURCE OF SUPPLY 


Manutacturer 


Centralized Parts Jobbers’ one-stop source of 
supply for all makes.” 


“| benefit because our service parts are handled 
more efficiently and economically through the 


the product.” 


Servic Dealer 


¥ 


Consumer 


“It's an advantage to me for the reason that | 
have no service or parts responsibilities to 
detract from my sales. | can concentrate on 


“Buying all parts from one source saves me the 4 
time of going to MANY places. This enables ’ 
me to give better service, and the Parts Jobber 
carries the inventory.” 


“| get prompt service from the dealer who 
obtains all parts from one source; and by doing 


PE 


service work exclusively, he makes repairs 
promptly and at a minimum cost.” 


APPLIANCE PARTS JOBBERS ASSOCIATION 


—— INCORPORATED 


A National Organization 


Executive Offices: Detroit 26, Mich 


MEMBERS 
Appliance Parts Jobbers Association, Inc. 


A-1 Master Electric Shop, Salt Lake City 5, Utah 

Akron Washer Parts Company, Akron 4, Ohio 

ames Electric Appliance Parts, Inc., Philadelphia 40, 
Pa. 


Allied Supply Company, Dayton 2, Ohio 

American Electric Washer Co., Cleveland 3, Ohio 
Appliance Parts Company, Indianapolis 4, Indiana 
Appliance Parts G Service Co., Seattle 1, Washington 
Cooper Washer Parts, Inc., Sioux City 17, lowa 
Detroit Appliance Parts Co., Detroit 8, Michigan 
Electric Appliance Parts, Waterbury 14, Connecticut 


Finch’s Washer Parts Company, Grand Rapids 3, Mich. 


Good Housekeeping Shop, Boston 16, Mass. 

Gopher Appliance Company, Minneapolis 1, Minn. 

Home Electric, inc., Youngstown 3, Ohio 

Jesse Company, Chicago 47, 
Wallace } 


— 3, Tenn. 
Ray Jones Washin Washing Machine | feng & Service Co., 


Keystone Sune Parts Co., Philadelphia 6, Pa. 
Klinker Brothers, Cincinnati 2, Ohio 
Mar-Cons Sweeper Company, St. Louis 1, Mo. 


Ww. May Inc., Portiand 9, Cregon 
Midwest Appliance Parts Co., Chicago 22, 1. 
Minnesota Appliance Parts Company, St. Paul 2, Minn. 
O'Dell Parts G Service Company, Wichita 2, Kansas 
Pearsol Appliance Corporation, Cleveland 15, Ohio; 
also Dalias 1, Texas 
. 5. Phelan Sons, New York 7, N. Y. 
Pritchard Electric Company, Oklahoma City 4, Okla. 
R. & S. Parts Company, Milwaukee 5, Wisconsin 
Radio Electric Service Co. of Penn., Philadelphia 6, Pa. 
Refrigeration Equipment Co., Kansas City 6, Mo. 
Refrigeration Supply Company, Harrisburg, Pa. 
Refrigeration Supply Company, Richmond 20, Va. 
C. }. Roberts Engineering Co., Springfield 3, Mass. 
Servall Company, Detroit ae Michigan 
Shand Radio Speciaiti Flint 3, Mi hi 
Standard Mercantile Company, Houston 10, Texas 
C. E. Sundberg Company, Chicago 20, Iii. 
Trible’s, Washington |, BD. C. 
Wash Machine Parts 6 Sales Co., St. Lowis 16, Mo. 
Washer Sales G Service Co., Pittsburgh 12, Pa. 
Wynar Parts & Service Co., Rochester 4, N. Y. 
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Doggone, 
It’s a Mirror! 


You're right. Sport! Its a piece of mirror-finish 
-tainless steel—the kind that makes permanently 
brilliant decorative work and trim. Your friend. 
next in line, is looking at a Number 4 polished 
-ample—a good, all-around lustrous finish. And 
vour other canine pal is checking the Number | 
finish—commonly used for technical applications. 
These are just three of stainless steel’s six standard 
mill finishes—attractive. durable finishes to spruce 
up any product, or workable finishes for any fabri- 
cation job. For up-to-date news of the uses of 
stainless steel, write to Department L-1]1 for our 


monthly publication ELecrromer Review. 


RLECTRO METALLURGICATI COMPANY 
L nit of Limon Carbide and Carbon Corporation 
30 Kast 42nd Street [ef New York 17, N.Y 

Chi OF ALLOYS THAT TAINLESS 


Freautiful | nduring Strong J ough 
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The Case for the 
Outlying Branch 


SALESMEN are earnestly schooled. Here is a Bendix class in action. 


May Co., Denver Department Store 
Watching Development of Demand. 


Just as gentlemen prefer blondes, it 
is beginning to appear that they also 
preter the outlying branches of a de- 
partment store as a place to buy appli- 
ances, if the preliminary experience 
of the May Co. department store, Den- 
ver, Colo., is a criterion. Radio only 
seems an exception. 

Of course the three outlying stores 
are situated excellent districts, 
handy to reach with an automobile— 
while the downtown store is not. 

Then, too, tempering factors are the 
guidance supplied by Manager O. S. 
Scott, Mr. Scott, being an expert tele- 
phone salesman, who graduated from 
O’Neill’s in Akron, Ohio, catches a 
lot of calls inspired by the advertising, 
and sees to it that the inquiries are 
apportioned to the right districts. 

Nevertheless, the health and vitality 
of branch appliance stores is some- 
thing that should give department 
store management pause. 

Progress of the May Co. in develop- 

| ing its post-war appliance outlook is 
based on several interesting attitudes: 


|. Establishment of 
stores. 


branch appliance 

2. A reluctance to spend money on doll- 
ing up the downtown major appliance de- 
partment until it becomes apparent what 
is going to happen. 

3. Combination of warehouse and service 
department in an outlying district. 

4. Setting up a compensation plan satis- 
factory enough to attract good salesmen. 

5. Concentration on plug-in appliances. 

6. Setting up vacant lots full of trade-ins. 


Manager Scott's major appliance de- 
partment is located on the second floor 
of the May Co. department score in 
Denver, next to men’s clothing, which 
is a good thing for attracting men 
shoppers. Table appliances and dishes 
are adjoining. There is little display, 
although the department has a place 
from which demonstrations may be 
conducted. 

It works its salesmen on a salary and 
commission. It is sufficient, says Man- 
ager Scott, to permit a new man com- 
ing recently to the department to get 
$175 a month basic salary which with 
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THE DOWNTOWN May Co. store is a big affair, but the three outlying appliance 


branches will probably do more appliance business. 
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commission brought him in $245 last 


mth. He had been on the job only 
three months. Mr. Scott feels that men 
-hould work a half day in the store and 
a half day on prospects. This per- 
setual shifting around keeps them 
fresh, he says. He doesn’t think this 
plan is final and feels that compensa- 
tion should be studied further. Mr. 


Scett looks forward to sales costing | 
him around 6 percent. In the past they | 


have been very low, running about 
2; percent for the past year. De- 
livery, due to unionization of the town, 


is much more expensive than it should | 


be, Mr. Scott admits. 
Vacant Lots for Trade-Ins 
The store has one original idea 
which is expected to work out as soon 
as trade-ins become plentiful. Taking 
a leaf from the automobile dealers’ 


book, it is planning to set up vacant 
lots next to the branch stores, as trade- 
These lots will be fenced, 


in centers. 


MORE PEOPLE in Akron, Ohio, prob- 
ably know Manager O. S. Scott than do 


folks in Denver. He is an Ohio boy. 


and the fixed-up trades will be rolled 
out on trucks where any passing motor- 
ist can see them. They can be wheeled 
in at night. This system has been 
found to work with second hand cars, 
and Mr. Scott believes it will be equ- 
ally successful with used appliances. 


At the present moment the May Co. | 


is starting to take deposits on future 
delivery for appliances, although in 
the past it has avoided this practice. 

“T believe in $10'down as about the 
right amount,” says Mr. Scott. “If you 
get too much down it puts the dealer 
across a barrel because the customer 
has a lot invested and he gets nervous 
over delivery. A $10 bill ties a string 
to the customer’s finger and yet does 
not worry him,” 


Service Department 


Over at 23rd and Market St., under 
John G. Kennedy, service manager, is 
the service department. This depart- 


ment tests and checks new merchandise | 


coming in and takes care of repairs 
and deliveries. As this is written sev- 
eral thousands of dollars are being 
spent to modernize and equip the de- 
partment for rapid handling of this 
work, 

In its stocks the May Co. sticks 
pretty well to well-known advertised 
brands. The store handles Fridigaire 
exclusively, carries Maytag and Easy 
washers, other well known lines. 
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(a sleep-happy legend for wide-awake dealers) 


Twas the night before Christmas, 
When all through the house 
Not a creature was stirring, 


Not even a mouse; 


t G-E TWINS 


And mama itn her kerchief 


And I in my cap 


Had just settled our brains 
For a long winter’s nap... 


If you remember this old poem, you'll recall that 
it was a pretty cold night. 

Think how Sleep Happy the family would have 
been under General Flectric Automatic Blankets. 

That’s the way a lot of your customers can be 
this Christmas. Already over a half million users 
are singing the praises of the General Electric 
Automatic Blanket as “The Perfect Gift.” 

We've got the blankets—One-Control, Two- 
Control, and Twin-Size. 


Covering SLEEP-HAPPY America 


Approved by Underwriters’ Laboratories, Inc. 


G-E SINGLE - 


The children were nestled 
All snug in their beds, 
While visions of sugar plums 
Danced through their heads; 


7. G-E 
TWO CONTROL 


We're telling all about them in full-color ads in 
Life, Hou Se Beautiful, This ii eek, Good Housekee p- 
ing, Time, and The National Geographic. 

And your General Electric Distributor has all 
the wonderful sales helps you need. 

Give the full line of G-E Automatic Blankets 
a real Christmas push. They’ve got what it takes 
to make a merry and profitable Christmas. 

General Electric Company, Appliance and Mer- 
chandise Dept., Bridgeport 2, Conn. 


GENERAL @ ELECTRIC 
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This NEW HOMECRAFT CEILING LIGHT 
is NEWS—and it’s making 
NEW PROFITS for DEALERS! 


... With 3 NEW 
SELLING FEATURES 
1. RECESSED PLEXIGLASS 


LAMP HOLDERS 
“HOMECRAFT PATENT" 


No exposed zinc parts. 
Brings bu!b closer to 
reflecting surface. 
More compact. 


2. ACCESSIBLE STARTER 


3, TRIPLE PLATED 
CHROMIUM BASE 


MECRAFT Cttune 


UNIT UL APPROVED 


Homecraft is out ahead again with these new features that 
mean quicker sales and more of them. There's plenty of 
demand for the low-cost shadow-free light diffused by the 
new Homecraft. Ideal for kitchen, bathroom, garage, work- 
shop—anywhere an easily installed, handsome fixture is 


Write for complete ded. This < pact, gl ing unit sells on sight to home 
Homecraft Mer- 
chandising plan, owners. 


counter display, 
néeuspaper mats, 


WOMECRAFT ELECTRONIC PRODUCTS 


1210 SOUTH KEDZIE AVE. CHICAGO 23, ILLINOIS 


ko 


WITH 37 DIFFERENT ATTACHMENTS 
Saves Time, Money, Labor and Call Backs 


This Universal Wringer testing machine, adjustable to fit most any type 
Wringer, beats makeshift methods. Varied assortment of Adapters, Bushings, 
Sleeves and Shafts plus an adjustable wringer support makes it a simple 
matter to substitute this machine for the actual washing machine from which 
the wringer came. 

Operates customer’s Wringer at the same speed and in the same direction 
to determine just where the trouble is. Eliminates guess work and permits fast 
and accurate repairs. This handy machine in your shop will eliminate 90% 
of those aggravating and time wasting back calls so common in repairing 
Wringers. 

Place this machine in a handy spot in your shop— mount customer's 
Wringer and show him in a few minutes just what is wrong and in most cases 
estimate the cost and time of repairs. Point out worn rolls, bad gears and 
bushings and increase your replacement sales by at least 50%. 


Price (Less Motor) $59.50 F.0.B. New Castle, Pa. 


Price Subject To Change Without Notice 


ERWIN-SNYDER COMPANY 


P. O. BOX 53 NEW CASTLE, PENNSYLVANIA 
DISTRIBUTORS WANTED 


*Patent Pending 
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Three Smart Men 


in order to make any money. Very 
quickly a record producing firm gets 
a huge amount of money tied up in 
numbers. A large investment makes 
for stability. There are 240 brands 
of records made; 140 are carried by 
Hudson-Ross. 

“The whole thing about doing a 
record job is not only selling,” says 
Mr. Forst. “It is being able to tell 
percentage-wise what you are going 
to sell and so far our chart analysis 
has never let us down.” 

As the Hudson-Ross_ executives 
studied their record business they saw 
that most Loop stores discouraged 
kids. They were kicked out, policed 
and frequently the kids deserved it be- 
cause they marked up listening booths 
with lipstick, indulged in petting and 
rabbit tactics and blocked traffic. 

Nevertheless, Hudson-Ross figured 
these kids are going to grow up, and 
they encouraged them. Of course, 
listening booths are brightly lighted, 
and enclosed in glass, and the dignified 
figure of Bob Klemm paces up and 
down. It was discovered that kids in 
the spotlight will behave, and today 
Hudson-Ross is already getting busi- 
ness from youngsters who have gradu- 
ated from high school and have gotten 
jobs, which is just what they figured 
on. 


Advertising Keeps Things Stirring 


From realizing that Hudson-Ross 
prestige needed to be built up from 
the first crack of the gun, the three 
young executives went in for adver- 
tising in a big way. They spent their 
5 percent of sales on promotion during 
1945 and 1946 as religiously as if it 
were a tooth-and-toenail battle to sell 
When other Chicago firms 
tucked their promotional dough away 
in the profit drawer Hudson-Ross 
out like a sore thumb in the 
Chicago newspapers. By doing the 
exact opposite of the average house, 
they were able to make an impression 
for themselves that might have taken 
years in normal times. 


goods. 


stood 


Some idea of what has been going 
on advertising-wise may be gained by 
the following recapitulation of space 
used in the Chicago Tribune, their 
chief medium: 


1938... 6,000 lines 
1940... 307 lines 
1,020 lines 
1942 2,515 lines 
2,897 lines 
1,807 lines 
1945..... 3,920 lines 
1946 47,731 lines 


Half of 1947.. 46.996 lines 


The boys were among the first in 
Chicago to appreciate the possibilities 
of the radio disc jockey, the fellow 
who runs off records in the broad- 
casting station. 


Discovered the Disc Jockey 


“Why not be friendly with the man 
who gives demonstrations for you?” 
asked H. V. Levin. 

Dave Garroway of WMAQ was 
the first jockey with whom Hudson- 
Ross made a tie-up. Ernie Simons of 


NOVEMBER I, 


CONTINUED FROM PAGE 43 


A BULLETIN BOARD is onedevice 
used for plugging special records. 


WJJD, Tommy Dorsey of WCFL 
and even Paul Whiteman of WENR 
have been on their advertising budget. 

Of interest is the method by which 
Hudson-Ross buys radios and takes 
on promotion. It always begins with 
a sample, says Mr. Levin. The sample 
is torn down and tested, and analyzed 
for possible bugs. It is studied from a 
standpoint of servicing it. No one 
knows better than H. V. Levin that 
you can’t make monthly collections on 
a radio that won't perform. A charger 
that goes to pot prematurely almost 
automatically insures a throwback. So 
this is why Hudson-Ross is so careful 
to insist on this checkup. The boys 
are affiliated with a sort of organized 
group of other dealers over the coun- 
try who specialize on radio. The morn- 
ing this interview was made, H. V. 
Levin had talked with Eli Steinberg 
of Cincinnati, who happens to be in 
Los Angeles. The experience of these 
other firms with similar promotion is 
learned, 


How They Buy Radio 


“We have family meetings on each 
radio proposition that comes up,” one 
of the executives said. “We all argue 
pro and con about what the deal will 
do and at what price it will have to 
carry to tickle the Chicago palate. 
There is a very delicate weighing up 
of the radio line’s prestige in Chicago, 
features and showmanship. Eventually 
we make up our minds and shoot, and 
the ability to shoot fast is one of the 
differences between ourselves and the 
average department store.” 

The boys have no hesitation in going 
into a huddle with Clarence Eichen- 
berger, vice president of the First 
National Bank, and have a huge ap- 
preciation for a firm they deem to have 
sufficient know-how to make a good 
radio. 

As to what price will move the 


1947—ELECTRICAL MERCHANDISING 


~ | 
“4 
| 
Ke | 
| 
| 
* 
: UNIVERSAL WRINGER TESTING MACHINE | 
| 


SFL 
hich 
akes 
vith 
nple 
yzed 
ma 
one 
that 
; on 
ger 
nost 
So 
eful 
ized 
yun- 

V. 
ergy 
in 
1ese 
1 is 


ach 
one 
gue 
will 
to 
ate. 

up 
ZO, 
ally 
and 
the 
the 


ing 
en- 
irst 
ap- 
ave 
20d 


the 


iG 


voods, they have their daily contacts 
with the public and know where there 

price resistance. Product, prestige 
nd price usually unite to form a deal. 

They are not tied up with any one 
line of radio, believing there is safety 
numbers. 

It is no secret that Hudson-Ross is 

e town’s leading retail outlet for 

ble radios. While it is a fact that 
60 percent of their radio sales are cash, 
Mr. Levin figures that time payments 
will grow in volume with the future. 
\t the present moment, he says, about 
10 percent of their dollar is on records, 
10 percent on appliances and the bal- 
ance on radio, 

In enlisting the talent of a veteran 
time payment man like H. V. Levin, 
the shrewdness of the Hudson-Ross 
setup becomes apparent. For radio 
is one item on which the Federal Re- 
serve and the Bankers Association 
have been sounding off about from a 
time payment angle. 

Over Mr. Levin’s desk comes the 
contract, which has the additional 
protection in the form of a wage as- 
signment. 


Time Payment Musts 


He passes credit on the following 
points : 

1) Permanence of home address. If 
a fellow has been in one spot for quite 
a while he looks pretty good. 

2.) Employment. The kind of firm 
a man works for and the sort of job 
he holds is a pretty good picture of his 
capacity to pay. 

3.) Credit record. Chicago has a 
fairly good credit reporting service. 

While Hudson-Ross has no _ set 
down payment plan, nevertheless they 
shoot to get as much as possible. ; 

“Most dealers go wrong because 
they give credit from a sales angle,” 
explained Mr. Levin. “If a $120 item 
costs a firm $80 and the dealer gets 
$60 down, he says, ‘Gee whiz, I’ve only 
got $20 of our money in there and I 
can take a chance.’ He is wrong, and 
if he is greedy on a bad deal he is likely 
to lose out.” 

Another advantage of the Hudson- 
Ross location is the fact that most 
good credit risks pass their doors. 


These people going to and from work 
are on payrolls and are not the sort 
of customer who operates on a shoe- 
string. 

While the Hudson-Ross repair de- 
partment, headed by Herman Sacks, 
gets little publicity, nevertheless there 
is a good one over at 111 W. Jack- 
son, on the second floor. Fully 75 per- 
cent of the effort this department, 
which employs ten service men, is 
spent on sharpening up new mer- 
chandise before it is put on sale. 

“Tt is amazing,” says Herman Sacks, 
“how many radios are received on 
which wires are not soldered—and 
never were—and on which we have to 
spend time to bring them up to par. 
Performance is one of the things that 
Hudson-Ross insists on, and there can 
be no fooling with this side of radio, 
ii one expects to sell them on time.” 


Service Man Must Know Record 
Changers 


The outside service men, who work 
as far as 20 miles from Chicago, drive 
their own cars. To get a job in the 
service department of Hudson-Ross, 
one must know how to repair record 
changers. They are the coming thing 
and part of a man’s knowledge. 

Some idea of how Hudson-Ross 
built its sales personnel may be gained 
by the fact that the three principal 
executives each took a store and op- 
erated it, while breaking in store man- 
agers. The men that came on the job 
are veterans, and they came because 


. they felt the fast action and the deal 


they got would permit them to earn 
more money than they could elsewhere. 
On appliances the men receive a sal- 
ary and commission. Girls selling rec- 
ords work on a straight salary plus a 
bonus, which varies from time to time, 
but actually consists of a lot of excit- 
ing prize money that gives them some 
stimulus to their work. 

Hudson-Ross is a Chicago retailing 
phenomenon; very likely it expresses 
the arrival of a merchandising check 
plan that will be widely copied. A wide 
selection, snappy, short demonstra- 
tions, and a cash and carry business 
promises to go far in a rapidly chang- 
ing radio world. End 


“DON'T YOU THINK IT'S ABOUT TIME YOU EMPTIED OUT THAT BAG?" 
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Immediate Shipment! 


Greatly improved production facilities make 
it possible for us to give you immediate 
shipment on DAYTON Water Softeners, 
including new 35,000 and 45,000 grain sizes. 
This applies to new and old customers alike! 
Why not avail yourself of this opportunity 
to get these new, easy-to-sell, easy-to-regener- 
ate and efficient Water Softeners? Order Now, 


Double tank, brine storage, Single tank, direct salting, 


single-valve control type. 


multiple-valve type. 


= 


TF DAYTON PUMP & MFG. CO. * DAYTON, OHIO 
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and Year Round Profits / 


Summer cooling, winter heating, and countless all-year household uses sell 
the Vornado Twin-Aire on sight. Women go for its perfect, noiseless 
performance, its efficiency in drying clothes, hair, etc. They love its 
beautiful appearance, color, and light weight. Air volume from 71.” 
orifice equals that of ordinary 12” fans. Cash in this fall and winter on a 


brand-new sensational seller. Place your order without delay 


Big national consumer advertising 
campaign now running reaches every 4 
local community. For more sales, tie e 
in with window and sales floor dis- 
plays. Feature the Twin-Aire in your 


local advertising. 


> 


* Guaranteed by 
Goed 


Worlds’ Finest Prir Circulators 
The O. A. SUTTON cosrorstion 


HITA, KANSAS 


71 YEARS OF WASHER MANUFACTURING 


EXPERIENCE 


and only VOSS 
have the simple 


Precision Made 
Transmission. 
ONLY 4 MOVING 

4 


VOSS BROS. MFG. CO. 
DAVENPORT, IOWA 


Time Te 
Since 1876 


NEVER WITHOUT A CONTEST, Vergal Bourland's salesmen stage steak-and- 


bean dinners, receive prizes for high honors. 


Idea Man 


“We may stay on refrigerators for 


the whole week,” said Mr. Bourland, 


“but after spending this long covering 


effective tactics for demonstrating this 


item, you can bet there is not a man 
in the organization who doesn’t know 
how.” 

Men the demonstrating 
salesman are encouraged to offer con- 
structive criticism of the performance 
he has just gone through. 

Bourland salesmen have’ gone 
through the Vocation and Sales Pro- 
Kelvinator three 
times. Movie film, records, textbooks, 
and the test 
conducting 


watching 


designed by 
papers, were all used in 
this course. The sales 
staff is just now beginning to get its 
teeth into 
iormulated 


another 
the 


selling 
Electric 


course on 


by Texas 
Service Co, 


Many ot the great names of the in- 


CONTINUED FROM PAGE 45 


dustry are on the agenda—Kelvinator, 
Bendix, ABC, Apex, Hotpoint, Strom- 
berg-Carlson, Zenith, RCA Victor, 
Philco, Deepfreeze, Eureka, Easy 
Spindrier, and Carrier packaged air 
conditioners. Two seasonal items— 
attic fans and floor furnaces—are 
heavy grossers. 

A second Vergal Bourland store is 
scheduled for opening soon and is 
located on the opposite side of town 
irom the present operation. News- 
paper advertising will be combined in 
servicing both stores. A central re- 
pair station will be operated in the 
present store, and deliveries for both 
operations will be made from a cen- 
tral warehouse. 

Greater buying power is one of the 
benefits Vergal Bourland expects 
reap as a result of this new addition 
to the family. End 


to 


“GOOD MORNING, THIS IS YOUR ROVING NIGHT CLUB REPORTER." 


| 
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Installment Selling 
CONTINUED FROM PAGE 39 


lectors. The sight of a lad balancing 
a big package on his forefingers and 
obviously having some goodies to de- 
liver is often enough to have them 
divulge the dope. 

Never go rattling papers in the 
presence of neighbors of a skip. The 
whole world is in league against the 
bill collector, and a handful of docu- 
ments means that John Law or some 
other form of trouble is lying in wait 
for the poor schnook who took a 
runout powder. 

One of the best ways outlined in 
the little booklet on tips works like 
rats afighting if the ex-customer has 
children. Go over to the school yard 
and post a reward among the kids of 
similar school age in return for the 
correct address. Children babble their 
heads off, and they will also tell the 
other kids where the family is going. 
They are not up to poppa’s tricks and 
can’t see why not. For a half dollar 
you have the family’s new address 
right out of the mouths of babes. 

Women are much more difficult to 
sell on time than men, because in the 
fringe of feminine society, they have 
a habit of disappearing without even 
a name on a doorbell to trace. Gladys 
Jones may owe you money, but if she 
is living under the monicker, Mrs. 
Rutherford P. Eckel, two blocks away, 
you haven’t the slightest chance of 
catching her. In this case the beauty 
parlor, the butcher and the familiars 
who do business with her often are 
the best sources of trailing her down. 
Send your stenographer out with a 
shopping bag and the chances are she 
will bring home the bacon in the form 
of a new address. Even then, you 
have got to be pretty coy because Mr. 
Rutherford P. Eckel is no party to 
the transaction and you can’t go bust- 
ing into his home. 

Installment credit is a great vehicle 
in enabling the American public to 
enjoy a lot of things that they other- 
wise might not afford. It has enabled 
manufacturers to get a volume. Bar- 
ring economic upsets, it is a device that 
will enable a dealer to do five or ten 
times as much business as his normal 
captal will allow him. Therefore, it 
would seem that partial payment sell- 
ing is here to stay, and November Ist 
is the date for a rush of business that 
hasn’t taken place since the Oklahoma 
Strip was opened. End 


Which one will be TOMORROW S$ CHAMP? 


Even if you should watch those fellows carefully 
through an entire game, you’d find it hard to 
predict which one will score the most goals for 
the season. 

And even if you watch closely the parade of 
appliances and radios in today’s market, you 
know it’s not easy to tell which ones will score 
the most sales in the long run. 

There are many competing lines — old and new 
— each with its patented features. Along with 
these you must consider price, manufacturers’ 
advertising and dealer helps, and changing mar- 
ket conditions. It takes a lot of broad merchan- 
dising experience to select the lines that will 
sell best ... be most profitable ... year in, year 


When a product is recom- 
mended by Graybar, you 
can be sure it is (1) easy to 
sell, (2) honestly adver- 
tised, (3) backed by a war- 
ranty which protects both 
dealer and consumer. 


MAJOR APPLIANCES * 
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TRAFFIC APPLIANCES 


out. That’s the kind of experience Graybar has! 

In its service as national distributor of leading 
lines of appliances and radios, Graybar has 
proved its wisdom of selection and its ability to 
help dealers move merchandise — and has 
remained an independent, self-directing organi- 
zation, so as to be free to select and recommend 
lines on the basis of salability. 

That’s why Graybar dealers have faith in the 
recommendations of our Merchandising Special- 
ists. Proof that these recommendations pay in 
practice is the success of Graybar dealers 
throughout the nation. Merchandising Depart- 
ment, Graybar Electric Company, Inc. Offices 


and warehouses in over 90 principal cities. 4797 


RADIOS 
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Highly Successful Louisville Contractor 


Gives You the “Low Down” on His 


Karl J. Daubert, President of the Daubert 
Electric Company, gives five meaty reasons to which he attributes 
his outstanding sales and profits success on LAU ‘‘Niteair'’ Ex- 


haust (or Attic) Fans: 


. 


STOCK ON HAND. A large and 


complete stock for immediate delivery. 


2. CARPENTER CREWS. 


Trained and experienced carpenter 
crews operating from trailers equipped 
with all necessary materials to do a 
complete installation job (except elec- 
trical work) 


3. ELECTRICAL CREWS. 


Specialized electrical crews to follow 
up the installation men and complete 
the electrical phase of the installation. 


4. ABILITY TO ANALYZE JOBS. 


The experience and ability to quickly 
analyze tough situations in order to 
give the customer an exact idea of 
what is to be done — and the cost 


5. REFERENCES. 


A complete users list so that wher- 
ever you are in the city you can point 
to ome of your installations in the 
immediate neighborhood. 


®@ Fans available for immediate shipment. 
Jobbers located in every principal city in 
the country. Find out more about the 
profit opportunities for you in this readily 
salable, comfort producing, customer sat- 
isfying product 


en 


THESE 
LAU FAN FEATURES 


All ports — biedes, pillow-biocks, pulleys 
leverything except belt and motor) —ore LAU 
Precision monvufactured on latest type moa- 
chines in the modern, greotiy expanded LAU 
factory 


Moss produced for both precision and low 


cost 


Fon is three-blade type with brood, deep 
pitched blodes providing greatest suction and 
Gir movement, producing maximum air volume 
with reduced power consumption ond air tur 
bulence 


Venturi-type 
oir flow tes most couse of 


LAU Self-Aligning Pillow Biocks with Durex 
Porous Metal Bearings hold fan shaft rigidly 
Gvoiding vibration 

Entire assembly statically bolanced 

Five sizes — with discharge copacity for prac. 
ticelly every requirement. 

Light weight. Reduced shippi h 
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4. The amount you can afford to 
pay for a sales force; 

5. Whether the amount you can 
afford, when divided among the sales- 
men needed, will give each an income 
which is 

a. satisfactory to him; 

b. comparable to incomes of 
others in the community doing 
similar work; 

c. in fair proportion to your per- 
sonal salary and the incomes of 
your other employes; 

6. Which plan’s advantages out- 
weigh the disadvantages for your busi- 
ness. 


Straight Commission 


If you have selected one of the plans 
which provides incentives, determina- 
tion of amount of incentive should fol- 
low determination of total amount to 
be budgeted for the compensation of 
each salesman. Regardless of the 
nature of the plan selected, probable 
costs of any employe benefits pro- 
vided (e.g. insurance and paid vaca- 
tions) should be accounted for, be- 
cause these costs must be paid out of 
the total allocated to salesmen’s com- 
pensation. If the straight salary plan 
has been chosen, the remainder after 
a reserve for benefits has been de- 
ducted can be scheduled for salary pay- 
ments. If the straight commission 
plan is to be used, the amount to be 
set aside for benefits can be expressed 
as a percentage of anticipated sales and 
deducted from the percentage of sales 
budgeted for salesmen’s compensation. 
The remainder will then represent the 
amount of commission to be paid. 

Example: you have two salesmen 
and you have budgeted 5.5% of an 
anticipated sales volume of $96,000 
for their compensation. You provide 
two weeks’ vacation and sick leaves 
with pay based on average earnings 
during the preceding two months. If 
you estimate a cost of $92 each for 
vacations and $70 for sick leave your 
total cost of benefits will equal $324 

| per year, or about .35% of gross sales. 
Commissions could be set at 5% of 


' How Shall I Pay My Salesmen?P 


selling prices and .15% of gross sales 
would be left for special bonuses. 


Commissions with Guarantees 


If commissions with guarantees are 
planned, some reserve probably should 
be provided to permit payment of the 
guaranteed income without exceeding 
the budget allowance. Since, in 
theory, amounts drawn in excess of 
commissions under the drawing ac- 
count plan will be deducted from future 
commissions, the reserve provided for 
this plan need only be large enough 
to cover losses which might be in- 
curred if salesmen terminate their 
employment owing money against 
future commissions. The amount of 
fixed income under either of these 
plans will be determined by the cost 
of bare necessities in your community. 
In a good commission plus guarantee 
or draw plan the amount guaranteed 
would be low enough that it will ex- 
ceed earned commission only in excep- 
tionally bad months. Therefore, since 
payment in excess of earned commis- 
sions will seldom be made, percentage 
commissions can be nearly as high as 
those permitted by the straight com- 
mission without running the risk of 
exceeding total budgetary allowances 
already set up. 


Salary and Commission 


The combination salary and com- 
mission plan has features which com- 
plicate the establishment of amounts. 
Commissions are paid on sales above 
a minimum quota rather than on all 
sales. It is necessary, then, to deter- 
mine three things in order: amount 
of salary, minimum sales volume on 
which commissions will be paid and 
percentage commission. To deter- 
mine the last, deduct the amount of 
fixed salary from the amount budgeted 
for salesmen’s compensation, and de- 
duct the minimum sales quota from 
anticipated sales. The ratio of the 
amount left for commission to antici- 
pated sales above the quota will be 
the percentage commission to be paid. 

Example: In the example used to 
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Sales Success with LAU “Niteair” Fans 
_ 
-— 
Write for full information, specifications, prices. rT y 
| Shan 
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BLOWER COMPANY 
ksi Dayton 7, Ohio, U.S. A. 
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explain the computation of straight | 
commission 5% of gross sales re- 
mained for compensation after costs of 
employe benefits were deducted. This 
would provide each salesman with an 
income of $2400 a year if anticipated 
sales were realized. If, under the 
combination plan, each salesman were 


guaranteed a monthly salary of $100, 
$2400 a year would be left for com- 
missions for the two salesmen on the 
volume anticipated. If you set their 
quota at $2500 a month each, total 
quotas will equal 
($2500 x 2 x 12) and commissions will 
be paid on $36,000, the amount of an- 
ticipated volume in excess of quotas. 
$2400, the amount set aside for com- 
missions, divided by $36,000 equals 


7% which is the commission to be paid | 


on sales above quota. 


Establishing Quotas 


The amount of salary to be paid | 


and the quota to be set depend on local 
conditions. An arrangement which 
provides for commissions about equal 
to salary is sometimes recommended. 
Salaries should start low enough so 
they can be advanced in recognition of 
merit and service. To make the ad- 
vantages of the combination plan pos- 
sible, however, salaries must be high 
enough to provide basic security. 
Establishment of a quota is perhaps 


$60,000 a year | 


the most important step in designing a | 


combination plan. If it is set at such 
a figure that the salary actually repre- 
sents the amount of commission pay- 
able on the quota volume, the plan 
becomes little more than a commis- 


sion-with-guarantee plan. If the quota 


is set higher, commissions for sales 


above quota will be larger, thus in- | 


creasing incentive by making the 
“over-quota” goal harder to reach but 
more remunerative. If the quota is 
lower, incentive is less but commis- 
sion earnings within easier reach. 

It is often considered wise to set 
aside some of the money allotted to 


salesmen’s compensation to offer as | 
special bonuses for sales drives, slow- | 


moving merchandise and the like or as 
prizes for “best record”, “most im- 


provement”, “best use of training”, | 


etc. Any such special 


allowances | 


should be deducted before amount of | 
compensation is computed, of course. | 


Percentage Commissions 


Percentage commissions sometimes | 
are translated into “dollar-per-item” 


commissions to make them clearer and 
to encourage step-up selling. 
salesman is always led to think in 
terms of “$10 extra this month if I 
sell model B, $15 if I sell model A”, 
rather than in terms of percentages, 
incentive probably will be greater. 
Furthermore, incentive to sell the more 
expensive model can be enhanced by 
increasing the commission on it, de- 
ducting the difference from the lower- 
priced model. 


If the | 


If the number of sales | 


of the higher-priced model usually is 


only about half of the number of sales 


of the lower-priced, it may be worth- | 


while to add double the amount de- 
ducted from the commission for the 
cheaper to the commission for the more 
expensive. Thus the additional incen- 
tive in the case mentioned could be 
$8 more for selling “model A”. End 
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By special arrangement the name 
“Carnegie Hall” is to be given to 
Hallicrafters great new series of 
radio phonograph combinations 
and television receivers. 
“Carnegie Hall,” a proud name 
in the best American tradition, 
will through Hallicrafters con- 
tinued efforts toward uncom- 
promising quality, continue to be 
a symbol of perfection in the 
presentation of the musical arts. 
Illustrated is the Model 411, 
latest addition to Hallicrafters 
Carnegie Hall Series. “Tray top” 
cabinet finished in glazed leather, 
a material that is repeated in the 
graceful handles. Just one model 
in a well rounded line that will 
appeal to thousands seeking 
something new, different and 
better in fine instruments. Model 


111 and its companion Model 412 
in black ebony with mirrored top 
sell for $575.00. 


hallicrafters 


MEANS BUSINE 


1947 


SALES DEPT., THE HALLICRAFTERS CO. | 
4401 W. STH AVE., CHICAGO, ILL. 


Please send me name and address of nearest distributor of | 


Hallicrafters Carnegie Hall series. | 


MAIL COUPON 
TODAY! 


ss! 
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AN ANNOUNCEMENT OF 


EXTRAORDINARY IMPORTANCE 
DISTRIBUTORS and DEALERS 


to 


RAYTHEON INVITES YOU 


To Take Immediate Advantage 
Of One Of The Biggest 
Volume And Profit Opportunities 
That Has Hit The Electrical Appliance Market 


In Years 


The Raytheon Home Precipitater 
is easy to install with any type ‘ : 
warm a r ventilating system im 

any home or office. 


the RAYTHEON PRECIPITATOR 


For Cleaning Air Electronically 
In the Home 


Nine million prospects are now ready to be 
sold this remarkable new unit for removing 
every particle of airborne dust, soot, pollen 
and even smoke from the air right where 


DON’T MISS THIS SELLING OPPORTUNITY 


Wide awake electrical distributors and deal- 
€fs are signing up now while rich territories 
are still open. Your present customers plus 
hundreds of new ones in your area are red 
hot prospects for this modern appliance that 


RAYTHEON Backs You With 
100% Sales Promotion, Display And Advertising Helps 


For full details on this volume and profit opportunity-of-a-lifetime write, 
wire or phone today to RAYTHEON, Waltham, or to our nearest district office, 


RAYTHEON MANUFACTURING COMPANY 


Commercial Products Division ° Waltham 54, Mass. 


people live and breathe. It’s a “natural” for 
modern living, instantly in demand wherever 
presented, 


points the way to better, healthier, cleaner 
living for all the family—theirs for but a 
few pennies a day. You've never had any- 
thing to sell with more selling impact. 


ATLANTA 
Roy E. Cawhern 
Raytheon Manufacturing Co. 
306 Candler Building 


CLEVELAND 


L. P. Lamb 
Raytheon Manufacturing Co. 
902 Hanno Building 


Maine 3730 
Jockson 5325 
NEW YORK 
BOSTON T. R. Porter 
john True Raytheon Manufacturing Co. 


60 East 42nd St. 
Murray Hil! 2-7440 


Raytheon Manufacturing Co. 
Waltham 54, Mass. 
Wal. 5860 


CHICAGO 


Howard W. Carlson 
Raytheon Manufacturing Co. 
Room 829, 222 W. Adoms St. 


Ron, 7457 Excellence in Electronics 


IT WAS BEER, sirloin steaks and fun for 110 appliance dealers and distributors’ 
representatives on August when the Santa Clara, Calif. Gas & Electric Appliance 


Dealers Society held its annual barbecue in San Jose. 


PG&E dealer representative 


Dan O'Brien managed the affair, held in the garden of a local brewery. 


LEAGUE ACTIVITIES 
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Discipline Needed 
In Trade-In Policy 


“Dreading the return of the indus- 
try’s problem child, the trade in, 
won't solve any problems, but dis- 
cipline in the form of a good policy, 
will,” according to a notice sent to 
appliance retailers in Washington, 
Idaho and northern Utah by news 
letter of the Inland Empire Electrical 
Dealers Association, Spokane, Wash. 

“There are justifications for soundly 
conceived trade-in allowances besides 
the obvious one of meeting competi- 
tion,” the letter says. “Trade-ins can 
stimulate sales, not only of the mer- 
chandise to which they apply directly 
but also of allied items which might 
be more useful with a new appliance 
than with an old one. They can help 
establish a profitable replacement busi- 
ness by promoting buyer habits of 
keeping up-to-date with new improve- 
ments. 

“By easing down-payments, trade-in 
allowances can bring up-to-date elec- 
tric living within reach of more people 
at less credit risk to dealers. They 
can give the dealer a respectable profit 
on two items instead of one. Properly 
merchandised, used appliances can 
build store traffic. 

“These are all substantial benefits 
of the trade-in system, but they can 
become false benefits if they are sought 
with an unsound trade-in policy. The 
abstract benefit of trade-in allowances 
cannot be measured or priced, and the 
best policy would seem to be to let 
trade-ins pay their own way, rather 
than to charge off losses to promo- 
tional and good-will expense. 

“Figure trade-in transactions with 
economics, not psychology. Predicate 
your trade-in policy on a fast rule 
that each allowance cannot exceed 
the value to you of the used appliance, 
and trade-ins will work for you. If 
you base each allowance only on what 
you must offer to close the sale, you’re 
inviting bankruptcy.” 


Inland Empire Association 
Offers Stolen Goods Service 

To facilitate recovery of merchan- 
dise stolen from members’ stores and 


to help apprehend guilty persons, the 
Inland Empire Electrical Dealers 


NOVEMBER I, 


Association, Spokane, Wash., has in- 
stituted a “Stolen Merchandise Tracer 
Service”. 

Appliance dealers will report all 
stolen merchandise on a prepared post- 
card to the association of local chapter 
secretary, as well as to the police. The 
association will send out regular lists 
of stolen electrical goods to all dealers, 
and each month will send a list of 
non-recovered merchandise. 

One main feature of the service is 
to help dealers who may be offered new 
or used merchandise for sale or trade- 
in. A simple check of the item’s serial 
number against the stolen list will 
protect the dealer. 


South. Calif. Assn. 
Gets Legal Advisor 


Samuel D. Robbins, attorney at law, 
has been retained by the Southern 
Calif. Radio and Electrical Appliance 
Assn. in an advisory capacity, accord- 
ing to Bill Quinn, managing director. 

The service was announced “as a 
means of seeing that the association 
acts at all times in accordance with 
the orderly processes of law and at 
the same time tests each progressive 
step in the association in the light of 
any possible legal liabilities that might 
be incurred.” 

Mr. Robbins, who acts in a similar 
advisory capacity for other associa- 
tions, will receive $1.00 a year for his 
services, 


Jamestown Dealers Seek 
Lower Consumer Power Rates 


A committee of the Jamestown 
(N.Y.) Electrical Dealers Assn. was 
recently appointed to appear before 
the Board of Public Utilities to ask 
a reduction in electric power rates for 
those consumers who use appliances 
which consume large quantities of 
electricity. Committee members in- 
clude William S. Hake, Harry Shep- 
herd and Hagnar Milton. The reduc- 
tions of a half cent per kw.-hr. will be 
sought for those using over 50 kw.- 
hrs. per month who now pay two 
cents per kw.-hr., and for users of 
over 100 kw.-hrs., who now pay one 
and a half cents per kw.-hr. Such 
reductions, contends the association, 
would increase the use of electricity 
and stimulate the sale of appliances. 
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New Officers and Directors 
For the San Diego Bureau 


Through votes sent through the 
mails, a new set of officers and di- 
rectors for the San Diego Bureau of 
Radio & Electrical Appliances has 
been elected for the coming year. 

New officers are: president, O. G. 
Thompson, G-E Supply Corp.; First 
vice-president, Robert L. Swearengin, 
El Cajon Supply Co.; second vice- 
president, Archie Marsden, G-E Ap- 
pliance Corp. ; treasurer, Sam L. Hall, 
Electric Supplies Distributing Corp. 

New directors are: Charles Beale, 
National City Stove Works, Na- 
tional City; Taylor Brown, Parmelee- 
Dohrman Co.; Harvey Byers, Chure- 
hill & Cassou Escondido; A. K. 
Chamberlain, Refrigeration Equip. 
Co.; Gordon Dawson, Home Appli- 
ance Co.; Paul A. DuPont, Walker’s ; 
Harry Franz, Harrington’s Robert 
Halvorson, R. R. Halvorson Co., La 
Jolla; Robt. E. Harris, San Diego 
Standard Elec. Corp.; Elmer Hazie, 
San Diego Auto Electric Co.; Jerry 
Heilborn, Heilborn Electrical Co.; 
E. W. Kinmore, Kinmore Elec. Co., 
Chula Vista; Ivan Lauritzen, Coast 
Electric Co.; 3ernard MacLean, 
North Park Appliance Co.; E. W. 
Meise, S. D. Gas & Electric Co.; 
W. W. Powell, Western States Elec- 
tric Co.; R. T. Redfield, Graybar; Al 
Reynolds, Reynolds Radio & Appli- 
ances; Ben H. Rogers, WESCO; 
George Stoltenberg, Stoltenberg’s 
Appliances, La Mesa; Aubry Thomp- 
son, H. L. Benbough Co. Ltd.; Paul 
Weinstock, Weinstock’s El Cajon; 
Lou Weise, Weise'’s Ltd.; J. F. 
Zweiner, Zweiner Electrical Co. 


Ousler Elected President of Pa. 
Electric Assn. at 40th Meeting 


Over 700 electric utility mem- 
bers attended the 40th annual meeting 
of the Pennsylvania Electric Assn. at 
the Benjamin Franklin Hotel, Phila- 
delphia, on September 23 and 24. 
George W. Ousler, vice-president in 


GEORGE W. OUSLER 


charge of sales for the Duquesne Light 
Co., Pittsburgh, was elected president, 
succeeding Charles E. Oakes, president 
of the Pennsylvania Power & Light 
Co. Vice-presidents for the coming 
administrative year are: W. H. Doran, 
vice-president of the Metropolitan 
Edison Co., Reading; D. W. Jardine, 
president of Pennsylvania Electric 
Co., Johnstown; and George R. Con- 
over, vice-president, Phila. Electric Co. 


Vancouver Assn. Appoints 
Kievill Field Representative 


Activities of the Vancouver (B.C.) 
Electrical Assn. are being steadily ex- 
panded and the organization has ap- 
pointed as office manager and field 
representative in A, L. Kievill. 


THE RANGE GROUPING 


Note convenient assembly of Morton 
PANTRYETTE-66, with Corner and Base 
Cabinets in Range Grouping shown below. 


my 
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Morton Cabinets complete every Work Center to 
produce maximum kitchen efficiency. A range is 
the center of cooking activity, but it is only ba/f 
efficient if cooking utensils are kept in out-of-reach 
places. It requires Morton cabinets to do the 
whole job. 

The PANTRYETTE (built only by Morton) 
brings cooking supplies within arm’s length of 
the range. It is designed to provide an orderly 
place for every item. The Totalite—a fluorescent 
fixture in its base—gives ample light on working 
surfaces below, and illuminates the PANTRYETTE 
interior. Morton Base Cabinets extend working 
surfaces for cooking operations and add to stor- 
age space. 

The Morton Work Center principle saves time 
and steps—makes work easier. It appeals to your 


customers. The sale of a major appliance leads 
to the sale of extra units. Make those extra sales. 
Make them Morton! 
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some profits for our dealers! 
waiting for 


millions. Write for details! 
of your future! 


fume 
Guaranteed 
Good Housekeeping 


@ OLTECTIVE 


BAR-BROOK FANS 


Wait til you see » what's coming 
for BAR-BROOK Dealers 


There's a brilliant future ahead, with tall and hand- 
The new 1948 models 
of Bar-Brook attic and window fans will be worth 
There will be colorful displays and sales 
aids. National advertising will tell the story to 
Make Bar-Brook a part 


-BROOK MFG. CO., INC. | 


‘Formerly Shreveport Engineering Company 


Texas Avenue USA. 
END THE E CATALOG MESSI 


Neat from the customer's side! User has 

catalog data at correct reading angle : 
with both hands free. Binding in l-inch Y 
sections permits instant pick-out and : 


Loose Leaf 


Catalog Holders 


replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only | section; section 
instantly removed and instantly 
replaced. Order additional sections 
as your needs demand 


Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 
i fying? Then you need EVER READY. Every cat- 
- | alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
i in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 
of thousands in use. Order yours today! 


‘BREE TE 


SIMPLE AS 


, ABC 


A. Open Section B. Replace sheet, 


close section C. Replace section 


Geneva Mfg. 421 Stevens St, Geneva, 
Gentlemen: Please ship me 


1 1244 in. deep, n wilt. Sturdy stee 


dork green baked enamel Copacity, 12sec- aw, of 
be tions. With wings and 2 sections: $5.65 Eo 
24, lke No. 12. With wings ond address 
sections. 29 in. w 2' gin. deep. Capac 
ity, 24 sect $8 50 E 
‘ .... Add $1.00 Eo 


NOTE: Check Kalamazoo 4-post 0), Ring Binder 3-post 0) 


wrk MONEY BACK GUARANTEE! 


PAGE 214 


Ne. 12 EVER READY Holder 15 in wide, Compeny.,- 


ORDER TODAY! ALL SHIPMENTS EXPRESS 4 


In The 
Women’s Magazines 


Woman's Home Companion 


In a washday set-up Helen Thackeray 
thinks “Four Hands Are Better Than 
Two.” Her recipe for good washing 
is: one good head to plan the oper- 
ation (mother), one willing helper 
(daughter), added to one good wash- 
ing machine, and seasoned with a dash 
of system. Results: effortless 
washday. 

“Doing Up a Slip Cover” is another 
article in the same October Com- 
panion, which says that it takes only 
five minutes in an electric washer 
and a few touches with a flat iron 
on the ruffles to have a  slipcover 
looking like new. 


Ladies’ Home Journal 


Use of the sewing machine, iron 
and vacuum cleaner are all recom- 
mended by Judy Barry as aids to good 
grooming on a limited budget in her 
article “Good Grooming Takes Home 
Work,” October Journal. 

The kitchen modernization element 
for this month is centered around, 
of all things, a piano in the kitchen. 
Gladys Taber says it makes a game 
out of dishwashing, attracts boys 
and girls to the wholsome atmosphere 
which only a kitchen can have, and 
generally adds zest to family life. 


McCall's 


“The ABC's of Shrink Resistant 
Woolens” is outlined in a quarter-page 
short by Eleanor Cook in McCall's 
for October. 


Good Housekeeping 


Helen W. Kendall lists some perti- 
nent do’s and don'ts for new and old 
users of wringer and spinner type 
washers in her October article “A 
Happier Washday.” 

Institute Shorts scattered throug- 
out the book include items on “How to 
Iron a Skirt”—pleated or gored; 
rules for Proper Use of Your Vacuum 
Cleaner”; “What a Well Cooker Can 
Do for You”; “Bluing the Wash”: 
and “Use a Bleach”— all of interest 
to the industry. 


Better Homes & Gardens 


Myrna Johnston, in October Better 
Homes, says “It's time to take stock of 
aggravations in the kitchen if you 
haven't a smooth production line.” 
Her article is entitled, “For A 
Smooth-Running Kitchen.” 

Other kitchen items in the same 
issue include the story of Ruth and 
Vic Stiver’s experiences in remodel- 
ling their Dublin, Ohio, kitchen with 
glass blocks, fluorescent lights, metal 
cabinets, and complete _ electrical 
equipment; and the following short 
features: “New Kitchens with Ideas 
for You”; “New or Old, a Kitchen 
Can Suit You”; and, “She Rebelled 
Against an Obsolete Kitchen.” 

Meta Given also tells “How to 
Freeze Cooked Sweet Potatoes.” 


House & Garden 


“Today's Laundry is a_ Livable 
Room” illustrates in 4-colors, a 
laundry designed by House & Garden 
and built by General Electric Co. 
The laundry sorting counter at one 
end of the laundry doubles as a flower 
arranging space with shelves for 
vases and other accessories; and the 
mending corner at the other end, 
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where the finished laundry comes off 
the production line, has a sewing 
machine and a housekeeping desk. 

In the same October issue of 
House & Garden there are sugges 
tions for freezing fruits that have 
been dipped in a short brandy bat! 
that sounds delicious. 


House Beautiful 


The October issue of House Beau- 
tiful is devoted mainly to plastics, and 
in the appliance department “4-Ways 
to have a Better Kitchen” shows uses 
of plastic surfaces, top, side and 
fronts, all of which save on upkeep, 
replacing and refinishing. Another 
short story, “Even a Laundry Yard 
Can Be Inviting,” makes suggestions 
for beautifying the drying yard with 
lattice, shrubs, etc. 


American Home 


‘Good Storage Minimizes Chorage” 
is the title of Edith Ramsay’s opus for 
October on kitchen cabinetry. Also, 
there is a brief historic tracing of 
flat irons back for 300 years entitled 
“Charcoal to Electric.” Kenneth B. 
Heggen has what looks to be a new 
back-of-the-book department entitled 
“Don’t Torture Your Appliances!” 
It deals with proper care and use of 
washers, irons and cleaners this time. 


Parents’ 


Seven pages in October Parents’ 
are given over to two more Expand- 
able Homes, by Maxine Livingston. 
The kitchens in both houses have 
efficient layouts and time-saving fea- 
tures of particular interest. 


What's New in Home Economics 


The October Equipment Section of 
What's New is devoted to teaching 
laundering in equipment classes, home 
management classes, textile and cloth- 
ing classes. A pictorial section on 
modern washers, their types, features 
and conveniences winds up the section. 

Margaret B. Scott tells an interest- 
ing story of how some demonstration 
club members made use of the electri- 
cal kitchens at State College Missis- 
sippi. Her article is entitled , “Elec- 
trical Equipment School for Demon- 
stration Club Members.” 


Forecast 


Forecast takes a_ pictorial tour 
through “A Famous Test Kitchen” 
located in Mansfield, Ohio, where 
Julia Kiene holds forth and super- 
vises the many activities in progress in 
the Westinghouse Home Economics 
Institute. 


Wieboldt Offers 30-Day 


Free Trial on lroner 


Carrying out the idea that if you use 
it long enough you will love it, the 
six Wieboldt department stores in Chi- 
cago have completed a series of home 
laundry clinics, which not only taught 
women how to wash, but topped it off 
with giving them a chance to use Thor 
Gladiron in their homes on a 30 days’ 
trial offer. 

This was an offer with the usual 
down payment with the privilege of re- 
fund if not satisfied. 
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Russian Decries American 
Deification of Appliances 


Americans have mistaken “their 
technical superiority for the heights 
of human achievement,” wrote Ilya 
Ehrenburg, Russian journalist, in 
a recent issue of Pravda, Commun- 
ist party organ. 

“T have never denied the im- 
portance of technique,” he declared, 
“but I know for certain that a 
vacuum cleaner is only one detail 
of existence. You cannot measure 
the culture of a country by the 
number of automobiles it has... . 
We are quite ready to admit the 
superiority of the American wash- 
ing machines to ours, but we firmly 
decline to deify the washing ma- 
chine, to bow low before the re- 
frigerator and to make obeisance 
to the latest type of fountain 
pen.” 

Mr. Ehrenburg went on to say 
that while in America culture is 
mainly to be found in museums, in 
Russia it is a living source of in- 
spiration. “That does not mean 
that we have surpassed all others in 
every branch of science and art,” 
he admitted, “but it does mean we 
have surpassed all others in the 
most important thing in building 
a new society, in creating a new 
man.” 

Americans, looking at Russia’s 
“new man” with their washing ma- 
chine and vacuum cleaner minds, 
will probably want to know, first, 
if Russian production has pro- 
gressed to the point where the 
bugs have been eliminated and, 
second, if the world’s consumers 
will ever accept him. 


Funeral Held for Schoellkopf, 
Buffalo Niagara Corp. Chairman 


Paul A. Schoellkopf, chairman of 
the board of Buffalo Niagara Elec- 
tric Corp. and president of the Ni- 
agara Falls Power Co., died in 
3uffalo, N. Y., General Hospital on 
September 30 after an illness of sev- 
eral months. Funeral services were 
held on October 1 in the First Pres- 
byterian Church of Lewiston. Mr. 
Schoellkopf became associated with 
the Niagara Falls Hydroelectric 
Power and Mfg. Co. in 1907 as as- 
sistant to the secretary and treasurer. 
In 1913 he became its general mana- 
ger. He was elected chairman of the 
board of the Buffalo, Niagara & East- 
ern Power Corp. in 1929, president of 
Niagara Hudson Power Corp. from its 
inception to 1933. At the time of his 
death he was 63 years of age. 


Television Boosts 
Sales on Tables 


Because a television set is not ex- 
actly as light as a feather, and since 
manufacturers are particular in hav- 
ing the image viewed at the right level, 
a new item that is being promoted in 
television areas is the table. 

In Chicago the Harry Alter Co. is 
busy promoting a table for the Crosley 
that retails for $20. With the launch- 
ing of a television campaign by Philco 
Distributors, a table is part of the 
picture and is expected to be stocked 
by the Philco franchised retailers the 
city over. 


Paragon Line 


BETTER 


NONE 


on prices~ COMPARE! 


2. material costs continue to mount higher and 
higher, YET PARAGON still holds to its lower price 
policy. These units cannot be produced today for 
their present price tag, but as long as our supply 
of steel and other raw materials, purchased in the 


lower priced market, remains we will fill orders at 


these all-time low prices. 


068 


Full 60 inch length with Tracy Stainless Steel 
Top. Has 3-door steel undersink cabinet, crumb 


160 


Full 60 inch length with Tracy Sta:niess Steel Top. 
Has 5 large drawers, 3-door steel undersink cabinet, 
crumb cup strainer and chrome on brass Ledge Type 
Faucet. Suggested resale price $209.00 


‘ ‘ | » 

cup strainer and chrome on brass Ledge Type ' 

Faucet. Suggested resale price .. $165.00 


Table Desh 444 


Complete top durable, black linoleum— 
stainless steel bound. This kneehole desk 
and work table, a full 42 inches wide by 
25 inches deep, features a large center 
drawer, three right hand side drawers 
all with attractive chrome handles and a 
convenient arm rest. Suggested resale 
price ...... bales 


Paragon Utilities Corp. 
50 VAN DAM STREET 
BROOKLYN 22, N.Y., N.Y. 
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Tabletop 3544 


54 inches long, it has one Grade A” Vitreous China 
Sink Bowl and one Grade A Vitreous China Tray. 
Features lustrous and durable Formica top in smart, 
new styling. Covers fold down to give ample extra 
work space when needed. Roomy 4-door steel under- 
sink cabinet, faucet and strainers. 


Tabletop 3544-2 


Same as above except that it has two Vitreous Grade 
“A” China Sink Bowls. Suggested resale price on 
both models $133.25 


USUAL DEALER DISCOUNTS PREVAIL ON ALL MODELS 


PARAGON UTILITIES CORP. 
50 Van Dom Street, Brooklyn 22, N. Y. 


Ship via ; 
F.0.B. your Warehouse, Brooklyn, N. Y., the following 
.DUCHESS 160 TREDOR 060 
Quantity Quantity 
TABLETOP 3544 , TABLETOP 3544-2 
Quantity Quantity 
+ WOOD WORK TABLE DESK 444 
Quantity 
ZONE STATE 


PU 222-647 
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| Finance Group Recommends 
Post-W Credit Terms 


Credit terms on domestic appliances 
will be limited to 36 months and at 


least 20 percent down and terms on 


YOU'LL MAKE MORE 
MONEY WITH THE... 
radios and phonographs and television 
sets will not exceed 24 months and a 


$ | minimum of 20 percent down if the 

% is recommendations of the American 
®\ Finance Conference are followed by 
4\ its 300 member companies. 


\ committee of the conference, a 


“ national association of independent 
> finance companies, recently prepared 
4 i resolution on the conduct of credit 


m automobiles and appliances after 
FOR APPLIANCE i= Regulation W_ terminates Novem- 
ber 1. 

REPAIRS ! | The committee resolution, adopted 
by the Conference, stipulated that the 
minimum monthly payment on appli- 
ances and radios should be $8. 

~ The general public welfare 
can best be protected against the evils 
of inflation by proper down payments 
| and by economically sound repay- 
ment periods,” the committee resolu- 
| tion said, adding that “a normal 
| market for the greatest number of 
consumer purchases can be maintained 
only by preserving, through adequate 
finance plans, the general distribution 
channels of the manufacturers of 


automobiles, appliances, radios, refrig- 


erators and kindred durable goods JUICE KING national advertising s now 


lines.” appearing in Life Magazine, Ladies Home 
Journal and Good Housekeeping. Feature 
JUICE KING—the home juicer housewives 


| know. 


Motor Repairmen's NATIONAL DIE CASTING CO. 
Manual Available 


“Generators and Motors and Their 
Applications,” by D. J. Duffin (Mc- 
Graw-Hill Book Co., N. Y. C., $4.00), 
the first of three “Working Manuals 
for Motor Repairmen”, should be of 
considerable help to the dealer and his 
servicemen, among others. The pur- 
pose of the book is to introduce the 
reader to as many as possible of the 
makes and types of motors and gen- 
erators in use, mainly as preparation 
for the more specialized material of 
the two manuals to follow, which are 
to deal with dc. and ac. armature 
winding, respectively. The idea is to 
broaden the knowledge of the repair- 
man who may be familiar with only a 
few types. 

The book sticks to practical aspects 
income for you, because you | ‘roughout. Theory is kept to a mini- 
mum, and the only mathematics to be 
won't have to turn down jobs found is simple arithmetic. Liberal 

. use is made of photographs and dia- 

that you cant do now. Get a grams showing external, sectional and 
disassembled views. The armature 
Dake press—it's designed right winder or motor repairman without 


for your needs. All parts are specialized knowledge will find the 
book useful in itself, as well as in con- 
built for long service, maximum junction with the two to come. 


TOUHY AVE. AT LAWNDALE * CHICAGO 45, ILL. 


The right arbor press in your 


FOR “KID GLOVE" 
HANDLING 


Easload 
APPLIANCE TRUCK 


THOSE appliances really get “kid 
glove” treatment from the time you 
ease them onto the Easload Appli- 
AND CROSS BARS ance Truck until they're unloaded. 
All Easload frame work that comes 
in contact with the appliance is 
rubber covered. The toe plate is 
covered with heavy canvas web- 
bing. Even the axle nuts are rubber 
covered, protecting other appli- 
ances as you squeegee the truck 
into close quarters. 
Easloads not only get your appli- 
ances there with less work and 
manpower, but in perfect condition 
as well. 
Write Today for Free 
Folder or Order Direct... 
$45.50 f.0.b. Los Angeles 


repair shop will mean more 


strength, and easy operation. 
Select one of the presses above, 


or write for further information, | Eureka Cordless Irons In 
Nation-Wide Distribution 


Dealers in all parts of the country RUBBER COV- 


are currently receiving shipments of on AXLE 
| the Eureka cordless electric iron, 
| George T. Stevens, executive vice- 
president of the Eureka Williams Co., 
said recently. Expansion of plant fa- yee are 
cilities has enabled the company to 


forsake its city-by-city basis of mar- 
keting, he declared. 


ENGINE COMPANY “Initial sales have surpassed our | ON EQUIPM E} & 
| reported, in ‘the iS SUPPLY CO. 


ance of the iron since its introduction 


a little more than a year ago. 1317 WILLOW STREET — LOS ANGELES 13, CALIFORNIA 
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HOW NOT TO MAKE A PIE is enacted by Meg Haun, as the confused house- 


wife, on the Commonwealth Edison television program, ‘Jane Foster Comes to Call.’ 


Commonwealth Edison various problems of the housewife 
dramatized to show how the con- 
Televises ‘Jane Foster fused homemaker struggling with 


To promote electric cooking and unknown quantities, portrayed by 
use of various electrical appliances, Meg Haun, who appeared in the com- 
Commonwealth Edison Co. of Chi- “Telequizicalls” last year, 
cago has inaugurated a new weekly ind _the solution in observing correct 
daytime television program for home- methods shown by Lillian Curtis of 
makers. The scheduled time on Jane Foster's staff. 

Tuesdays at 3 p.m. over WBKB, was Studio audiences witness both pres- 
chosen to help round out the Chicago entation of the performance and the 
television setup and to catch the Video image as television receivers are 
housewife when she is fairly well set up in the room. 

caught up on her housework and is Tickets for the telecast, “Jane Fos- 
ready to relax and listen. The show’ ter Comes to Call,” are distributed 
originates in the Edison Co.’s Jane by a different Chicago appliance dealer 
Foster meeting room and features each week. 


SERVE ICE CUBES ala carte! 
Use One "Jiffy Cube" Or a Trayful 


@In individual UNBREAKABLE cups made of Polyethy- 


lene plastic, ice cubes can be made that actually “pop- 


out” at finger pressure. Ice will not stick to plastic — thus no water or levers 
necessary. No ice is wasted—use one cube or a trayful. “Jiffy Cube” ice 
trays come in two sizes designed to fit all refrigerators. You'll love the ease 


with which you can serve ice. Individual “Jiffy Dessert Molds” — for frozen 


desserts and salads — are also available and fit standard “Jiffy Cube” ice 
tray. “Jiffy Cube” makes a perfect Christmas Gift. 


Tray—12 Cups—$1.95 

“B" Tray— 8 Cups—$1.49 
Individual Cuaps—1! Doz. $1.00 
“Jiffy Dessert Molds"—6 cups $1.00 


Pat. & Pats. Pending CORPORATION 


822-EM FISHER BLDG. ¢ DETROIT 2, MICHIGAN 
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This little 
Daisy 

can coin 
big money for you! 


The very sight of it will make thousands of perspiring prospects 
feel so cool and refreshed next summer that they will fill your 
till with profits on the Kisco CIRCULAIR Line. 


This dramatic “Daisy-Fresh” cooperative merchandising program 
will give CIRCULAIR magnetic sales appeal. Nothing has been 
overlooked to help you ring up record sales: 


‘a Colorful hang-tags, folders and direct mail pieces 
Ss Dynamic, crowd-stopping action displays 


e Effective, original newspaper mat service 
Enthusiasm - building sales manual for your clerks 
Remember — CIRCULAIR, the Original Floor Model Air Circulator 


... the “Successor to the Fan”... will be a Daisy for Profits! 
Don’t be late for ‘48...write us today for complete information. 


Successor to the “Fan” 


KISCO COMPANY, INC. + 3734 CHOUTEAU AVE. « ST. LOUIS 10, MO. 
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Big 


Experience 


P 


THIS IS THE ONE 
THEY'RE BUYING! 


MODEL A-5 


Automatic 


ELECTRIC WATER HEATER 


for Trailers, Service Station Wash Rooms, 
Doctors’ and Dentists’ Offices, Lunchrooms, 
Barber and Beauty Shops. 


Small . but amazingly efficient. The 


ideal unit for use where piping hot water 
is needed in modest quantities and where 
space is at a premium. 
Built like a vacuum bottle . . . heavy gal- 
vanized steel inner and outer tanks... 2” 
rock wool insulation . . . handsome white 
Dulux enamel finish. Fully automatic .. . 
easily connected to water pipes. Plugs 
into any 110-120 electrical outlet. Can be 
installed in vertical or horizontal position 
Maintains water at 170 


Here's a profitable specialty in big de- 
mand. If your jobber can’t supply you, 


send us his name 


@5 gallon capacity. 


@ Entire tank heated to 170 
1 hour. 


@ Gives you 12 to 15 gallons of 
usable hot water when tem- 
pered with cold. 


@ Automatic thermostat keeps 
water always hot for instant 
use. 


@ Only 14" x 22" high. 
@ 1 year guarantee. 


Retail F. O. B. 
Price $45.00 Chicago 


DEALERS— 
JOBBERS 
Write for 
cotalog and 
discounts 


546 


RN WATER EQUIPMENT COMPANY | 
Grant Place Chicago 14, Hlinois 


Choice of many standard 
models for every use, in 
every price range. Five 
beautiful cabinet styles. 
For schools, offices, homes, 
institutions, factories. 


tailor-made 


AGE 218 


For every use condition— 
installation 
with stock models! 


30 years of sound transmission ex- 
experience. 
A. T. & T. and W. E., plus basic 
Convers-O-Call patents! 


CALL 


SATISFIES Every CUSTOMERS’ 
NEEDS FOR INTER-COMS! 


Model P-1630-PB 
Multiple 
Master Station 


licensed under 


Fully 


SOME TERRITORIES ARE AVAILABLE. WRITE NOW! 
NATIONAL INTER-COMMUNICATING SYSTEMS INC. 


1531-33 W. DEVON AVE. 
CHICAGO 26, ILL. 


_APPLIANCES 


HESS APPLIANCE HOME 


SIGNS FOR STORE FRONTS being furnished to Norge dealers. Newest sign ideas 
in outdoor illumination. Norge Div., Borg-Warner Corp. has contracted with Neon 
Products, Inc. Lima, O., for these brand and dealer identifications. 


NEW LITERATURE 
AND DEALER HELPS 


Edison Electric Institute 


Three new manuals have been an- 
nounced by the Edison Electric In- 
stitute, 420 Lexington Ave, New 
York 17, N. Y. “The Farm Elec- 
trification Manual,” designed for 
electric company rural _representa- 
tives, cooperative managers, etc., will 
be in 14 sections, 7 of which are 
available now. It contains practical 
information farm applications of 
electricity, illustrations and diagrams 
of wiring arrangements, installation 
methods, etc. The price, which in- 
cludes the binder and total of 14 sec- 
tions, is $5.00 per copy to EEI mem- 
bers, $8.00 to non-members. 

“The Electrical Water Heater In- 
stallation Manual,” which is the first 
section of a comprehensive Appli- 
ance Installation Manual to cover ap- 
pliances requiring a specific type of 
installation work, pictures the major 
variations of electric and plumbing 
connections found in the industry. It 
is available at 50c a copy. Additional 
copies of the individual diagram are 
also available, for distribution to con- 
tractors and dealers, at $3.00 per 100 
sheets. 

“A Guide for the Selection of Sales 
Personnel,” available at» 75c a copy, 


on 


outlines a suggested method for select- 
ing and placing salesmen, based upon 
a uniform pattern now being devel- 
oped from the many procedures orig- 
inated by trade associations, schools 
and business organizations. 


The Edwin F. Guth Co. 


The new “Rainy Night” booklet, 
just released by the Edwin F. Guth 


Co. of St. Louis, Mo., emphasizes 
the importance and value of good 
lighting by pointing up the effects 


of bad lighting. It defines the symp- 
toms and describes the hazards of bad 
lighting with carefully drawn illustra- 
tions of driving on a dark rainy night. 
This booklet is free upon request. 


Jack & Heintz Precision 
Industries, Inc. 


The first issue of RCU 5000, Jack & 
Heintz Condensing Unit Data, is 
written in a condensed style, contain- 
ing only essential service data for quick 
and complete reference. The manual 
includes an illustrated spare parts list, 
electric motor service stations and 
brief service data. Copies may be had 
from the company at Cleveland 1, O. 


LIGHTNING LIGHTING CALCULATOR is the name given the Champion 


Lightrule. 


Directions for use included. 


Requests filled if made on company 


letterhead sent to Champion Lamp Works, Lynn, Mass. 
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the Setvice line 


« CORDS ... CORD SETS 


specified by top manufacturers of 


VACUUM CLEANERS 


REFRIGERATORS 
RANGES WASHERS 
HEATERS MIXERS 


A full line of Flexible Cords for the 
repair and service industry, obtain- 


able through jobbers and 


CORNISH WIRE CO., 


15 Park Row * New York City, 7 


A Gift Your Preferred 
Customers Will Enjoy. 


SMITHFIELD HAMS 
Cooked ready to 
serve 
Your customers will surely 
appreciate one of our 
SMITHFIELD hams pre- 


pared to please the most 
discriminating gourmand. 


Smoked, cured over a year, 
boiled, then baked with sau- 
terne wine and spices in the 
true early settler tradition. 


All hams wrapped in holly cel- 
lophane, with card enclosed 
showing your firm as the sender. 
Send us your order, we do the 
rest. Hams shipped in time 
to reach your customer by 
Christmas. $13.95 each, plus 
shipping. 


We prepay express ard invoice you. 


EPICURE HAM 
COMPANY 
R. F. D. 1, Box 405-A 
PORTSMOUTH, VA. 


HOMOGEN-AIR’—— SUPER-COMFORT 


“WINTER AIR-CONDITIONING 


PERFECTION STOVE COMPAMY. CLEVELAND. O 


ALL AROUND THE CLOCK, balanced 
heating—is a 24-hour advertisement in 
the form of an electric clock made avail- 
able to dealers selling Superflex Furnaces 
by Perfection Stove Co. 


NEW LITERATURE 


Hotpoint, Inc. 


L. C. Truesdell, vice-president of 
marketing for Hotpoint Inc., Chicago. 
has announced the development of a 
training “encyclopedia” on Hotpoint 
appliances for immediate distribution 
through the company’s product service 
division. The new handbook was de- 
signed primarily to assist dealers who 
are engaged in training programs for 
newly employed product service em- 
ployees. A departure from the former 
parts-catalog, it provides complete 
servicing information on every major 
home appliance ever manufactured by 
Hotpoint. 

An inexpensive packaged kit for 
use in demonstrating the efficiency 
advantages of water heating units 
under pressurized contact with the 
tank as compared to conventional 
wrap-around electric heating elements 
has been announced to dealers by 
Hotpoint, Inc. Pre-tested before a 
panel of housewives, the demon- 
strator kit was found to impress 
women with scientific principles more 
convincingly than any amount of 
engineering data explaining pressur- 
ized heat conduction. It consists of 
a six foot electric cord, Calrod heat- 
ing unit, adjustable pressure screw 
and small steel water pan around 
which the heating unit is wrapped, all 
in a case. 


National Electrical Mfrs. Assn. 


A new publication, “NEMA Stand- 
ards for Small-Power Motors,” (No. 
47-121) has been announced by the 
National Electrical Mfrs. Assn., 155 
E. 44th St., New York 17, N. Y. It 
includes all standards which have been 
developed up to August 1, and con- 
sists of excerpts from the NEMA 
Motor and Generator Standards, (No. 
45-102). It provides practical infor- 
mation concerning construction, test 
performance and manufacturing of 
universal and alternating and direct- 
current small-power motors. A re- 
vision service is provided, at no addi- 
tional charge, to all purchasers of the 
standard. The new publication sells 


at $2.00. 
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A New Smash Hit for Holiday Selling .. . 


Electric CHRISTMAS TREE TURNER 


NOW your customers can enjoy 
the Spectacular Beauty of their 
Lighted Tree in MOTION! 


[Revolves Three Times a 
Minute ... Adjustable to 
almost any size tree 


or any place where Christmas is festive. The KASSON Turner not 

only makes the tree go ‘round and ‘round ... it has a built-in two 
way receptacle for the tree lights! Sturdy, all-metal, it’s adjustable to 
almost any tree and will easily turn a fifteen footer—in fact, it is designed 
to carry up to 200 lbs. The holder is waterproof, so that the tree may 
be watered and kept fresh all through the holiday season. The powerful 
little A. C. motor is a self starter, and built to last for years. 

The KASSON Electric Christmas Tree Turner packs tremendous promotional 
appeal. DISPLAY IT AND SELL IT! Let it turn a full-size tree with lights twin- 
kling, in the department and in your windows. Watch the traffic . . . and 
the profitable sales! Write or wire us NOW for literature, price, and discount 
information. Immediate Delivery. 


GENERAL DIE AND STAMPING COMPANY 
263 MOTT STREET . NEW YORK 12, N. Y. 


H=- something new under the Christmas Tree . .. for the home, 


get EXTRA 
PROFITS from 
the rich 
business and 
industrial 
market 


SUSPENDED GAS HEATERS 


are used and approved in theatres, restaurants, shops, schools, 
factories and business buildings throughout the nation. 


heating equipment will be backed by 
the greatest promotional campaign in the company’s 
history this winter! Intensive trade and consumer 
Magazine advertising, free newspaper mats and sales 
materials are only a few dealer-aids Palmer offers to build 
sound, profitable sales for you. 


Interested? Then plan NOW to get your 
share of the extra profits in this big market. 


Write for free literature, Dept. E. M. 2 


MANUFACTURING CORPORATION 
° Phoenix, Arizona 
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Quality items 
offered to 
manufacturers 
agents and 
distributors 


For those manufacturers agents 
and distributors who are inter- 
ested in handling high quality 
belt-driven and direct connected 
residential, commercial and indus- 
trial ventilating fans, a 54-year 
old company now offers available 
territories in several sections of 
the country. 


Company well established 


For better than half a century 
this reputable concern has been 
manufacturing ventilating equip- 
ment and fans which have been 
distributed only in certain chosen 
areas. Sales have stimulated pro- 
duction with the result that today 
the company is ready to embark 
on a national scale. This is an op- 
portunity to get in on the ground 
floor and become associated 
with an item that will be backed 
by national advertising, protected 
franchises and 54 years of pro- 
gressive management. It is an op- 
portunity to handle an item on 
which immediate delivery is 
available. 


Wide range of sizes 


All of the newest features are 
incorporated in these sturdily con- 
structed streamlined fans. Direct 
connected fans range in size from 
12” to 30”. Sizes on the belt- 
driven models range from 30” to 
48”. Suction boxes designed for 
domestic attic installation are a 
part of the merchandising plan — 
in that way making it possible for 
representatives to get the com- 
plete installation from one source 
of supply, saving time and making 
earlier delivery possible. 


Offers exceptional opportunity 


To the manufacturers agent or 
distributor who wants to increase 
his fan business and his profit — 
plus handling a line of fans that 
will result in repeat orders—a 
brief letter to Box RW-2636 care 
of this magazine asking for de- 
tails, will receive complete infor- 
mation. Write Today. 


RW-2636, Electrical Merchandising 
520 North Michigan Ave., 
Chicago 11, Ill. 
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NEW LITERATURE 


Air Conditioning & Refrigerating 
Machinery Assn. 


\ir conditioning contractors and 

les engineers, as well as buyers and 

representatives, will welcome 

e Applicati Engineering Stand 

rds tor Air Conditioning for Com- 
just published by the Air Con- 
litioning and Refrigerating Machinery 
\ss In of Washington, D. C 
Prepared primarily as “recommended 
tor ACRMA members, con 

rising principal equipment manufac- 
turers, this 16-page, 84 x 11 booklet 
incorporates text and tables covering 


lesign load factors, design outside and 
side conditions, sunlight radiation 


ough glass, ventilation and infiltra- 
lesign occupancy, heat gain from 
ants and appliances, transmission 


coethcients, air distribution, and capac- 
ity specifications. It is priced at $1.00, 
with a schedule of discounts for quan- 
tity purchases 


Edison Electric Institute 


[he Indoor Climate Committee 
the Edison Electric Institute has pub- 
lished a 3l-page booklet on the heat 
pump—what it is, its history and the 
electric company’s interest in its de- 
velopment. It is priced at 25¢ and 
available from the Institute at 420 


Lexington Ave., New York 17, N. Y 


Electric Steam Radiator Corp. 


An Electresteem Thermograph has 
been designed to assist dealers in, 
uncovering prospects and closing sales 


wr the Electric Steam Radiator Corp., 


Paris, Ky., product, the Electresteem 
Portable Electric Steam Radiator. 
The Thermograph is being offered in 
large space national advertising to 
consumers at 10¢, and also available 
lealers for local mailings or as a 
ypener’ for retail appliance 


ealers’ salesmen. It enables the sales- 
Na » check on temperature fluctua- 
n every room in the house and 

uncovers the Various 


require auxiliary heating. 


FREE STEEL CABINET, with purchase 
of assortment of 15 Mallory Controls and 
9 AC switches, should delight radio 
servicemen. Also has an inventory and 
recorder guide, and a rack for their 
copy of the Mallory Radio Service En- 
cyclopedia. 


only $11.80. 


Ask your dealer to show 
| you the complete line of 

SpeedWay 

Blue Line 
+ Portable Elec- 
Tools. 


No. 69 


Light, handy, efficient for workshop, garage or fac- 
tory. Self-contained grinder with | fine and | coarse 
(414” x 36”) grinding wheels. 

New powerful shaded pole motor operates at correct 
speed. Self-aligning bearings, l-piece cast aluminum 
housing has integral wheel guards, tool rests and 
switch. Plugs into any 110-120 A.C. circuit. 

No. 69 Electric Drill, drills holes up to 44” in steel. 
Die-cast, pistol-grip makes it natural to drill straight 
holes. Has specially wound high torque tool motor, 


Drill $1180 
SPEEDWAY MANUFACTURING CO. 


1827 S. 52nd AVENUE e CICERO, ILL. 


No. 117 
portable 
bench 
grinder; 


BAKES 


DOES A BIG JOB IN A SMALL SPACE! 


You can cook a complete dinner for six on the 
wonderful Gill Electric Stove yet it takes up 

e space. Precision made from the finest ma- 
it is a handsome addition to any room 

gs into any 110-volt outlet. Priced surprisingly 
Ask your dealer or write for free folder 


A Perfect Gift 


Stainless Steel 
Top 

Aluminum Sides 
Adjustable Heat 
Broiler Oven 

ELECTRIC Weighs only 
STOVE 


GILL ELECTRIC MFG CORP. REDLANDS CALIF 


FOR YOU ON 


ORDER FOR 
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SELLS FAST FOR $HOO 
WITH QUICK TURNOVER 


New 


SAFETY 


VOLUME SALES — fine profit for you in 
featuring this new “RACINE SENIOR" Elec- 
tric Safety Razor. Use it with shaving cream 
and soap — the 7200 strokes a minute of 
the oscillating blade shaves faster, smooth- 
er — without pulling or scraping. Conven- 
iently shaped to hold and use. Comb-type — 
guard adjusts skin and whiskers to correct 
angle, protects against cutting. Uses any 
Gillette-type double-edge blade. Heavy, 
double-strength insulated Bakelite handle. 
Where current is not available, the ‘Racine 
Senior’ Razor can be used as a regular 
safety razor — not an ordinary electric 
dry shaver — not an ordinary safety razor 
— BUT AN ELECTRIC SAFETY RAZOR. A 
teal ‘buy’ to feature at $5.00. 
Individually Boxed 
WRITE for complete 
Dept. EM-|| details — discounts. 


RACINE UNIVERSAL MOTOR CO. 


1637 Goold Street, Racine, Wisconsin 


PREMIER MOOT 
BOLTS 


PREMIER'S PACKAGE of the moment 
contains these three lithographed, two- 
color cards for point-of-sale display, The 
cards, featuring the main selling points 
of each of three current Premier cleaner 
models, can be had from distributors 
for 50c. each. 


STRONG NEW DOLLY TRUCK 


Ideal For Moving 
Price 


$9.75 


This sturdy, 


cleanly shel- 

lacked and finished 
oak wood Dolly Truck is easy rolling be- 
cause it is precision balanced. Size 18” by 
30”. Swivel casters . . 3” rubber wheels. 
Write for new illustrated .catalog of complete 
line of appliance carrying —_ added covers, 


trucks, and essential andling mate- 
Se 


ELKHAY PRODUCTS CO. 


323-327 West léth Street, N.Y. 11, NY 


Practically Sells Itself 
Y Allows More Profit per Sale 


Installs Easily & Permanent- 
ly—approved by the Under- 
writers Laboratory. ‘ 


(MINIMUM ORDER—25 UNITS) 
IMMEDIATE SHIPMENT 


MINES EQUIPMENT COMPANY 
4212 CLAYTON AVE. {Mines J ST. LOUIS 10, MO. 
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The Silex Co. 


As an aid to service stations The 
Silex Co., Hartford, Conn., has issued 
a comprehensive guide book, illus- 
trated with cut-away photographs, 
charts and diagrams which describes 
in detail how the Silex Duolectric 
steam iron is made, how it works, 
possible troubles and their remedies, 
testing, over-hauling, inspection and 
how to order replacement parts. The 
book recommends the kind and num- 
ber of parts for the service station 
to keep in stock based on statistical 
records of past experience. 


Simmons Co. 


A new product and sales manual, 
entitled “A New and Improved Sim- 
mons Electronic Blanket for 1947,” 
is being distributed to field salesmen 
for use during the coming peak fall 
blanket-buying season by the Sim- 
mons Co., 1 Park Ave. New York 
City. Its pages graphically portray 
how improved balance between the 
resistance of the blanket control wire 
and the electronic control has been 
achieved and how, through the use of 
improved relay of new design, quiet 
operation has been made possible. 


United States Television Mfg. 
Corp. 


A booklet, “How to Sell Tele- 
vision Sets Profitably”, is a feature 
of the merchandising project under- 
taken by United States Television 
Mig. Corp. to help its dealers. The 
16-page booklet includes an analy- 
sis of the television industry, the 
opportunity to dealers, how to get 
prospects, how to demonstrate tele- 
vision, and has a list of question- 
and-answers that invariable come 
up for discussion. Other material 
for dealers include complete sales 
literature, point of sale displays, mat 
service, continuous direct-mail and 
trade advertising campaigns to public 
places, a periodical news letter on 
sales tips, electric sign, window 
sticker, weekly television program 
service, complete promotion kit and 
consultation and lead service. For 
information, write the company at 3 
W. 61st St.. New York 23, N. Y. 
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SINGLE ACTION 
JUICE-O-MAT 


Not just one, 
but eight new 
features make this new juicer a 
“wanted” item in every home: 
just half a turn of the handle gets 
the juice; patented Konvakone 
gets all the juice without seeds, 
pulp or bitter rind oil; deeper 
drain cup; improved pressing 
member; longer handle gives 
greater leverage. Eight new fea- 
tures in all. Four smart colors! 
Once seen it’s sold! 


Available for immediate delivery. 


Here’s the 
most beautiful 
can opener ever made. Features: 
single action . . . floating cutter 
.. no oiling. Just turn the han- 
dle forward to pierce and open 
can; turn reverse to release can. 
When not in use can opener 
hangs flat against the wall. In 
gleaming chrome with contrast- 
ing baked enamel in choice of 
four attractive colors. Also all- 
chrome. 


See your distributor or write us. 


MANUFACTURING COMPANY | 


KANSAS CITY, MISSOURI 


ADVERTISE and DISPLAY THESE TWO “BEAUTIES” 


with 


SYLVANIA 
FLUORESCENT 
BULBS 


@ Long Life 
Cool 
© Glowing Pastel Colors 


NOW for use OUTDOORS 


as well as indoors 


Each light burns independently. 

At new popular low prices. 

Limited quantity available. 

Write quickly for complete information. 


DEALERS: Order from your Jobber. 


30 RIVER ST., 


ELECTRIC CO. 


PAWTUCKET, R. I. 
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Yes, there's 
folks right out on wonderful 
cooking results with every - 
range that leaves your floor 
(and it will also make many 
friends 
are again readily available). 
Offer your customers famous 


new 


~ 


Trig tea kettle 


Stainless Steel 
Mixing Bowl 


Serv-it platter 


away to Start 


until ranges 


DeLuxe waterless cookware 
by West Bend. It cooks fast- 


er... preserves more health- 

Four-piece DeLuxe set 
will serve 90 of all ful food elements... and Coffee Urn 
cooking needs. Consists uses LESS fuel. There are 

of 2 and 43 quart sauce 

pans, $ quart Dutch many other DeLuxe acces 


Oven roaster and 10 
covered skillet 


sories, too 
ity and designed for better 


all tops in qual- 


and easier living. 


There is an electrical distributor serving your territory 
write us for his name. 


BEND 


with West Bend DeLuxe ware 


west 


Cake pan set 


now 


Cut-away view of Silent 
Breeze ‘'H.M,"" Fan Package (instailed) 


on winter profits from the 


SILENT BREEZE 


@ Now’s the time to capitalize on 
winter-time sales of the compact, 
low-cost Silent Breeze “H.M.” Ven- 
tilating Package! It’s easy to sell 
your Customers on installing now 
offer the thrifty Silent 
Breeze Deferred Payment Plan. Per- 
formance-proved “H.M.” Package, 
shipped complete, includes hori- 
zontally mounted Silent Breeze Fan, 
“pancake” 


when you 


suction chamber, auto- 
matic ceiling shutter and—at slight 
extra Ccost—automatic time switch. 
Ideal for small homes; requires only 


THE MODERN VENTILATING FAN FOR HOME 
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HM.” PACKAGE 


24” clearance between attic ceiling 
and floor. 24", 30” and 36” fan 
sizes. Write, wire or phone today 
for full details on the Silent Breeze 
winter-time profit plan! 


HOLCOMB & HOKE MFG. CO. 
1549 Van Buren Street « 


, INC. 


indianapolis 7, 


Slit 


VENTILATI 

ALR 


BUSINESS + INDUSTRY 


with THE 


} lacudalet 


WHEELED BILLBOARDS are now carrying the Vaculator sales message to 360,000 
people monthly in the Chicago area and vice-president Milt Grey says that the 


messages will soon be seen in St. Louis, Detroit and Los Angeles. 


Several trucking 


companies have contracted to carry the signs. 


NEW LITERATURE 
AND DEALER HELPS 


Radio Corp. of America, 
RCA Victor Div. 

The 
Corp. of 
16-page 


Tube Department of Radio 
America recently issued a new 
booklet, “RCA Phototubes, 
Cathode-Ray Tubes, and Special 
Tubes (Form No. CRPS-102)”. Brand 
new in all respects and crammed with 
useful technical information, this 
booklet includes 113 types. Each tube 


type is covered by text description, 
liberal tabular technical data, and 
terminal diagram. More important 


types are illustrated. It may be ob- 
tained from RCA Tube Distributors 
at 10¢ a copy, or by sending 10¢ direct 
to Commercial Engineering, Tube 
Dept., Radio Corp. of America, Har- 
rison, N. J. 
Newest of the 
RCA Victor 


aids to franchised 
television dealers is a 
large 20-page presentation book cov- 
ered with maroon simulated leather 
and mounted on an easel. Maximum 
longevity is given this tumble-top pre- 
sentation piece by muslin backing on 
each sheet on the easel. Based on 
questions raised by customers and 
sales people, it can be displayed in 
about 20 minutes. Especially designed 
for use prior to demonstrations of 
television to small, selected groups, it 
dramatizes the “Eye Witness” feature 
of RCA Victor receivers, discusses and 


shows photographs of the various 
types of programs being broadcast, 
and describes the position of RCA and 
RCA Victor in television. 


Stoker Mfrs. Assn. 


\ new, revised and expanded sec- 
ond edition of the SMA _ Technical 
Manual of the Underfeed Stoker 
Industry containing the stoker indus- 
try’s standards, recommended prac- 
codes and other technical infor- 
mation is ready for distribution to the 
trade, it was recently announced by 
the Stoker Mfrs. Assn. The new 
edition has a durable binding, 66 
pages, 814 by 11 inches, and sells for 
$1.00 a single copy. Orders and cor- 
respondence should be addressed to 
the Stoker Mirs. Assn., Lloyd L. Con- 
nell, Technical Director, 307 N. Mich- 
igan Ave., Chicago 1, II. 


tices, 


Radio Mfrs. Assn. 


A new sound slide film showing 
radio retailers how to cash in on the 
‘radio in every room” campaign of 
the Radio Mfrs. Assn. is now avail- 
able for local showing. The 35 m.m. 
kodachrome strip entitled “Let’s Get 
Personal” runs twelve minutes, costs 
$15.00, and can be obtained through 
the Fred Eldean Organization, 670 
Fifth Ave., New York 19, N. Y. 


ELECTROMODE 


Ath PORTNBLE ROGM HEATER 


Ont THE these ADS... 


PROMOTION KIT offered dealers by Electromode Corp., includes wide variety 


of material. 
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the 
ing REPLACEMENT PARTS FOR ALL MAKES 
BOSS * GAINADAY * LAUNDRY QUEEN for VACUUM CLEANERS and SMALL MOTORS 
SUNNYSUDS « WOODROW, Etc. 
"7 Agitators V-Belts Nolu Wood Bearings No extra charges. Our price includes commutators when 
“AKRON” Wringer Rolls required. Prices start at $2.80. Known from coast to 
Fibre Grease Transmission Oils coast for quality and service. 
Increase Your Volume with our Agitator Changeovers SEND FOR FREE CATALOG 
SEND FOR CHART 
NATIONWIDE DISTRIBUTION Yes, we ship to Alaska and Hawaii. : 
— DISTRIBUTORS ADDRESSES ON REQUEST 
= BELTS, BAGS, BRUSHES, ETC., FOR ALL VACUUM CLEANERS 
PENN APPLIANCE DISTRIBUTORS, INC 
nd 3650 EAST 93rd STREET 
SCLEVEL 126 S. 2ND ST. HARRISBURG, PA. 
: WASHING MACHINE PARTS MOST COMPLETE LINE OF The NEW 
a NATIONALLY K "YEA PP 
hay Port ror Any Washer” KNOW _CYEATS APPLIANCE DOLLY” 
c- uminum frame, caterpillar type " for 
Distributor for All lg RENEW REBUILT climbing steps, straight slide on back for easy 
he y Ma in delivery truck, curved cross members for roun 
Dy \ VAC U U M water heaters. Handles all appliances easier and 
as IGHTEN THE HOLDING 
2 CLEANE RS STRAP. Write for full information. 
/ 
" In America: YEATS APPLIANCE DOLLY SALES CO. 
= ee IMMEDIATE DELIVERY! 2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 
ONE YEAR GUARANTEE 
OIL BURNER PARTS * We buy your old trade-in CENTER POST WREN E 
a line of parts cleaners. Send for price list NOW|! 
all makes of epase ol) heaters. * We rebuild your old trade- 
like new! With this tool, you can remove and install center posts 
been on 95% of all makes of washers. Hailed by service men 
if iS as the greatest time-saving tool ever developed. 
|- i SY N Adjustable to all sizes and styles of 
n. posts by simply adjusting two large 
ot Qedlity SMITH —— NEW LOW PRICES ao thumb screws. Grips and holds the Price $1 B00 
AN Make write = Ports post for removing or assembling. Complete 
— trated Cleaner socks! 
0 Money one "Transpiration Cog, PEARSOL APPLIANCE CORP. 
One Dependable Source of Supply — 
Write for FREE Catalog 2122 EUCLID AVENUE ° CLEVELAND 15, OHIO 
= The ©. SMITH ge. RE- N EW SWEEPER C0. Washing Machine and Vacuum Cleaner Parts 
9591 Grand River Avenue © Detroit 4, Michigan 
WASHING MACHINE 
Too manufacturers of equip- | [One of the FRANTZ PARTS JOBBERS FLEXIBLE COUPLINGS 
quip 
ment and those offering WRINGER ROLLS AND T k Wh | 
special services to the elec- WASHER PARTS FOR ALL ruc lee s 
li field thi MAKES Thomas easy-rolling rub- 
1 section offers an inexpensive 758 South Ave. Rochester 7, N. Y. The machined brass bushing F-L-O-A-T-S — 7 oe ke 
means of keeping products and vibration’ ‘Cushions starting 
or services regularly before WASHING MACHINE PARTS in these wheels. All types of wheels. 
: a Available now in: 1'2” to 9” lengths. Write for catalog MC. 
your potential customers— THOMAS TRUCK & CASTER CO 
Most complete stock in N. W. 
the readers of Electrical Prompt Sesviee ann 4757 Mississippi River, Keokuk, lowa 
Merchandising. The small Minnesota Appliance Parts Co. 
spaces available here ro- 191 W. 7th St. St. Paul 2, Minn. : 
vide opportunity for to lrener-Mangle Covers " FREE of TREE 
. 3 3 SPECIALTIES Drawstring Covers 18" to 48 Washing Machine & Vacuum Cleaner Parts. 
be represented in every 1s- Also Save a by ordering all your supplies 
from one dependable source. 
| sue at low cost. Can we Electrical Mangle Roll Pads and Covers Pads and intermediate covers esd Meets tenis eins 
serve you? Bags, Ironing Pads OHIO WASHER COMPANY MIDWEST APPLIANCE PARTS CO. 
and Covers, washing and ironer covers. Ohio 1223 Superior Ave. Cleveland 14, Ohio 2720-22 W. Division St. Chicago 22, Ill. 
Textile Specialty Co., W. 54th, Cleveland, O. 
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The Cover... 


Children, too, make good use 
of appliances. A heater takes 
the chill off the room these fall 


evenings; an electric blanket 
keeps sleeping temperature 
even; a sunlamp brings bene- 


ficial sun rays into the bedroom 
all winter long; and a radio 
brings Uncle Don and The Lone 
Ranger. 


Kodachrome by Dave Rosenfeld 


A 


One Colorado 


Dealer Gets 


All Washer Service in Town 


Problem Is Posed Which Bears 
Looking into by Manufacturers 


Civ62 KUP on a town in Colorado 

250 (which prefers to remain 
anonymous, although its elevation is 
revealed several 


about washer distribu 


also 6,2 250) recently 


interesting facts 


tion 
\ it naKke I h ive 
f es in this y. 
Store No. 1 with four franchises, has 
no service department, ai was Very 
ipp iv that if and when service 
should become necessary, there was a 
m reet wl 1 thev could 
call and who would relieve them of th 
fuss and bother eeing that an 
t] es Was pI taken care 0 
Furth yre, they ) responsibility 
th ervice 
t 1 were 1 
guaranty p OFf the 
r ill br t ire 
th trade-ins 1use the id ) 
to fix them up se of a trac 
t referred the tomer to th i 
yn the street who would buy the 
wa 1 lair price 
Oddly enough, “the in down t 
et” who wa 1 g repair worl 
id a ( f tl ) 
} lines W n the i t 
Be huma , he ertainiy 
V a ¢ 1 I ig of his \ 
would I ly on the pro 
indie 
Thus ) R Jone Rav 
| \\ ¢ Machi De 
on a situation which he says 


vasher manufacturers 
‘reep up on then 
lent of the Parts Jobbers Associati 
has a solution four steps 
! ufacturers should take in correct- 


have 


Che former presi 
= 


and suggests 


ing the situation, which is pr 
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ther towns, and which certainly isn't 


the advantage of most of them 


Suggested Procedure 


The manufacturers should adopt 


should 
that no 
who will not as- 


a a cy (and the distributors 
be required to enforce it) 
dealer be franchised 
sume the responsibility of maintaining 
a complete and adequate 
either within his own establishment or 
by agreement with a qualified inde- 
pendent service man. 

2. That if 


rn the 


service, 


should elect to 
service on the product to an 


service man it would be 


a dealer 


independent 


prerequisite that such service man 
wree in writing not to engage in the 
sale, or pron tion of the sale, of iny 
new washing machine and that if he 
ilso acted as service man for other 
lealers he would refrain, to the best of 
his ability, from discussi ne with the 
ywner or prospective owner of a 
washer, the relative merits m different 
nakes of washers by name. 

3. That a close working agreement 


be entered into with the manufacturers, 
parts jobbers and local 
foster and promote the 
establishment of independent service 
1en in localit 


the jobbers, 


eaiers, tO 


ities where it seems advis- 


+. That the manufacturers launch an 
lucational program to the dealers to 
ike them service minded and conduct 
yperate with those of us in the 
ts and service end of the business 
ling regional service clinics or 
hools in which the dealers’ service 
be required to participate and 


il] service men 


would be 
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tense interest in the subject, the 


Ww a vitality that bespoke in- 


second National Farm Electrification 
ference came off in Indianapolis 
ber 7-8 Some 291 folk, repre- 
senting many walks professions 


vere represented, 
rank E. Watts, executive assistant 


4 f the Farm Journal, New York City, 


S yas elected chairman of the 1948 meet- 
He succeeds Hassil E. Schenck. 


Othe officers elected were C. G. 
(citer, F. Myers & Bros. Co., 
\chland. Ohio, vice chairman, and 
i kK. Innes, Electrical World, 
etary -treasurer 
‘1 Because the formal papers did not 
B vield as much of an inkling to the give 
take as the round table conterences, 
MERCHANDISING summar- 


} izes comment by a number of speakers 
ifferent fields. 

( D. Leiter, F. E. Myers & Bros. 
Co.. Ashland, Ohio: The Myers Co. 
teaches its dealers to sell, install and 
i Installation must be tailored 
fit the source of water and the 
unt available Some 250 classes 
wld by Myers, with 6,000 

Publications of interest 

lealers desirous of selling water 
stems are the “Manual of Water 
Supply Equipment.” and “Your Fu- 

e in the Water System Business.” 

V. H. Callard, manager, rural elec 

fication Westinghouse Electric 
Pittsburgh: You don't) catch 

from reading an advertisement 
in has to be demonstrated to and 
Farmers’ habits are no different 


ive been 


ndants 


inl the iabits of city people The 
ibution 
ng farmers is no different than 
¢ adding machines in the city. 


electrical appliances 


me would think of buying an add- 
machine unless it was shown, 
rated, and left on trial. After 


makes a 


ing machine salesman 
he VOes back to check on its 


ition and incidentally uses the 


Handle with Care 


lealer should make a survey of 
be i farmers who are elec 
Ih minded This class can he 


is demonstrators with the more 


lt prospects. A farmer is not 
ed to believe the dealers in his 
town. Here a factory man has 


lvantage as he is an authority 


ng is more important with farm 


You need 
ake several calls on the farmer 
has made the purchase. This the 

ates to do. He feels that 


in alter sale service 


man doesn't squawk everything 


ht. A misapplication of an 
There is 
a thing as too small a motor. On 


ince is harder to fix 


ther hand, every dealer knows 
hese misapplications must be 
ghtened out if the dealer is to 


ISSUE 


Farm Conference Speakers Ask 


Closer Dealer Participation 


291 attend second annual meeting; 


Watts named chairman, succeeding 


Schenck; round table talks popular. 


By Tom 


reasonably expect to stay in business. 

J. A. Mahr, rural service depart- 
ment, Indianapolis Power & Light Co. : 
“The farmer has a big investment in 
equipment. He needs attention from 
the power company. Farmers are not 
minded. Farm buildings 
must frequently be relocated for low 
cost. production. The utility should 
have specialists call on the farmers. 
Often original lighting systems are too 
small. As a result, the farmer gets a 


electrically 


patchwork and needs a blueprint wir 
ing system. There should be at least 
one rural man to every thousand farm 
ers, 

rank E 
Dealers today make the most contacts 
with farmers. They try to do too 


much selling and not enough talking. 


IVatts, Farm Journal: 


One farmer I know turned his hay six 


times and then burned it as it was no 


F. Blackburn 


good by then. The dealer should have 
sold him hay curing equipment. Few 
dealers are selling home water sys- 
tems. They don’t know how to recom- 
mend one. At the present moment 
power companies are not anxious to 
promote the sale of water heaters. 
Naturally, any dealer prefers to de- 
liver a range three blocks away to 
delivering one three miles away. Farm- 
ers are buying, not being sold. Dealers 
squawk because utilities and coop- 
eratives do some merchandising. If 
the dealer will do a job and quit 
bellyaching he won't have any com- 
petition. A great educational job is 
needed with dealers. Many farmers 
are wired for electricity but few have 
electrified farms. It is possible to sell 
$1! million worth of equipment busi- 


ness daily for the next ten years, and 
that will come 


replacements. 


1948 OFFICIALS 


of the 2nd Farm Electrification Conference: (left) C. D. Leiter, 


F. E. Myers & Bros. Co., Frank E. Watts (Farm Journal), chairman, and Frank R. Innes 


(Electrical World), secretary-treasurer. 


CLAUDE R. WICKARD, head of the 
REA, has a badge pinned on him by 
Miss Virginia Jannone, secretary to Rus- 
sell Gingles of NEMA. 


The future is very optimistic. You 
must show the farmer what he can 
save by electrification. 

IH’. L. Beard, Union Electric Shop, 
Newark, Ohio: There is insufficient 
data in service manuals. There is in- 
sufficient inspection of products these 
days. Many are even incorrectly 
wired. There is too short a discount 


on repair parts. 
For Example 


Recently Mr. Beard sold a farm 
freezer. There was no operating chart 
with it. He had six water systems o 


his floor, | 


of which not one was wired 
so it would run. On on 


viring sys 


tem he had to make six calls because 


the starting switch would throw out 
He finally discovered a burr on the 
switch indicating faulty inspection 
Another annoyance was the milket 
sold with a 4 hp motor. The farmer 
went S500 ft. for power, and the wire 
supplying electricity was too small. 
\ll of which added up to trouble. 
Mr. Beard complained of inability 
to get service Some motors turned 
in for repair have heen with t! c dis 


tributors six months. 
\ dealer loses on parts, M1 seard 
declares. Tags on the parts are needed 
showing where they belong. 
Edwin J. Kendall 


napolis: There have been more cut 


farmer, Indi: 


rent interruptions the last-two years 
This is serious when you are putting 
up hay and it is getting hot. \ ha 
drier should not be recommended until 


(¢ ined on next page) 
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company Can supply a regu 


ne irrent to keep the machine 


M Kenda has owned a_ milk 
ice 1932 distributor 
vho imstalled it turned the business 
ve to a | i leale o service 
Whet trouble tie deale 
ttle t i] alte threc lays ol 
ill | en le lare 

t i ‘ service met! \ 

niece t be sold to farme 

st is been set u 

manager irm 

lepartment, United Cooy 
ve ¢, Ohio Most ad- 
t electrical apphan es 1s 
i nt i Copy is needed 

i tie ict What the levice 

lo and t ill t do. One 

t sales appeals is the answe 

restion Will it raise the famil 
livir Don't sell the 
he eh You leo t 

lon't ez ‘ yea 
‘ eal eeds to 

actual installations 


More Suggestions 


| ly t 
lard Its be ‘ 
‘ e. It ts le to t 
i it t ig as 
vithet feed 
REA, |! i lhe 
trained 
the good and 
the t ind, by i 
1 t in. Farn should 
bh ta t t Ca t wit 18 
There 1 needed an elec 
1 ‘ ea molt 
er t s ad 


quate tor the future. Few think of the 
future needs of farms. Generally 
there is a patch-on job. 

Dawson Womeldorff, manager of 
rural sales, Public Service Co. of 
Northern Illinois: There is too much 
of a tendency of loading all of these 
things on the dealer. A dealer op- 
erating on a 25 percent margin can’t 
do the job. Somebody has to get out 
and do demonstrations that give farm- 
ers ideas. For example, the Public 
Service of Northern Illinois is going 
to put out heaters in poultry houses 
controlled by thermostats this coming 
year. They and the drinking cup will 
act as demonstrations for the benefits 
of farmers. 

S. T. Henry, McGraw-Hill Publish- 

( \sheville N 
There is need to consider the farm as 


i factory Some 1,250,000 farms pro- 


ing larmer, 


duce 80 percent of the food. Some 
4,250,000 farms produce the remaining 
20 percent Th farm 1s potential con- 
sume of a lot of electricity S. 
Henry's farm near Asheville can use 
6,750 extra hp. hours a veal That 
translates into 5,000 kw-hr. 

Georue W. Cable, editor, [lectricity 

the Farm: S. T. Henry talks about 


motors The lines are loaded 

tility how it is going 

e the f iny more current 
Gallagher, Consumers Power 

Co., Jackson, Micl The customer 


is going to tell the utility what to do. 


view of the farm business 


he farm business is chang 


as much as the residential 


irom what it was a few 
years ago. If there is a powel! demand 
the utilities will deliver it—but the 
farmer will have to pay for it. 


ith Gaffney, Farm Journal, New 
York Electricity is the greatest 


single factor in raising the standard 


A. A. HEMPKE OF G-E (right) is here listening to C. P. Wagner of the Northern 
States Power Co., who is good for one marvel a year 


THE ROUND TABLES really argued at the Farm Electrification Conference. H. J 
Gallagher of the Consumers Power Co., Jackson, Mich. is talking into the mike 
listening are Hobard Creighton, farmer, Warsaw, ind, and Ruth Gaffney of Farm 
Journal, New York. 


mothe tarm It must be 
remembered that 58.4 percent of the 
homes do not have sinks, 68.2. per 


living 


ent have no mechanica refrigerato: 
and 44.2 percent have no power driven 
washer. 

Dealers should talk to owners ot 
1p-to-date electrified farm homes to 
get ideas larmers are not properly 
sold by advertising. Copy should give 
information. Most advertising agencies 
appear to think farmers are hicks 
Few manufacturers have good book 
lets 

Hobart Creighton, farmer, Warsaw. 
Ind Farms need portable electric 
motors to do additional jobs. Most 
farmers use oil burners to brood chicks 
On a poultry farm there is a need for 
electrified brooders, temperature con- 
trols, power sprayers. We are coming 
to pushbutton farming, but we must 


do it to keep the young people on th 
farm. There is a need for a good 
demonstration farm in each county 
Chere should be a field day occasionally 
to bring people into the farm to see 
what is going on. 


Some of the Needs 


Joe P. Schaenser, REA, Washing 
ton, D. C.: There are 350 applications 
of electricity on the farm. Many items 
are in the development stage and need 
encouragement. For example, we need 
automatic temperature control on the 
pressure canner. We need a small 
milk pasteurizer for the farmer who 
peddles 25 to 50 quarts a day. Farm- 
ers want complete jobs. They don't 
want to have to call in the carpenter, 
the electrician and the mechanic to 
get their equipment together. There 
is a need for standard testing and 
rating. Operating data should be avail 
able on all standard items for basis 
of comparison 

Many electrical devices for the farm 
are not quantity produced. To obtain 
general acceptance an appliance must 
be completely assembled and self- 


contained Researchers can 
standards for testing 

Hobart Creighton, farmer: On t 
Creighton farm orchard sprayers ar 
used to clean the chicken house. Ther 
is a need for a big vacuum cleaner i 
outdoor use. There is a need for pie 
of equipment that can’t be made 
large quantities. 

Dawson Womeldorff: Who w 
deliver and install this spec lal ¢ 
ment? The installing job is the bottk 
neck. Each job is different. Section 
alized parts may be the answer. The 
is a poultry farm in Illinois that ha 
in automatically cleaned, 600-chi 
house with electric devices that 1 
only hunt the eggs but feed the he: 
This needs scaling down to 200-he 


Hock setups Possibly the deal 


should make an installation charg 
when doing jobs like these. The | 
unit is a tough market, the larg 


operator is a simple one. 

‘rank Andrew, University 
Illinois: Ingenuity can take car 
some things. There is the case 
movable poultry house being wate: 
by a 500-ft. length of # in. cop 
tubing. It is left running from ¢ 
well all day long and will delive 
trom 30 to 40 gals. a day tot 
chickens. When it is said that 75 pe 
cent of electrified farms don’t ow: 
hp. motors, what the utility ought t 
do to increase consumption is to ho 
a water system on the high line 
will give the utility much more profi 
than 50 hp. motors 

B. C. Reynolds, U. S. Department 
of Agriculture: The U. S. Departmen: 
ot Agriculture expects to spend 
$20 to $30 million in agricultura 
stations alone, studying the application 
of electrical energy to agriculture. | 
example, 21 states are studying 
gating problems. Some 19 states ar 
studying methods of preserving n 
products, 17 states are experimet 
to find if the growing season might 
be lengthened by electricity. 
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THE EAST 
By Robert W. Armstrong 


HAT old bugaboo, the tie-in 
ile, is still with us, according to 

4 report from a Massachusetts dealer. 
He says that he could recently have 
obtained 50 or 60 conventional wash- 
ing machines (one of the items on his 
scarcity list),—if he had been willing 
to buy ten less vacuum cleaners. A 
similar report from Washington is that 
stributors in the Capitol city are 

g tie-ins, mostly to the discom- 


dealers 


| 

deal, conventional 


| \ Massachusetts distributor says re- 


newer, not-so-well established 
However, the Washington 
situation has improved, says a local 
listributor, because there used to be 
ir tie-in happy wholesalers. 
mere presence of attempted tie- 
ins is sufficient evidence that the de- 
livery situation is not cause for merri- 
ment. Washington reports that re- 
frigerators are coming through a little 
better, ranges have improved a good 
washers have 
slipped, automatic washers are in good 
supply, and small appliances are poor 
and expected to worsen. That’s about 
the most cheerful report we have. 


A Little Discrepancy 


came through in smaller 
uantities during October, ranges held 
their own, conventional 
little, 


frigerators 


washers im- 


proved a automatic 


washers 


vere wonderful, small appliances were 


\ central Bay State dealer, how- 
ever, was not so happy. Refrigerators, 
he says, “were not too good,” ranges 
vere worse (“We're crying for 
them.”), dishwashers were unavail- 
able, conventional washers were “in 
scarcity bracket”, so scarce, in 
fact, that he rationed them one per 
salesman per week, automatic washers 
were good. Good traffic appliances, he 
says, are scarcer than teeth at a con- 
vention of centenarians. With some- 
thing akin to shock, he says that he 
can't even get off-brand automatic 
toasters. 

\ New York City distributor says 
that refrigerator deliveries are no 
better, that conventional washers are 


poor 


More Distributors Speak 


[wo distributors from Philadelphia 
agreed that refrigerator deliveries are 
about the same as they were in Sep- 
tember. One credits ranges with im- 
rovement, while the other maintains 
lat they have remained about the 
same. One says that conventional 
washers are “awfully scarce,” a con- 
lition which he attributes to the fact 
people who can’t afford one of the 
plentiful automatics buy them up so 
fast that no dealer ever has a chance 
0 display one for long. This same 

any not only finds delivery on 
small appliances spotty, but also a 
headache. “We have to change our di- 
rect mail circulars four or five times 
before they are mailed in order to keep 
up with the changes in the merchandise 
we are supposed to get,” he says. 

Almost without exception, dealers 
and distributors say that business is 
g0ol. So, deliveries or no deliveries, 
merchants are taking a profit with 
their lumps. 

\ Washington dealer reports that 

(Continued on next page) 


Reports of Business from 
ELECTRICAL MERCHANDISING’‘s Regional Editors 


THE MIDWEST 
By Tom F. Blackburn 


R. and Mrs. Christopher Bren- 

nan, who heat their cottage in 
Homewood II1., with two space heaters, 
were startled to learn in October that 
they could not buy any oil. Reason ad- 
vanced by the companies they appealed 
to was that these firms could only take 
care of old customers. 

With the heater and oil 
burner installation season nearing its 
peak, such situations are bound to take 
effect. Oil company talked to by this 
reporter explained that deliveries as 
much as anything else held up oil sup- 
plies, and that most firms had their old 
patrons under contract and would en- 
deavor to take care of their wants dur- 
ing the winter although it was a smart 
idea to keep the tanks chuck full. 

Television sales jumped in the Chi- 
cago area with the start of the football 
season. In less than a month it is said 
that Philco dealers have installed more 
than 200 receivers and there is a total 
of approximately 6,843 sets operating 
in a one-station town now. 

There is no doubt but that RCA- 
Victor, Philco, GE, Farnsworth and 
Crosley will be hanimering away for a 
lot of Christmas business on television. 

The sport is developing the same 
type of bugs that were seen in the early 
days of radio. Television antenna can 
be observed over some of the city’s 
poorest tenements and blossom on the 
chimneys of many of the north side’s 
fancier residences. The Chicago 
Tribune recently stated that 27 percent 
of the television sets operating are in 
taverns, giving a lot of people a look. 

(Continued on next page) 
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THE SOUTH 
By A. B. Windham 


S the leaves began to turn brown 
and gold, midway barkers loosed 
their spiels at hundreds of county fairs 
and tow-headed youths lugged oval 
pig-skins back and forth across vacant 
lots and lime-marked gridirons. Octo- 
ber was like heady wine and southern 
appliance dealers were drinking deep. 
In Chattanooga, Tenn., appliances 
were selling at an increase of 130 per- 
cent over last year. Five times more 
ranges were being sold, two and a half 
times more refrigerators, three times 
more washing machines, seven times 
more vacuum cleaners and 20 percent 
more water heaters. Only in radio was 
the market behind last year, 10,000 less 
radios being sold in September than in 
the same month last year. According 
to the Electric Power Board, which re- 
leased these figures, appliance sales 
were breaking all kinds of records. 
The same high rates of increase were 
evident in Charlotte, Houston, New 
Orleans and Birmingham, though 
actual figures were not obtainable. 
This indicates, of course, that delivery 
of equipment has gone into high gear 
in the larger cities of the South, that 
buyers’ resistance is not an important 
stumbling block to sales, and that the 
sellers’ market still is hanging on. Even 
secondary cities such as Augusta, 
Montgomery, Lexington, Jackson, etc., 
reported the best business of the year 
as farmers loaded trucks and wagons 
with cotton, growers stood by with 
satisfied grins listening to the chant of 
the tobacco auctioneer, and 4-H Club 
boys squirmed with pride while pack- 
(Continued on next page) 


CANADIAN POTENTIAL of the Freshn’d Aire Co’s. new humidifier was discussed 
at the recent three-day sales meeting in Chicago by (left to right): H. G. Blakeslee, 
vice-president and general manager; J. Arthur Crouch, Canadian sales representative; 


and J. W. Alsdorf, president. 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


THE FAR WEST 
by Clotilde Grunsky 


OST dealers in this area looked 

forward with some apprehension 
toward November 1 when the govern- 
ment retired from the supervision of 
credit. They expected the credit stores 
and chains immediately to drop their 
level of down payments and to lengthen 
their terms to the point where competi- 
tion will be difficult. One example 
quoted is the recent ad of a “credit 
jeweler” in Sacramen.o, Calif. who ad- 
vertises $10 radios at “33¢ down”. 
However, responses from every part of 
the West indicate that an important 
proportion of the public are feeling 
the high price levels and a lowering of 
down payments will unquestionably 
bring a large additional block of cus- 
tomers into the picture. Most jobbers 
are urging their dealers to advertise 
credit features on such items as home 
freezers and water heaters and to go 
after this business on the basis of a 20 
percent down payment. 


Credit Recommendations 


In San Diego a committee on credits 
of the Bureau of Radio and Electrical 
Appliances has brought in recom- 
mendations of desirable selling terms. 
They feel that most appliance dealers 
should find it unnecessary to offer 
terms more liberal than: 4 down and 
12 mos. to pay on vacuum cleaners; 
4 down and 18 mos. to pay on radios; 
} down (plus installation) and 18 mos. 
to pay on television; + down and 24 
mos. to pay on home and farm freezers, 
washers, ironers, ranges, space heaters, 
electric sinks, dishwashers and garbage 
units. An exception is made of the last 
three items when sold under Title 1 of 
the FHA. On used equipment it is 
suggested that 4 down be asked, with 
not more than 12 mos. to complete pay- 
ments. Minimum monthly installments 
should be not less than $5. The com- 
mittee suggests that these figures be 
regarded as minimum, to be used only 
when better terms cannot be obtained, 
based upon what the prospect can 
afford to pay. Says the report: “In 
the old days we all saw countless in- 
stances where minimum terms were of- 
fered by the salesman before the pros- 
pect even had a chance to say he was 
willing and able to pay more... Our 
committee is hopeful that the one-time 
practice of advertising terms instead of 
the value and virtue of the product in- 
volved will not be renewed.” 


New Salesmen, New Training 


A definite increase in the number of 
salesmen employed is reported from 
most sections. Utilities in the Seattle, 
Portland and Boise areas have not been 
offering salesmen training courses, but 
Los Angeles reports that 175 men are 
being trained at present (not all elec- 
tricals) and San Diego says that from 
300 to 400 have been trained to date. 
Albuquerque reflects general conditions 
in the New Mexico area where stores 
still have no outside salesmen because 
deliveries have been so slow that there 
is no merchandise to sell in that way. 

Ranges and refrigerator deliveries 
are still behind demand in all sections 
of the West, although a report comes 
from Portland, Ore. that conventional 
washing machines are the only item 

(Continued on page 21) 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PRECEDING PAGE) 


THE EAST 


Continued) 


television is not selling t vell—an 
extension of the condition mentioned 
last month. He sells 12 or 14 sets a 
month, a number which he figures is 


ington stot 
His theory is that customers seem to 
be waiting for something, perhaps for 


about average in Was 


es 


sets with bigger pictures and smaller 
prices. He also says they seem to ex- 
pect model changes in the near future 
because they apparently believe that 
telesets are still somewhat experi- 
mental. A manufacturing executive re- 
cently told us that the great changes 
will be made in the transmitters, not in 
the receivers, so it looks as if the cus- 
tomer just might be wrong. Freezer 
sales in the Washington area have 
taken an interesting 
a local informant 
seem to prefer the four cubic foot size 
in contrast to t! ei! urlic r preterence 
for the larger models. This, said the 
dealer, is the result of the disappear- 
ance of fear of food shortages. Maybe 


turn, according to 
Consumers now 


sO 


Some Price Cutting 


Apparently there is enough merchan- 
dise on hand to encourage some dealers 
to cut prices. A consumer 
a Washington store not long ago, says 


walked into 


a dealer, and planked down 90-odd 
bucks for a radio. As soon as the 
money was on the table up walked the 


manager, clapped the customer famil- 
iarly on the back and said, “What did 
you buy?” The custome 
through his 
ness from a man he'd never seen before, 
that he had bouzlit a radio for 90-odd 
bucks. “Knock $15 off that,” the 
manager told the salesman. “This cus- 
tomer is an old friend of ours.” The 
buyer didn’t object, of course, but he’s 
probably been wondering ever since 
what the score is—and telling all his 
friends about how he got a big discount 
at such-an-such a store. Which is what 
the score is All his friends have 
doubtless been running to that par- 
ticular store, confidently expecting that 
they, too, will be greeted like long-lost 
friends of the manager. 


admitted, 


surprise at such friendli- 


Radio Holding Its Own 


Up in Massachusetts a distributor 
reports that both radios and rec- 
ords are selling pretty well. Like a 
Washington outlet, and a Massachu- 
setts retailer, this firm reports that 
combination consoles are outseHing 
table model combinations. Radio, says 
the Massachusetts dealer, “is breaking 
into its own.” 

Dealers and distributors generally 
claim that conventional washers are in 
short supply, but one distributor re- 
ports that he knows two dealers who 
have stockpiled 300 to 400 washers 
each in warehouses. “They,” he says, 
“just don’t seem to be able to sell 
them.” On the bare face of it, that’s 
amazing. If they can’t sell 'em now, 
when the public is supposed to be 
screaming for them, when can they? 
Or maybe they figure we'll be in an- 
other war before long and they can 
sell them when none are being made 
and make a killing. But we doubt it. 
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THE MIDWEST 


While on the subjec. of Chi it 
might be remembered that th a 
mail order center, and often the way 


the mail order catalogs go, 


so goes the 
nation. Spiegel got out a Christmas 
flyer the other day with seven pages 
featuring electrical appliances An 
electric carpet sweeper at $19.95, a 
Toastove, which contains a hot plate 
and toast warming compartment as 
well as a pop-up toaster were new 
features. No mention of refrigeration, 
however. 

The radio business seems below par 
for the early fall months and if prices 


staged by two veterans in appliance 
promotion attracted a lot of attention, 
and indicates that automatic washer 
selling is going to see real promotional 
activity and earnest doorbell ringing in 
all likelihood, before just about any 
‘ther item does 

Outside of Chicago even the auto- 
matic washer market is not competi- 
tive. A dealer in New Albany, Ind. 
told ELectricAL MERCHANDISING that 

had received 20 automatics and im- 
mediately placed them. He was won- 
dering if he was going to get any 
more. 

A swing through the golden-leaved 
towns of Michigan and Wisconsin re- 
vealed that dealers are beginning to 
put appliances in their windows and 
you can really buy them at once if you 
speak politely and tip your hat. Most 
of the stuff shown openly consists of 


DOWN THE DRAIN goes food waste as the Given Mfg. Co.'s Waste King Pul- 
verator goes into action for the television camera at a recent broadcast over Para- 
mount's telestation KTLA in Los Angeles. 


go up, retailers wonder how this will 
affect business. 


Premiums Back 


Premiums have reappeared in the 
news and you can get a pretty good 
electric clock with a certain make of 
radio, thrown in as a prize. Free trials 
on automatic washers, liberal trade-in 
offers all indicate that the automatic 
washer field is getting competitive in 
the Middle West. 

Two automatic distributors in the 
Chicago area staged a_ stimulating 
row over whether one brand of auto- 
matic used washed clothes 28 to 41 
percent cleaner, used 18 to 27 percent 
less soap and took 17 to 27 percent 
less hot water. 

In a typical dealer cooperative ad 
that has become common lately, it was 
advertised that automatics were avail- 
able for immediate delivery. 

‘The truth is,” declared an engineer- 
ing vice-president of a big washer 
manufacturer, “the automatics today 
are aimed at the 4 percent market. It 
is when they get down to go after the 
70 percent market that this business 
will really get interesting.” 

Nevertheless, the shambles on paper 


electric ranges, automatic washers, 
and home freezers. Peeping shyly out 
here and there is an agitator type 
washer. Refrigerators are still a scarce 
article. 


What About Utilities? 


As competition begins to appear, one 
manufacturer told this column that it 
is going to be hard to get the utilities 
to step in and do any hard plugging 
in behalf of appliance sales. There is 
a lot of backing and filling going on 
among utilities, and the lack of excess 
energy to sell makes it more easy for 
them to stay on the sidelines. 

Dealers are still on easy street, rela- 
tively speaking, and are just beginning 
to have their first experience with in- 
stallment sales. As might be expected, 
their worst troubles are with low-priced 
radios bought by people in hotel rooms, 
boarding houses, or anywhere. Skips 
and turn-backs are appearing in these 
areas, and it is being revealed that a 
lot of finance firms who have recourse 
have not been checking up on customer 
credit very well, prefering to toss any 
sour sale back in the dealer’s lap and 
let him worry about it. 

An Indianapolis dealer says this will 
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be the last Christmas that is a sof: 
touch. Maybe he is right. 


THE SOUTH 


(Continued ) 


ing company representatives eyed their 
fat stock. 


Best Month Yet 


October, by and large, was the best 
month the majority of southern deal- 
ers have ever had. Some of them at 
tributed it to feeling on the part of the 
public that worse-than-ever scarcities 
—in money and goods—were just 
around the corner. Others felt it was 
the natural expression of pent-up buy- 
ing desires being released as more ap- 
pliances appeared on the market 
Whatever it was, people were buying 
They were buying at the crossroads 
and in the cities, at the hamlets and in 
the merchandise marts. But with al] 
this increase in delivery, the cry stil! 
was for more and more equipment to 


sell. 
New Appliances Selling 


In this wave of buying, new ap 
pliances—designed for all seasons— 
were prominent in the van. Jackson, 
Miss., was selling new model water 
coolers and Birmingham, Ala., was 
selling new model foot warmers. Home 
freezers were going steadily in Miami 
and Louisville. Water heaters were as 
fast in Richmond as in Baton Rouge. 

Right along with the parade of buy- 
ing went the surge of service and re- 
pair business, at an all-time high. Many 
dealers, who had maintained a service 
department mainly as a convenience to 
customers, now reported the cash re- 
turn from service and repair business 
was contributing as much as 25 percent 
to their incomes. The fly in this oint- 
ment was the inability to obtain ex- 
perienced and reliable help. Many 
small dealers still were working them- 
selves 12 to 18 hours a day in an effort 
to meet the demand for service. 


Few Closings Noted 


New openings appeared to be slow- 
ing down some, but few outlets were 
closing up. Memphis, for example, had 
two, but wholesalers expressed the 
belief they were closed for other than 
business reasons. West Florida and 
South Georgia, where more closings 
have been noted than in other sections, 
finally shook off the pessimism of @ 
days ago, got back into the ranks of the 
optimists and reported a decided im- 
provement in business. 

There was little change in the utility 
picture. Florida, hardest hit by the 
load problem, reportedly was consider- 
ing utilizing outside help such as power 
generated from ships tied up in bays 
and harbors. Only Dallas, Texas, 
among all Southern cities, had a sur- 
plus of power. Little success has met 
the utilities cry for more transformers 
and 50 amp meters. 

But as November approached, most 
dealers and wholesalers were rub'ing 
their hands and beaming. Prosperity 
had come, even though it was but once 
a year—and it was Christmas which 
was just around the corner. 
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Nineteen Hundred Corp. Plays Host to 
Men Who Make the Wheels Go ‘Round 


‘ HAT the parts business has en- 
tered its third phase, Elisha Gray, 
e-president Nineteen Hundred Corp., 
ld members of the Appliance Parts 
ibbers Assn. at their meeting Oct. 

18 at St. Joseph, Mich. 

‘In the early stages manufacturers 

1 orders for parts by going out and 
icking them off their production line,” 
“Today, Nineteen Hundred 
as produced 500 different models and 
its history includes 6,000 parts. Obvi- 
ously it is necessary to have separate 
jacilities for producing repairs for ma- 
chines no longer made.” 

The company’s policy is to serve cus- 
tomers for a period of 15 years after 
a model has been in production. In 
many cases parts are available for 


e said 


RECOVERING FROM LONG ILLNESS wos Mrs. Tom 


Robinson, wife of service manager, Tom Robinson of Automatic. 
Congratulating her is W. L. Cloutier, association secretary. 


GETTING HIS FILL of ideas is Carl J. Cortright, man- 
®ger parts and service dept., Horton Mfg. Co. At right is 
D. H. Goldfarb, Washer Seles and Service, Pittsburgh. 
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much longer periods than this. The 
Nineteen Hundred Corp. goes back to 
1908. Some 40,000 sq. ft. of space are 
devoted to this parts service. 

“We observed that the parts business 
gives us a steady volume,” said Mr, 
Gray. “It is particularly good in times 
of depression.” 

\t the Parts Jobbers meeting the 
constitution was changed to enable 
any washing machine manufacturer to 
become eligible for associate member- 
ship. Dues are $75 annually. 

A statement of policy was reiterated. 
“We do not condone the buying of 
parts in clubs or syndicate form, nor 
the manufacture of parts or accessories 
by our members,” the Association 


stated. 


for 1900 Corp. 


1947 


BOB MITCHELL EXTENDED THE 
At right is Pres. Geo. H. Klinker of 
Cincinnati. In background, P. Eduard Geldhof of 1900. 


VICE-PRESIDENT ELISHA GRAY of 1900 THE GENTLEMAN full of food is N N. 


was the keynote speaker of the occasion. 


HAND 


MISSIONARIES of an expanding business are Mr. 
and Mrs. Sanford H. Mandel of Dallas. 
the recently opened branch of Pearsol’s there. 


He manages 


Bennett of Minneapolis. 


JACK TRIBLE of Washington, D. C. uses napkin to con- 
ceal the fact that he has had four pieces of pie. 
is Mrs. Trible. 


SEEN DIMLY through the cigarette smoke are Mr. and Mrs. 


With him 


Arthur G. Baril, Electric Appliance Parts, Waterbury, Conn. 


He is a vice-president. 
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Traces History, Tells Its 
Importance to Utilities 


It was three quarters oi a century 
between the time Lord Kelvin first 
proposed a method of house heating 
without combustion and the 1927 in- 
stallation of such a system, on an ex- 
perimental basis, by T. G. N. Haldane 


in Ms ne in Scotland 
rhat no su lengthy period be 
illowe to el apse betore the heat 
imp (reverse cycle refrigeration) be- 


ynes available as a utility and as an 
electric load builder is one of the 


urrent aims of the Edison Electric 


Institute and one of the reasons for 

its recent publication, “The Heat 

Pump: what it is, its history, the 

electric company’s interest in its de 
lent 


The Indoor Climate Committee of 
the EEI wrote the booklet § afte: 
lengthy study in order to inform the 


lustry of the problems and_ the 
} } } + 
the wat pump and 
romises to prepare a series of reports 
rogress 


Almost A Centenarian 


rhe booklet begins with a brief 
history of the heat pump to date. 
Starting with Lord Kelvin's sugges- 
tion, it traces the development of the 
eat pump through J. J. Coleman's 
1877 creation of the Bell-Coleman re 
frigerating machine, Mr. Haldane’s 
home installation of a pump in his 
home, Southern California Edison's 
installation in its offices in the early 
"30s, and others. One of the earliest 
known residential applications in the 
United States was that of the Tucson 
Gas, Electric Light and Water Co’s 
1931 installation in Tucson, Arizona. 
The February, 1947, issue of EM, in 
an article titled “Heat from Mother 
Earth”, erroneously credited an in- 
stallation made in late 1946 in Chatta- 
nooga, Tenn., as the “first home in 
history to be heated by heat drawn 
trom the depths of the earth.” The 
EEI booklet lists no less than 45 early 


heat pump installations made between 


Comely Squaw 


AN A.C. POCAHONTAS is Alice Faye, 
co-star with Phil Harris on the Fitch 
Bandwagon. The blanket is a Universal, 
one of many such blankets and 20 elec- 
tric ranges which Landers, Frary and 
Clark is giving away on the program. 
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EEl Booklet Describes Heat Pump 
and Discusses its Potentialities 


1931 and 1940. Ten of those instal- 
lations were residential. 

‘he heat pump is an electrically 
driven machine which can be used for 
heating or cooling a residence without 
combustion,” begins the booklet’s chap- 
ter on a description of the heat pump. 
The chapter describes the basic princ- 
iples of heat pump operation, lists 
the three practical sources from which 
heat can be drawn (air, water, and 
the earth) and gives the character- 
istics of those sources. Ten pages vf 
the book are devoted to a graphic 
description of the operation of a heat 
pump in both heating and cooling. 
Kach step is pictured and = simply 
explained. 


For the Utilities 


The chapter titled “The Heat Pump 
and the Electric Utility” is perhaps 
the most interesting to power com 
panies. No house can be “all-electric” 
says the chapter, unless it is elec- 
trically heated. Although resistance 
heating is successful in some mild 
climatic areas, no way had been dis- 
covered to heat homes electrically in 
more extreme climates on a compet- 
itive basis with coal and oil until the 
idvent of the heat pump. 

Two general lines of attack are 
being pursued by utilities in the effort 
to solve heat pump problems. The 
first of these takes the form of an 
effort to speed up heat pump instal- 
lations by cooperating with manufac- 


1,400 Homes Burn 
Kilowatts, Not Coal 


Electric heating in Chattanooga has 
shown an increase of approximately 
375 percent over last year, according 
to figures compiled by the Chattanooga 
Electric Power Board 

Engineers for the company estimate 
that a total of 1,400 homes will be 
electrically heated by the end of 1947, 
this figure being more than double that 
for the end of 1946. Literally swamped 
with requests for heating surveys, 
Power Board engineers point out that 
even during the summer months such 
requests were being received in great 
volume, totaling 60 in June, 114 in 
July and 257 in August 

\ major reason for the big swing t 
lectric heating, the engineers say, 


that 


in the fact contractors, owners 
ind builders of new subdivisions are 
1 cy iin cx ] The cng 
s how hat in 12 new 
1 the « er under 
t i it ‘ there 
x ite 7* ical 
s all to be complete 
the tl2n 
Room Units Predominate 
Of the 1,400 electrically heated 


uses expected by the end of 1947, a 
breakdown shows 
will be individual room units (wall or 
portable) ; 200 will be central furnaces 


and 200 will be floor furnaces. The 


approximately 1,000 


THE WORLD is Knapp-Monarch Co's. market as the result of an agreement between 
K-M and Philco International which entitles the latter to distribute KM appliances 
everywhere except Canada. Birch L. Vermilion (left), sales manager of Knapp-Mon- 
arch, discusses the plan with Dempster McIntosh (right), president of Philco Inter- 
national Corp. 


turers and prospective users with the 
aim of securing test and promotional 
installations and operating data. The 
second is the institution of a long range 
research program which will improve 
equipment, find improved heat sources, 
develop methods of extracting heat 
from those sources, and encourage the 
quest for further technical progress. 
Industry efforts have, says the book- 
let, only one objective: “to reduce to 
a minimum the period which so fre- 
quently elapses between inception of 


Electric House Heating in 
Chattanooga Up 375% in Year 


engineers estimate that the average five 
room house with sidewall, overhead 
and floor insulation, and with windows 
and outside doors weatherstripped, is 
being heated for around $75 per heat 
ing season. These costs may vary 
considerably with location, construc 
tion, living habits, ete., but normally 
vary less than 10 percent either way. 


One Cent Per Cubic Foot 


“We have found that using unit 
heaters the average well insulated 
home can be heated for approximately 
one cent per cubic foot for the actual 
area heated,” say Bob Reeves and Bob 
Cooper, Power Board heating engi 
neers. “It is also interesting to note 
that the actual capacity required per 
1,000 cubic foot house takes 1.6 kw. 
of heating capacity per 1,000 cubic 
feet: the 8,000 or 9.000 cubic foot 
house takes slightly less capacity drop 


ping to 1.4 kw. per 1000 cubic feet, 
ind the 10,000 cubie foot or over, takes 
about 1.5 kw. per 1,000 cubic feet 
all being well insulated. 


Central Furnace Does Best 


her interesting fact is that the 
entra! will av rage about 
25 percent more k:lowatt hours per 


season than th 
similar house 


individual units in a 
There are several rea 
sons for this, not the least of which is 
the difference in the two families. We 
have found that the furnace man 
normally is not quite as ‘economy 
minded’ as the individual unit man and 
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a new development and the day when 
the idea is translated into sales.” In 
conclusion, the booklet lists problems 
to be evaluated and discusses public 
acceptance, concluding that “The heat 
pump offers the electric utility a new 
potential for the sale of additional 
kilowatthours to residences. Develop- 
ments to date are encouraging. Con- 
centrated effort may bring rapid ful- 
fillment of the promise.” 

Copies of the booklet, EEI publi- 
cation number P-6, are 25 cents each. 


does not close off or underheat certain 
portions of the house, choosing to keep 
the whole house at a uniform tempera- 
ture rather than save by closing off 
a bedroom, ete. 


Furnaces Make Bigger Load 


“Most furnaces are installed in base- 
ments and the natural loss from the 
source of heat through the ducts to 
the rooms also plays an important part 
in the increased cost. It has been 
found that the central furnace has 
given this utility a better load factor 
than the individual units. Actually 
this means that the furnace operates a 
larger percent of the total time possible 
ior it to operate in any given period 
of time. The principal reason for this 
is that due to individual heaters being 
made in certain sizes only, it is im- 
possible to install the exact capacity in 
each room that the heat loss calls for. 
On the contrary, the furnace having 
all its capacity in a central point can 
he installed to meet the calculated heat 
loss of the house.” 


Materials Still Scarce 


The installation of electric heat 
n Chattanooga is not being act 
plished without its problems, how:« 
\ccording to the 
formers and 50 amp. meters. still 


engineers, 

very difficult to obtain and every hi 
ing job requires a thorough investi 
tion by the Power Board engineer 


lepartment. Im most cases, larg 


transiormers are required and in 
cases, new secondary wiring and poles 
have to be set. Although the Board's 
engineers and linemen have been wor! 
iyg overtime for several. months, time 
to get the jobs .built, seems to be 
scarce as the materials.with which 
do the work. 
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Salesmanship Still Lacking, 
League Conference Told 


Strunk Elected president at 12th 
annual conference: Scaife presents 


aids to selling free enterprise. 


THE GAVEL symbolizing the presidency 
of the IAEL changes hands as Stanley 
E. Strunk (left) takes over for the com- 
ing year from W. G. Hills (right). 


UILT around the theme, “Every- 
thing has to be sold,” the program 
of the 12th annual conference of the 
International Assn. of Electrical 
Leagues, held in St. Louis, Mo., from 
October 8 to 11, included speakers 
who not only stumped for better appli- 
ance selling but also urged promotion 
of the principles of free enterprise. 
The keynote speech was made by 
W. G. Hills, president of the associa- 
tion, on the opening day of the con- 
ference; he was followed by Merrill 
E. Skinner, director of sales of the 
Union Electric Co., St. Louis, who 
urged a return to the “evangelistic 
selling and promotional effort of pre- 
war years.” Mr. Skinner claimed that 
sales people have not yet awakened 
to the necessity of showing some in- 
terest in products and purchasers. He 
hit out also at manufacturers for in- 
difference to competition and careless- 
ness in shipping practices. As remedies 
he plumped for greater use of sales 
training programs and strong backing 
for planned lighting, adequate wiring 
and certified lamp promotions. 


Post-War Retailing Scored 


Mr. Skinner’s criticism of lethargic 
sales methods was seconded by A. P. 
McNamee, manager of the appliance 
department of McCall's Magazine, 
who spoke on “Appliance Retailing 
Two Years After the War, during 
the second day of conferences. Home 
reezers, said Mr. McNamee, have not 
been properly sold and have often been 
put up for sale by concerns which have 
no business retailing appliances. He 
ited the need for a consumer educa- 
tional program on freezers similar to 

‘one which popularized the refrig- 
erator. He also criticized the high 
prices on automatic washers, and 
termed as “short-sighted” the tendency 
of some manufacturers and distributors 
to make tie-in deals. Dealers, he 
declared, want manufacturers to con- 
tinue the present high-level of adver- 
tising and to produce cheaper appli- 
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ance models free from “non-essential 
gadgets.” 


Free Enterprise Must Be Sold 


A. L. Scaife, manager of the ad- 
vertising division of the appliance and 
merchandising department of General 
Electric Co., speaking on the same pro- 
gram with Mr. McNamee, showed 
and described two visual aids for the 
promotion of the system of free enter- 
prise. “Our own back yard” is the 
place to promote free enterprise first, 
he told the assembled delegates and 
said that G-E had begun by showing 
the pictures to its own employees. The 
first aid shown was entitled the “Evo- 
lution of Marketing” and illustrated 
the development of manufacturing, 
selling, distribution, engineering, ad- 
vertising, and market research. The 
second visual aid, as yet untitled, 
traced the origin of barter and ex- 
change, transportation, economic meth- 
ods, mass production and showed that 
modern conveniences, as well as some 
business expenses, are the result of 
consumer demand. Mr. Scaife said 
that booklets containing the pictures 
and text are available for use by any 
company at cost. The booklets do 
not contain any company name and are 
applicable to all industries, he said. 


Officers Elected 


At the final session of the confer- 
ence, on Saturday, Stanley E. Strunk, 
secretary of the Electrical League of 
Cleveland and former vice-president of 
the IAEL, was elected president for 
the coming year, succeeding W. G. 
Hills, managing director of the Elec- 
tric Institute of Washington. Mr. 
Strunk joined the Cleveland League in 
1932 as manager of its lighting and 
wiring division. Since 1935 he has 


been manager of its industrial division 


OUR OWN BACKYARD is the place 
to sell the system of free enterprise, said 
A. L. Scaife of G-E. He described G-E’s 
new visual aids and efforts to do it. 


1947 


THE PROOF of what the Electrical Assn of Philadelphia is doing lies in those pic- 
tures which N. C. Christopherson (left), secretary-treasurer of the Electrical League 
of Milwaukee, and Harry F. Bennetts, executive manager of the Electrical Assn. of 


Kansas, are examining at the IAEL conference. 


John A. Morrison (right), managing 


director of the Philadelphia league, described its new kitchen planning center to 


delegates. 


and also association manager of the 
Electrical Maintenance Engineers 
Assn. Three years ago he became 
league secretary. 

Elected vice-president was J. Clark 
Chamberlain, secretary-manager of the 
3ureau of Radio and Electrical Appli- 
ances, San Diego. The new treasurer 
is A. H. Kessler, manager of the 
North Central Electrical Industries, 
Minneapolis. 

O. C. Small, manager of the busi- 
ness development department of 
NEMA, and J. F. Biggi of the same 
organization were re-appointed sec- 
retary and assistant secretary. 

Speakers on the four-day program 
included, in addition to those men- 


Power Capacity Up, 
Says EEl Report 


The findings of a survey of the 
Naton’s power supply and the growth 
of power demand, just completed by 
a committee of the electric industry’s 
power experts were announced Oc- 
tober 15 by Charles E. Oakes, Presi- 
dent of the Edison Electric Institute. 

The survey showed for the country 
as a whole a five percent average 
margin of reserve generating capacity 
for this winter’s peak demand, nar- 
rowing earlier estimates by two or 
three percent. It established that 
installation of new generating capacity 
has increased to a rate of about 400,- 
000 kw. a month, a figure expected 
to raise for 1948 the country-wide 
average margin of reserve to eight 
percent. It also found that the total 
amount of new capacity to be added 
to the five-year period 1947-1951 in- 
clusive will reach 18,000,000 kw., 
raising by two million the total pre- 
viously compiled. 

The committee making the survey 
was composed mainly of the group of 
top flight 
power specialists who served, while on 
leave from their companies, the WPB 
in a similar capacity during the war. 

3arring extraordinary combination 
of equipment failures which would 
result in localized and temporary load 
curtailment, in the judgment of the 
experts the present heavy power de- 
mands will continue to be supplied 
except possibly in the case of some 
smaller and isolated, power, systems. 


electrical engineers and 


tioned above: S. C. Sachs, president 
of the St. Louis Electrical Board of 
Trade; C. G. Pyle, managing director 
of the National Electrical Whole- 
salers Assn.; J. S. Schuchert, man- 
ager of commercial sales for the Du- 
quesne Light Co.; E. S. Reichard, 
president of the Electrical Mainte- 
nance Engineers Assn. of Southern 
California; Victor W. Hartley, man- 
aging director of the Pacific Coast 
Electrical Assn.; P. J. McMillan, sec- 
retary of the Electrical League of 
Chattanooga; B. H. Allen, manager 
of the Adequate Wiring Bureau Elec- 
trical Assn. of Detroit; J. A. Morrison, 
managing director of the Electrical 
Assn. of Philadelphia; and others. 


Scheduled Meetings 


ELECTRICAL & HOME APPLI- 
ANCE SHOW 
Federal Blidg., San 
December 2-7 
Bureau of Radio & Electrical Appli- 
ances of San Diego County 
CHICAGO JANUARY MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 
January 5-17 
NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 
Int. Amphitheatre, Chicago, Ill. 
January 15-22 
A. W. Buddenberg, Exec. Sec’y., Lisk- 
Savory Corp., Chicago 


NATL. ELECTRICAL RETAILERS 
ASS 


Diego, Calif. 


Hotel Sheraton, Chicago, Ill. 
January 19-21 


LOS ANGELES WINTER 
MARKET 
Los Angeles Furniture Mart, Los An- 


geles, Calif. 
January 26-30 


8TH INT. HEATING AND 
VENTILATING EXPOSITION 

Grand Central Palace, New York, 
N. Y. 


February 2-6 
American Society of Heating and 
Ventilating Engineers 


48TH ANNUAL CONVENTION & 
HARDWARE SHOW 
Pa. & Atlantic Seaboard Hardware 
Assn. 
Convention Hall, Philadelphia, Pa. 
February 9-12 
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AN EARLY LOOK is taken at Proctor’s Christmas promotional package by Graybar 
Electric officials James Darcy (left) and Ernest Meserve (right). H. S. Perkins, Proctor 
New York district manager, is also convinced that Proctor knows the “Ways to Please 
a Lady.” 


Proctor Dealers Get 
Free Xmas Package 


Dealers of the Proctor Electric Co. 
will benefit from the company’s be- 


lief in Christmas as the “pleasing 
season’, because it recently announced 
that its promotional package, built 
around the theme “Ways to Please a 
Lady”, will be Proctor’s free, gratis, 


and for-nothing gift to dealers 

In addition to the promotional pack- 
age, the company has announced that 
its Christmas sales efforts will include 
large scale newspaper advertising for 
the first time in its history. The De- 
cember 7 issue of This Week will 
carry a full-color ad and newspapers 
in some 300 cities of populations of 
50,000 or over will carry 980-line 
black and white ads. Proctor dis- 
tributors in small towns not covered 
by these newspapers will be backed 
by local newspaper advertising on 
December 8-10 Backing up the 
newspaper ads will be messages in 
‘onsumer magazines, starting with a 
double-page spread in the December 
6 Saturday Evening Post. 

All advertising and mats will he 
slanted to help dealers sell “Proctor 
and other nationally known appli- 
ances.” This theme, says the com- 
pany, is calculated to bring floor 
traffic into dealers’ stores on an un- 
precedented scale. Mats, available 
to dealers through distributors, will 
include space for the names of ap- 
pliances other than Proctor. “Provi- 
sion has been made,” says the com- 
pany, “in each ad for the retailer to 
include whatever other nationally ad- 
vertised appliances he is promoting in 
his store.” 

The free promotional package con- 
tains 100 suggested ways to use the 
display material, coded diagrams 
showing suggested displays, gift wrap- 
ping paper featuring the promotional 
theme and the company name, descrip- 
tive give-away literature on the 
products, easel-type display cards, and 
a large window banner. 


Taverns Own 27% of 
Chicago Video Sets 


In a check of ownership of television 
sets in Chicago it was found that as 
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of Oct. 1, 1,790 bars and taverns were 
provided with receivers. This repre- 
sents about 27 percent of the total 
number of 6,636 with 3,850 being in 
homes and the remainder in dealers’ 
hands. The figure for New York as 
of Sept. 1 was given as, total telesets, 
51,500; homes 40,100; taverns, 4,000; 
dealers, 7,400. 

In a survey of Chicago taverns 
having sets based on 600 replies to a 
questionnaire put out by a manufac- 
turer, 80 percent said television had 
hoosted business. However, it is felt 
the tavern market for television sets 
is nearing saturation, as when the 
novelty wears off more telesets will go 
into the homes and the tavern video 
will lose its appeal. 


Mass Output of Tape 
Recordings Seen Near 


In the light of J. Caesar Petrillo’s 
dictum that no more records will be 
made after December 31, recent ex- 
periments in mass production of re- 
cordings on magnetized tape made by 
the Minnesota Mining and Manu- 
facturing Co., St. Paul, assume an 
importance that perhaps even the com- 
pany had not anticipated. 

The firm completed experiments in 
making master records on tape with a 
full scale demonstration in the studios 
of WMIN with Lanny Ross and a 15 
piece band. Ten recorders located in 
various control rooms picked up the 
music. “Scotch” sound recording 
tape and nine different experimental 
tapes, all developed by the 3M com- 
pany were used in the test. 

Said W. L. McKnight, president of 
the firm, “Our laboratories are de- 
veloping a machine which will be able 
to mass produce tape recordings from 
those master records at least as fast 
as conventional disc recordings are 
now turned out.” He pronounced the 
results on all ten tapes as “excellent,” 
and some as “superior.” 

In the event that the record com- 
panies are compelled to abide by Mr. 
Petrillo’s ban, even though commer- 
cial tape recordings will be banned as 
well, recorder owners will at least 
have the consolation of knowing that 
they can record music and speech 
direct from the radio. 


Industry Leaders See Drop in. 
Radio and Television for ‘48 


Unofficial Forecast of 12 to 15 Million Units 
Shows Decline from ‘46 Estimate of 16 Million 


Without giving figures or reasons, 
radio and television industry leaders 
have personally expressed opinions on 
1948 set production ranging from 


eight to 18 million receivers with a 
mum average of about 12 million 

ind a maximum average of about 15 
llion sets indicated Opinions of 
manufacturers averaged produc- 

m of 167 million tubes next year, 
ind the total average for components 


was roughly the same as the receiver 
iverage. Here, too, reasons were not 
forthcoming. 

The figures were the outcome of 
an informal poll taken at the fall 
meeting of the Radio Manufacturers’ 
Assn., held in New York recently. 
An interesting sidelight is that dollar 
volume in the industry is not expected 
to decline, principally because pro- 
duction this year was devoted_mainly 
to low-end table models, while next 
year’s production will stick pretty 
much to big-ticket merchandise in 
television, combination consoles, FM 
sets, etc. 


New England Story 


A spot check of retail radio sales 
in certain New England communities 
vas reported on by Frank Mansfield, 
research director of Sylvania Electric 
Products, Inc., and chairman of the 
RMA research committee. It indi- 
cated that radio dealers in the cities 
surveyed (a total of 31 outlets) are 
“living off their inventories” of some 
set models, in that their sales exceed 
their purchases from distributors. 
Also, it showed that FM-AM receiver 
demand is running ahead of produc- 
tion, that the straight console without 
phonograph is virtually disappearing 
from the market, that dealers have 
large inventories of AM table models, 
and that there is a steady demand for 
radio-phonograph consoles. The re- 
port is not taken as establishing na- 
tional trends; action to undertake a 


national survey is under consideration, 
and a report on its feasibility will be 
distributed to all RMA members be 
fore the next meeting of the directors, 


Video Rate Increase Opposed 


The RMA intends to put forth some 
vigorous opposition to the permission 
secured by two Connecticut power 
companies from the state Public Util- 
ities Commission, enabling them to 
charge higher rates for users of tele- 
vision receivers. Max Balcom, RMA 
president, will appoint a special com- 
mittee to take action. One of the 
arguments to be used will involve 
action taken by other utilities to build 
a larger television market. RMA 
engineering department data on low 
current and power factors for televi- 
sion sets will be used as well. 

Other actions taken at the meeting 
were: adoption of a resolution op- 
posing a proposed New York City 
ordinance to license radio technicians, 
approval of the recommendation of 
Chairman L. F. Muter of the RMA 
convention committee that the 1949 
Radio Parts Trade Shows and RMA 
annual convention be combined, and 
arrangement for intensive and ex- 
panded RMA services for all trans- 
mitter and parts manufacturers. 


Western Market 
Set For February 


The 1948 Western Winter Market 
has been scheduled for February 2 
through 7 at the Western Merchandise 
Mart, San Francisco. In making the 
announcement, Mart president Frank 
K. Runyan said that by the time oi 
this winter market week, exhibitors 
will have completed the investment of 
more than a million dollars in new 
showrooms and display installations 
following enlargement of the building. 


MASS RECORDINGS on magnetized tape were recently demonstrated by the Minne- 
sota Mining and Mfg. Co. in a 20 minute program over station WMIN in St. Paul. 
Standing in the control room are: Dr. W. W. Wetzel (center), assistant director of 
research, Lothair H. Wolff (left), and Martin N. Olson of the company’s engineering 
laboratories. The 3M concern is working on a machine which will duplicate the master 
records at a rate equal to the production of conventional discs. 
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This striking appeal for a Christmas of sane and practical giving will reach 
110,000,000 gift-puzzled people! It’s bound to find its mark in your com- 
munity! Be ready—clear the decks for a banner Christmas—identify yourself 
desely with this far-reaching, hard-hitting campaign. 


Put in a Premier holiday window built around the advertising theme— 
“A PRACTICAL CHRISTMAS IS THE MERRIEST CHRISTMAS OF ALL!” Ask 
your Premier Distributor. 


PREMIER VACUUM CLEAMER DIVISION — GENERAL ELECTRIC COMPANY, CLEVELAND 14, 
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TAFT-HARTLEY ACT 


Frees “Slave” Labor 


old. Its full meaning is yet to be deter- 
mined by decisions of the National Labor 
Relations Board and the courts. However, on 
its face, the Act refutes the attacks made upon 
it by union leaders as hysterical and fanciful. 


To TAFT-HARTLEY ACT is two months 


Management has had every provocation to reply 
to these attacks in kind. To the credit of the em- 
ployers of this country, they have not succumbed to 
that temptation. They have maintained a temperate 
attitude toward the new law and the problems it is 
designed to correct. This approach is right. But it is 
only an approach. 

Union leaders will want to settle for nothing short 
of repeal. Their attack on the Act has made some 
headway. It may be more effective as time goes on. 
Certainly the Taft-Hartley law will be repealed if 
management just sits tight and lets union leaders 
continue to confuse their followers. 

Management, therefore, must implement its pres- 
ent temperate attitude with a program of positive 
action. The Taft-Hartley Act must be made to work 
not because management wants it, but because it is 
fair to labor — and management can do things right 
now to see that the Act works. Management can: 


I. Utilize every means at its disposal to ac- 
quaint the rank and file of union workers 
with the truth about the Taft-Hartley Act. 


II. Suggest amendments to the Act if expe- 
rience indicates that amendments are neces- 
sary. 


III. Use the law as little as possible in settling 


labor disputes. 


IV. Stand firm in its refusal to bargain away 
the rights accorded by the Act to workers, 
management, and the public. 


An examination of those four must’s will show 
why they provide management with its best program 
of action. 


L 
Union members do not know what the Taft- 
Hartley Act provides. 


There is abundant proof of that statement. 
While Congress was still trying to write a law that 
the President would not veto, FACTORY magazine 


asked workers how they felt about major proposals 
in the pending House and Senate bills. Overwhelm- 
ingly they felt good. They were in favor of almost 
every individual provision that was finally incor- 
porated into the bill and passed over the President’s 
veto. 

The same story emerged from the national opinion 
poll made by the Opinion Research Corporation of 
Princeton, N. J. and published by Look magazine 
after the law was enacted. It showed that union 
members uniformly favored major provisions of the 
Act, but were strongly opposed to the Act itself. 

This inconsistency is easily explained. Instead of 
telling their members what the Act does for them, 
most union leaders have been condemning it as “a 
slave labor law” because it curtails the leaders’ power 
and recognizes the rights of the union member and 
the public. 

It is not a slave labor law. All of the basic rights 
accorded to labor by the Wagner Act of 1935 are 
preserved by the Taft-Hartley law. All of the unfair 
labor practices that were forbidden by the Wagner 
Act are still forbidden by the Taft-Hartley Act. 

Nothing in the law impairs labor’s right to bargain 
through representatives of its 6wn choosing. 

The Wagner Act condemned as an unfair labor 
practice any effort by employers to coerce employees 
in the selection of their bargaining representatives. 
So does the new law. 

The Taft-Hartley Act merely recognizes rights of 
individual employees, of management, and of the 
public that were ignored by the Wagner Act. 

For example, while the Taft-Hartley Act continues 
the workers’ protection from coercion by employers, 
it also gives them new protection against coercion by 
unions. The individual worker is freed from the 
necessity of joining a union to get a job. He may 
still be required to join a union to keep his job, but 
not unless a majority of the workers vote for such a 
requirement in a government-supervised election. 

Some people think the Taft-Hartley Act is weak in 
protecting the rights of the individual worker. They 
think that membership in a union should never be 
made a condition for holding a job. This is true. 
However, the Act does restore to the individual 
worker some rights which were blotted out under 
the Wagner Act, just as it does to management and 
the public. 

A fair examination of the new law’s provisions 
will show that they spring from one dominating pur- 
pose: i.e., to re-establish equality before the law. 
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For example, under the Wagner Act union leaders 
were free to say whatever they pleased about the 
employer to his employees. The employer, on the 
other hand, was denied freedom of speech in talking 
to his. own employees. Now freedom of speech is 
largely restored. 

Under the Wagner Act the employer was com- 
pelled to bargain with a certified union. Now the 
union must bargain, too. 

Under the Wagner Act, unions alone had the right 
to petition for an election to determine whether the 
petitioning union represented a majority of the 
workers. Now the employer also has the right to 
secure an election. 7 

These are features of the new Labor law that 
management must help workers understand. They 
must understand why the Act is not the “diabolical 
monstrosity” Philip Murray tells them it is. 

Some companies have already started to explain 
these things to their workers. Techniques are well 
established, and they are techniques that any com- 
pany can use. They include labor law digests in 
language workers can understand, supervisory con- 
ferences to cover points in the Act that affects the 
supervisor’s handling of his job, distribution of re- 
printed articles that point out how employees benefit 
from the new law, editorials in plant newspapers 
and magazines, and advertisements in local news- 
papers. 


Management should take the lead whenever 
amendments to the Taft-Hartley law become 
necessary. 


For twelve years labor leaders wilfully opposed 
every attempt to correct obvious abuses in the Wag- 
ner Act. We have now proved that a labor law can 
be amended. Let us be sure that management does 
not resort to the same obstructionist tactics labor 
has always used. 

In carrying out its basic purpose to re-establish 
equality before the law, the Taft-Hartley Act makes 
it “unlawful... for any corporation whatever or any 
labor organization to make a contribution or expen- 
diture in connection with” national elections. Cor- 
porations have long been so restrained. The novelty 
is the balancing restraint upon unions, which now 
have huge financial resources amounting to very 
many millions of dollars. However, the language of 
the Act may restrain the labor press from saying 
what it thinks about candidates, thus impinging upon 
the freedom of the press. Senator Taft has recog- 
nized this possibility. 

If it should develop that the Act inadvertently 
throttles freedom of the press—or misfires otherwise 
—management should take the lead in securing suit- 
able amendments to the Act. By assuming a com- 
pletely stiff-necked attitude toward any and all 


changes in the Wagner Act, no matter how badly 
needed, the dominant labor leaders and their political 
outriders finally brought on the sweeping revisions 
provided by the Taft-Hartley Act. Management must 
not follow that example of stupid leadership. 


III. 


Management will be wise if it uses the new law 
gently in settling labor disputes. 


So far employers show no disposition to use the 
law excessively. That is good. An analysis of the 
NLRB’s docket from August 22 to September 30 
shows that approximately 90 percent of the cases 
now before the Board were filed by unions and em- 
ployees — not by employers. 

We have been surveying employers, asking if they 
will have occasion to use their right to sue their 
unions. The answer so far is consistently, “no.” That 
answer frequently is accompanied by this remark, 
“We certainly hope not. We have no desire to con- 
duct our labor relations in the courthouse.” 


The desired result should be for the Act to produce 
only those law suits that are matters of vital prin- 
ciple. As many employers have remarked, the court- 
house remains the worst possible place to conduct 
labor relations. The best place is in the plant——by 
free collective bargaining between parties enjoying 
an equality before the law. The Taft-Hartley law 
will serve its most constructive role if it encourages 
this kind of collective bargaining. 


IV. 


Employers should not bargain away legal rights 
accorded to them by the Taft-Hartley Act. 


By bargaining away rights given them in that Act, 
employers serve only to upset a carefully created 
balance of equality before the law which is an essen- 
tial element of fair collective bargaining. 

Also, by bargaining away rights properly accorded 
to them, they let down those members of Congress 
who, in voting for the Act, braved continuous threats 
of political assassination by powerful union leaders. 
For their statesmanship in the complicated field 
covered by the Taft-Hartley Act these Congressmen 
deserve the support and gratitude of the whole na- 
tion--of management, of labor, and of the public alike. 

Fairly handled on all sides, the corrective force 
of the Act can be made a major bulwark of indus- 
trial freedom. 


President, McGraw-Hill Publishing Company, Inc. 
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Device: 
Selling Features: 


Device: Knapp-Monarch 


Selling Features 


WESTINGHOUSE Electric 
Sheet 


Westinghouse Electric Appliance Div., 
Westinghouse Electric Corp. 
Mansfield, O. 


Electric sheet 

Identical in opera 
tion to the warming sheet in West- 
inghouse comforter ; made of neutral- 
colored muslin; 70 in. wide, 84 in 
long; heated areas of 54 x 70 in. to 
cover top surface of standard double 
bed; 11 in. non-heated area at foot 
end provided for tuck-in; clectric 
sheet is placed on top of regular bed 
sheets: 17 buttonholes around oute: 
hem of sheet make it possible to 
select individual top covering and 
attach to sheet; operation regulated 
by same Automatic Watchman Con 
trol as used on electric comforter in 
form of ornamental powder box: 
vires are stitched to 
same technique used in 
manufacture of electrically leated 
flying suits of Army Air Corp; 
small bi-metal strip thermostats 
built into sheet provide positive pro 
tection; can be washed in lukewarm 
water, rinsed squeezed dry by hand 
and hung over line to dry; qperates 
on a 115 volts; 18 in. lead cord 
permanently attached to sheet for 
connection to 9-ft. cord connection 
of control and a 6 ft. cord for 
connection of control to wall out- 
let; neon signal light glows when 
switch is turned on 


permanently 
sheet by 
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K-M Iron 


Knapp-Monarch Co., Bent & Potomac 
Sts., St. Louis, 16, Mo. 


MagiKurve 
Speed iron. 

Indented shape of 
soleplate makes cuffs, neckbands, 
armholes easy-to-do the manufact- 
urer claims; air cooled top; swivel 
cord swings out of way; side rests; 
easy-to-read lighted dial gives 
3-heats for every fabric. 
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REMINGTON Shavers 


Remington Rand Inc., Electric Shaver Div., 


2 So. Main St., Bridgeport, Conn. 


\lodei: Remington Blue Streak dual- 


Selling 


voltage shaver for use at home or 
in auto; and No, 80L Lady’s Shaver. 
Features: Blue-Streak 6V 
110\ dual-voltage shaver comes 
complete with 2 cords—ene for 110 
volt sockets, the other for 6-volt 
battery of a car; simple-to-attach 
connector for easy attachment to 
dashboard or inside dash compart- 
ment also provided; shaver itselt 
ieatures 4 long-hair cutting edges 
and 2 shaving heads; handles long 
and short hairs with equal ease; 
special leather carrying case also 
provided 

Lady's Shaver, designed especially 
to meet feminine requirements will 
remove hair without irritating ten- 
der-skin under arms or on legs; has 
specially designed Blue Streak head; 
operates on 110-volt ac. or d.c., 
and is packaged in red plastic pouch 
with zipper. 
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Model: No 


BROILKING Broiler 


International Appliance Corp., 
2 E. 23rd St., New York 10, N. Y. 


400 “Aristocrat” table 


broil 


‘ting leatures: Holds 8 chops, 4-3 
2 chickens; louvres in 
provide ventilation and ait 
circulation which prevent steam from 
‘stewing’ meat; Nichrome element 
encased in black glazed, chip-prooi 
eiractory plate easily removed for 
leaning, 1000 watts, high, 450 watts, 
ow; 110-120 volts, a.c. or d.c.; steel 
vire grill adjustable to 2 heights for 
orrect broiling; 163 in. long, 12 
in. deep, 8 in. high; 125 sq. in 


lb. steak or 


covet 
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RITTENHOUSE Door Chimes 
Rittenhouse Co., Honeoye Falls, N. Y. 


Models: Symphonette and Lyric IIL. 
Selling leatures: Both models have 


new resonance chambers that give 
high volume and tone clarity so sig 
nal can be heard throughout average 
home; both models sound 2 notes for 
front door, 1 for rear; easy to in- 
stall; 110-volt door-bell transformer. 

“Symphonette” has rectangular 
lines, measures approximately 9x4! 


in.; available in several color com- 
binations: blue silver, ivory 
and burgundy; gray and white. 

“Lyric IIT” has 3 long lacquered- 
brass tubes suspended from ivory 
plastic housing; polished brass cleft 
ornament ; 8}x463x24 in. 


Jectrical Merchandising, Nov. 15, 1947. 


HOTPOINT Washers 


Hotpoint Inc., 5600 W. Taylor St., 
Chicago, 44, Ill. 


Device: 2 conventional washers—one 


with and one without pump. 


Selling Features: Each model has an 


8-lb. clothes capacity; full-skirted 
design; equipped with aluminum 
thriftivator which forces water 
*hrough clothes in 3 washing zones; 
‘hite Calgloss finish; wringer de- 
signed with zinc plated drainboard 
with satin finish. 
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SAMSON Toaster 
Samson United Corp., Rochester 10, N. Y. 


Device 
toaster. 

Nelling Features: Slim shape enables 
it to fit easily on crowded tables 
narrow ledges etc; 102 in. single 
slot holds 2 standard size slice: 
end-to-end; both sides of each slic: 
browned exactly alike : double 


Samson Tandem automatic 


thermostatic controls assure uni- 
form  toasting—light, medium o 
dark, according to dial preselection; 
tront-operating dial lowers bread fo: 
toasting; slices pop up 2 full inches 
above toaster top when done; re- 
sets instantly; release lets user lift 
out toast before cycle is completed; 
crumb tray; streamlined — 1-piece 
chromium. shell. 

Electrical Merchandising, Nov. 15, 1947 
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ATLAS-AIRE Window Fan 


Atlas Tool & Mfg. Co., 5141 Natural 
Bridge Ave., St. Louis 15, Mo. 


Device: Atlas-Aire, easy-to-instal! 
portable window exhaust fan. 

Selling leatures: Exhausts hot stale 
air from home, bringing in continu- 
ous flow of fresh air; 3-speed switch 
allows control of ventilation and 
enables you to adjust room tem- 


perature to outside weather condi- 


tions; easily installed in any wit- 
dow from 27 to 37 in. by expanding 
movable panel; unit is securely 
locked into position by turning 
crank-handle on top of fan; window 
may be closed and locked without 
removing fan; removable grill per- 
mits easy cleaning and servicing; 
16 in. fan, 115 volts, a.c. only; 3- 
speed motor; gray baked enamel 
finish. 


Electrical Merchandising, Nov. 15, 1°47. 
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DISING 


Colorful... 
Arresting... 
Illuminated... 
Practical... 
PROFITABLE! 


Trunk of the sales-power of an 
illuminated demonstration panel 
that your customer can operate 
for herself. . . . Your sales clerk 
finds the sale ready-made! 


The base unit (on dark panel) 
slides on a track. The customer 
operates it herself to form a 
line-of-light. Four home uses are 
clearly shown . . . simplicity of 
installation . . . and all six hand- 
some reflector designs are right 
there on view for selection. 


Overall width 60”—Height 65” 
—Shipping weight 50 lbs. Color: 
Maroon. on blue background. 


Here is modern selling at its simplified BEST. What a stopper, 
this colorful panel, with every fixture lighted! What a simple 
and effective demonstration, that your customer can “work” 


for herself! What a sales-producer! 


OVER 25 YEARS 


LEADERSHIP 
IN THE 
LIGHTING 
INDUSTRY 
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Does a man-size 


Selling Tool cau Make Steady Profits for You! 


selling job all by itself 


© AVAILABLE IN 24°48" AND 96” LENGTHS 
© YOUR CHOICE OF 6 DIFFERENT REFLECTORS 


© BUY UNITE-A-LITE FOR ALL LIGHTING NEEDS 
Ready for immediate use! 


“MOE -BRI DGES 


cQORPORATIOWN 


These panels are ready for immediate shipment to authorized 
UNITE-A-LITE dealers. Get full information from your distribu- 
tor. If you do not know his name, write, wire or phone TODAY. 


Address Dept. 111, MOE-BRIDGES Corporation, Sheboygan, Wis. 
*Reg. U.S. Trademark; Pats. Pending. 
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WESTINGHOUSE Radio 


Westinghouse Electric Corp., Home Radio 
Div., Sunbury, Pa. 


Mod: Ni H 157 table radio 

Selling Ieatures: Mahogany veneer 
cabinet; large inclined lighted dial 
with 14-1 ratio for easy tuning ; rose 
gold grill cloth; gold finished trim- 
ming on dial; Plenti-Vower teature; 
5-tube plus rectifier; gives 2.75 
watts undistorted output; continu- 
ously variable tone control; ave.; 
built-in antenna with separate lead 
for outside connection; operates on 


a.c. or d.c. at 105 to 120 volts, 50-60 
cycles; range 540 to 1600 kes. 

Electrical Merchandising, Nov. 15, 
1947 


WESTINGHOUSE Console 


Home Radio Div., Westinghouse Electric 
Corp., Sunbury, Pa. 


Model: H-164 AM-FM console with 
permanent connection to which 
phonograph may be attached 

Selling lcatures: 10 tubes plus recti- 
fier; broad, inclined edge-lighted, 
2-band dial of polished crystal glass ; 
3l-1 tuning ratio; full-range tone 
and avc; Plenti-Power for undis- 
torted output of 15 watts; Rainbow- 
tone FM; 12 in. electro-dynamic 
speaker; 2 built-in antennae; low of 
impedance loop for AM and internal 
dipole for FM; a.c. only: mahogany 
cabinet 

Electrical! Merchandising, Nov. 15, 
1947, 


WESTINGHOUSE Radio 
Phonos 


Home Radio Div., Westinghouse Electric 
Corp., Sunbury, Pa. 


Models: Nos. H-166 and H-167 AM- 
FM radio phonographs. 

Selling Features No. H-166, 10- 
tubes plus rectifier and phono ampli- 
fier Rainbow-tone FM; inclined in- 
strument panel with edge and rear 
lighting of brown tuning dial has 
31-1 tuning ratio; tuning range 
from 540 to 1600 ke for AM; 
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APPLIANCE 


NEW RADIO PRODUCTS 


to JOS me for FM; Plenti- 
Power; 15 watt output; cabinet 
has capacity of 36 half-in. al- 
bums; Electronic Feature tone arm 
with sapphire point set in flexible 
mounting to reduce scratch; Auto- 
mix 3-second record changer that 
automatically plays any combination 
of intermixed 10 and 12 in. records; 
12 in. electro-dynamic speaker; 2 
built-in antenna and connections for 
attaching 2 outside antenna; a.c. 
only; Hepplewhite bow-front cab- 
inet of mahogany with inlaid mold- 
ing. 

H-167 same as H-166 with cor- 
dovan or suntanned blond finish 
prima vera or aspen veneer cabinet. 

Electrical Merchandising, Nov. 15, 
1947 


GAROD Television 


Gorod Radio Corp., 70 Washington St., 
Brooklyn 1, N. Y. 


\Jodel: Royal, 5-in-1 television sets, 
No. 42F MPT2. 

Selling Features: Utilizes direct view- 
ing 10 in. tube with a 54 sq.in. im- 
age; “Spotlight Channel Selector” 
—an automatic station finder will 
tune into any one of 13 television 
hannels; “Bird’s-Eye-View image 
synchronizer locks picture in tune 
with transmitting station; employs 
34 electron tubes, 4 rectifiers and 1 
10-in. tube; in addition provides 
standard broadcast; FM; short- 
wave; and a 2-post automatic rec- 
ord changer; band selector and 
phono switch; on-off and volume 
control; record changer accommo- 
dates 10-12 or 12-10 in. records. 
18th Century mahogany cabinet. 

Electrical Merchandising, Nov. 15, 
1947, 


EMERSON Portable Radio 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., N. Y. 11, N. Y. 


Model: No. 559 3-way plastic portable. 

Selling Features: Plays on a.c. or d.c.; 
socket power and self-contained bat- 
teries; maroon, simulated alligator 
plastic cabinet. 

Electrical Merchandising, Nov. 15, 
1947. 


RCA VICTOR Radio-Phono 


Radio Corp. of America, RCA Victor Div., 


Camden, N. J. 


Device: No. 610V1 AM-FM radio- 


phono console. 


Selling I’eatures: Trouble-free record 


changer; “Silent Sapphire” perma- 
nent-point jewel phonograph pick- 
up, Golden Throat tone system; 
built-in Magic Loop antenna for 
AM; separate dipole antenna for 
FM;; 9-tubes ; stationary top ; “jewel- 
light” inconspicuously placed at 
front of base indicates when set is 
turned on even with all doors 
closed; left panel tilts forward to 
form platform for roll-out phono 
unit; right panel swings out to re- 
veal radio controls including 6 AM 
push-buttons; 2 lower panels have 
grille cloth surfaces with curved 
brass grillework; lower left panel 
is generous-sized record album 
storage compartment; 12-in. electro- 
dynamic speaker behind right lower 
panel; 18th Century cabinet, in 
Walnut or Mahogany. 


Electrical Merchandising, Nov. 15, 


1947. 


MAGNESONIC 


Sound Recorder and Reproducer Corp., 
5501 Wayne Ave., Philadelphia 44, Pa. 


Device: Magnesonic magnetic type re- 


corder. 


Selling Features: Tape can be erased 


if permanent recordings are not re- 
quired and used over and over 
again; amplifier audio frequency re- 
sponse ranges from a low 30 to 
20,000 cycles to plus or minus three 
Deci-bels, uncompensated; 8-watt 
power output; enclosed chassis 
houses 6 tubes, 2 of which are dual 
purpose; speed adjustment rewinds 
a reel of tape in 2 min. or will move 
tape forward to any point desired, 
eliminating necessity of running 
through entire recording to play a 
particular passage. 
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EMERSON Television Set 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y, 


Model: No. 545 table model television 


receiver. 


Selling Features: Direct view picture; 


52 sq. in. size; 26 tubes; 1 auto- 
matic frequency control for hori- 
zontal synchronization and hold con- 
trol; discriminator detector for 
sound FM. 


Electrical Merchandising, Nov. 15, 
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FLUSH-WALL Radio 
Flush Wall Radio Co., Newark, N. J. 


Device: Built-in flush with wall radio. 
Selling Features: Space-saving; 5- 


tube a.c.-d.c. superhet, housed in a 
steel box 614x954x3% in. easily 
installed between studding in new 
or standing construction; chassis 
swings out and down on patented 
adjustable slotted hinges, making 
it easily accessible for servicing; 
instrument panel comes in plain 
masonite or Catalin plastic in choice 
of colors. 


Electrical Merchandising, Nov. 15, 
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MAGNAVOX Radio Phono 
Magnavox Corp., Fort Wayne, Ind. 


Model: Mayfair radio-phono console. 
Selling Features: Equipped with |2 


in. Magnavox Duosonic speaker; 
8 tubes plus rectifier; 10-watt power 
output; automatic record changer 
has Magnavox pianissimo pickup; 
cabinet contains storage space for 
records; cabinet available in m:- 
hogany or white oak in modern cab)- 
inet design; designed so FM chassis 
may be added at any time. 


Electrical Merchandising, Nov. 15, 


1947. 
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ISING 


or refund of money if not as advertised | 


Now, more than ever before, your home-town folks 
who live best and spend most are being made conscious 
of Camfield, the “blue ribbon toaster.” 


Yes, more than half the families in your town soon 
will read one or more of the magazines carrying Cam- 
field’s fall advertising. And that half includes your best 
appliance customers —the readers of saTuRDAY EVENING 
POST, LADIES’ HOME JOURNAL, GOOD HOUSEKEEPING and 
BETTER HOMES AND GARDENS. 

In 1014 weeks, between September 20th and Decem- 
ber 3rd, 37,950,000 copies of these magazines will carry 
Camfield advertisements, in big full-color pages and 
in black and white. 

It will pay you to cash in on this fast-mounting 


popularity. Now is the time to display and sell “The 
Toaster that Wears the Blue Ribbon.” 


@ “Equa-Therm"—the positive heat control 

® Automatic pop-up — shut off ® Hinged crumb tray 

®@ AC-DC operation ® Silent performance 

® Cushioned pop-up ® Accurate color regulator 
“Finger-trip” optional release 

® Long lasting mirror-chrome finish 


CAMFIELD 


AutoOmatio 


‘CAMFIELD MANUFACTURING COMPANY ¢ GRAND HAVEN, MICHIGAN 


—_ 
\ 


Farnsworth Television & 
Radio Corp. 


New manager of operations for the 
Farnsworth Television & Radio Corp. 
is William Clausen, former vice-presi- 
dent and general manager of Victor 


WILLIAM CLAUSEN 


Products Corp., Hagerstown, Md. 
From 1931 to 1945 he was with the 
Armstrong Cork Co. where he was 
successively management engineer, 
plant superintendent, plant manager 
and assistant to the president. He was 
also plant manager for the Diamond 
Silver Co., and for three years was a 
management engineer with Miller, 
Franklin, Bassett & Co 


New Treasurer 


Paul H. Hartman has been elected 
treasurer of the Farnsworth Televi- 
sion & Radio Corp., president E. A. 
Nicholas announced recently. Mr. 
Hartmann has been assistant treas- 
urer since 1939 and was earlier asso- 
ciated with the Capehart Corp. 


Chief Engineer 


The appointment of Harold L. Mann 
as chief industrial engineer of the 
Farnsworth Television and Radio 
Corp. has been announced by F. A. 
Nicholas, president. He was recently 
industrial engineer for the Fruehauf 
Trailer Co. and has also been con- 
nected with RCA and the Crosley 
Corp. 


NEW POSITIONS 


Lonergan Mfg. Co. 


S. J. Lonergan, president of the 
Lonergan Mfg. Co., makers of oil 
space heaters and furnaces, has an- 
nounced the appointment of John L. 
Stephens as sales manager. Mr. 


JOHN L. STEPHENS 


Stephens was formerly sales promo- 
tion manager of the Gibson Refriger- 
ator Co. Earlier he was advertising 
manager of Shaw-Walker and sales 
promotion manager of Metal Office 
Furniture Co. 


Westinghouse Electric Corp. 


Frank X. Hamilton has heen ap- 
pointed supervisor of household re- 
frigeration advertising, according to 
Roger H. Bolin, manager of appliance 
advertising. Mr. Hamilton succeeds F. 
E. Ross, who left recently to join 
ALD, Inc., commercial distributors for 
Westinghouse laundry equipment. Ori- 
ginally with Westinghouse in 1941, 
Mr. Hamilton rejoined the firm after 
serving as assistant sales manager of 
Schenley Distillers Corp. 


RCA‘s Instrument Salesmen 


FLANKED BY Joseph B. Elliott, vice-president in charge of the RCA Victor Home 
Instrument Dept., on the right, and Henry G. Baker, general sales manager of the 
Department, on the left, are the Department's salesmen in the field. Rear row: 
Mr. Baker; William F. Huntington, eastern region; Carl V. Bradford, eastern; 
Ernest O. Mount, central; Charles C. Thaw, southern; James N. Jones, southern; 
Thomas W. Lentz, southwestern; William W. Cone, eastern; Mr. Elliott. Front 
row: Martin J. Pelikoff, eastern; Arthur J. Hammer, central; Cornelius J. Walker, 
western; F. Gordon Wright, field sales manager; David E. Scott, east central; 
Raymond W. Saxon, western; Norman F. Bass, southwestern. 
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Sylvania Electric Products, Inc. 


B. K. Wickstrum, general sales 
manager of the lighting division of 
Sylvania Electric Products, Inc., an- 
nounces that the commercial engineer- 
ing department of the firm has been 


DON P. CAVERLY 


enlarged and will now include activi- 
ties of the company’s Lighting Center 
in New York. The expanded depart- 
ment will have as its manager Don P. 
Caverly, director of the Center. He 
succeeds Harris Reinhardt, who was 
ippointed assistant to the director of 
industrial relations. Mr. Caverly, along 
with his new responsibilities, will con- 
tinue to direct activities of the Light- 
ing Center and has named J. C. Krom- 


JAN REYNOLDS 


hout, architectural engineer, as super- 
visor. Jan Reynolds, also a member of 
the Lighting Center staff, has been ap- 
pointed home lighting consultant. 


General Electric Co. 


Z. G. Taylor, manager of the East 
Cleveland lamp works for General 
Electric for the past four years, has 
been named assistant manager of the 
lamp manufacturing division of G-E’s 
Lamp Department. He has been suc- 
ceeded in Cleveland by H. F. DeLong, 
former incandescent engineer in the 
department. 

Mrs. Ruby Littlefield, in charge of 
home laundry activities at the G-E 
Consumers Institute since 1931, has 
retired. Prior to joining G-E she was 
connected with the Central Hudson 
Gas & Electric Co. with the American 
Ironing Machine Co. 


Frigidaire Div., 
General Motors Corp. 


From J. C. Collins, manager of the 
New York branch of the Frigidaire 
Sales Corp., comes the announcement 
that -, Marion Drake has been named 


F. MARION DRAKE 


its general sales manager. He comes 
in from Milwaukee, where he has been 
manager of the district operation there 
under the Chicago branch. His ex- 
perience with Frigidaire goes back 24 
years. 


Garod Radio Corp. 


The new owner of the Garod Radio 
Corp., Leonard Ashbach, recently an- 


LOU SILVER 


nounced the appointment of Lou 
Silver, former sales manager, as vice- 
president and a director of the com- 
pany. 


Stiglitz Warm-Air Co. 


H. I. Burgess has joined the Stig- 
litz Furnace & Foundry Co., Inc, 


(Stiglitz Warm-Aire Co.) as vice- 
president in charge of product develop- 
ment and sales promotion. 


NOVEMBER 15, 1947—ELECTRICAL MERCHANDISING 


Ve 
3 
| 
” 
| 
= 


r Of the 
‘igidaire 
ncement 
1 named 


comes 
ras been 
on there 
His ex- 
back 24 


d Radio 
ntly an- 


as vice- 
develop- 


VISING 


COMMERCIAL CREDIT CORPORATION | 


A Subsidiary of Commercial Credit Company, Baltimore 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE-UNITED STATES AND CANADA 
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CALIFORNIA 


John Amberg has just been named 
to the position of San Francisco man- 
ager for the Schuyler-Wilson Co., 
appliance distributors for northern 
California. Mr. Amberg formerly was 
advertising and promotion manager fot 
the California Electric Supply Co., San 
Francisco. The Schuyler-Wilson Co. 
has added the distribution of Kaiser 
lishwashers to its several lines of elec- 


trical appllatices 

Following five vears of service in the 
Army, Gordon Shafer has returned to 
the Electrical Supplies Distributing 
Co., San Diego, where he will serve as 


anager of the radio division. Shafer’s 


vice in the Army included the post 
ciel it or the Armed Forces 
Netw 
COLORADO 
\ line to T. | Dela Court, 
resident © M there is 
new | i stributor for the Denver 
irea. It is Intermountain Distributors, 
1 ) ided by M R 
WI 1 \W. LD. Hicks 
DELAWARE 
Garrett Miller and Co., Wilmington 
distributors of Phileo products, re 
cently ell a two-day meeting, at 
which time Sell and Win” cam- 
paign o lealer salesmen was 
launched, it was announced by R. S. 
Glover. vice-president and treasurer ot 
the firn 
FLORIDA 
Forty sales and service employes of 


Ravbro Electric Supplies, Inc., from 
Miami, Jacksonville, Tampa and St. 
Petersburg, held their first Miami gen- 
eral sales meeting recently. Troy A. 
Brown, president, and M. O, Hollis, 
secretary-treasurer, attended the ses- 
sion. Miami branch manager of the 
firm is C. V. Brown 

New distributor for Whiting food 
freezers in Florida southern 
Georgia is Reliance Products Co., 
1418-19 Congress Bldg., Miami, ac- 
cording to Howard Roberts, vice- 
president in charge of Whiting’s re- 
frigeration division. Distribution will 
be accomplished under the direction of 
Gustaf Lindquist 


GEORGIA 


The Yaneey Co., Atlanta distribu- 
tors, have announced the appointment 
of Joe Wright as a member of their 
sales force. Mr. Wright is a 20-vear 
veteran of the Georgia Power Co 


ILLINOIS 

Phree listributors 
amed to handle the F. L. lacobs Co.'s 
Launderall a H v Alter Co 
{ tive la ware Products Co 
st ] il tie 
| ( S10 Main St 
\. As | tor ol 
| Lele 

i iT 
{) ) 
gents have been 
TL Pelevision 
Engineers, 1212 S. Kor sky Ave 
nd Television Service (division of 


rV Associates) of 3909 Irving Park 
Rd. M. J. Morris, USTs national 
service manager, has made the ap- 
pomntments. 
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DISTAFF MEETING: Strictly for women 
Radisco, Inc., Newark, N. J., distributors, 
the Bendix Home Laundry, was hostess to a group of home service directors and 
educators from New Jersey utility companies, the New Jersey College for Women 
and the state Extension Institute. It was all part of the Annual Housewares Fair of 
L. Bamberger & Co., Newark department store. 


was this gathering sponsored by Krich- 
which Margaret B. Doughty, director of 


DISTRIBUTOR NEWS 


MASSACHUSETTS 


T. E. Dela Court, president of Tracy 
Mig. Co., announces that Edlee Dis 
tributors, Inc., Springfield, have been 
appointed exclusive Tracy distributors 
in western Massachusetts and Ver- 
mont 


MISSOURI 


The Dealers Appliance Co., headed 
by J. Hal Miller, has been appointed 
a distributor for Sonora radios and 
records, says Edward L. Harris, vice 
president in charge of sales for Son- 
ora. The wholesale firm is located at 
2222 McGee Trafficway, Kansas City. 

Announcer Gil Newsome, “the teen 
agers’ favorite radio announcer in St. 
Louis,” is giving a $10 Aeropoint 
emerald phonograph needle to the 
young lady who is chosen “Princess 
een” on the “Princess Teen for a 
Day” program, held weekly over Sta- 
tion KWK. Jensen Royal needles are 
given to contestants on the record- 
guessing contest the same announcer 
handles on the “Teen 30 Club.” Roehr 
Distributing Co. makes the announce- 
ment 


NEW JERSEY 
\llicd Sales Co., 32-34 Jones St... 
Newark, has been appointed General 


electric distributor for lamps. .\ccord- 
to Harry M. Jacobson, the firm 


Its own arehouse and 1s expand- 
NEW YORK 


Imira under th onsorship of Le 
Valley, McLeod, Kinkaid Co., area 
listributor. H. P. Brill, the general 
manager of the distributor's electrical 
division, was master of ceremonies, 
and speakers were Sam Scheen, Philco 
district representative, and Loren Ry 
der, Philco sales representative for 


LeValley’s. 


Gsross Distributors, Inc., 570 Lex- 
ington Ave., New York City, has been 
holding its annual dealer merchandis- 
ing conferences, for the purpose of 
refranchising its Stromberg-Carlson 
dealers as well as to introduce several 
new models which round out their 
radio line. 

New sales promotion manager for 
Fay-San Distributors, Inc., 1669 Main 
St. Buffalo, is H. Read Cooley, 
formerly publicity representative for 
American Airlines in New York City. 


OHIO 


James E. Gallagher of the Empire 
\ppliance Co., New York, N. Y., an- 
nounces that the Scott Sales Co., To- 
ledo, has been named exclusive dis- 
tributor of Empire home ironers in the 
Tolelo market area. The president 
and founder of the distributing firm is 
James M. Flora. 

\. J. Lindholm, sales manager of 
the Majestic Radio & Television Corp., 
has announced the appointment of 
Sackett Electric Corp. of Columbus as 
a distributor. The latter firm is 
headed by Gordon A. Brawley, Charle- 


Bailey is sales manager for radio, and 
Lou Johnson is sales manager for 
records, 

Max G. Bauer, vice-president and 
general manager of the Pioneer Radio 
Supply Corp., 2115 Prospect Ave. 
Cleveland, tells us that his firm has 
been named a distributor of RCA 
tubes, batteries, parts and test equip- 
ment. 


OKLAHOMA 


New and modern offices and ware- 
house have been opened by the Gray- 
bar Electric Co. at 2406 E. 12th St. 
Tulsa, with F. L. Cummings as man- 
ager of the branch. Incidentally, the 
payrol] has heen tripled. 


OREGON 


Harper-Meggee, __Inc., Portland 
wholesalers, have held the first deale: 
sales training program since 1941 fo: 
all RCA Victor radio dealers and 
salesmen in Oregon, Washington and 
Idaho, according to E. A. Folen, local 
manager. Conducting the program 
were Mr. Folen; H. R. Magg, west- 
ern regional manager for RCA Victor; 
C. J. Walker, factory representative; 
Dave Lindsey, RCA Victor sales man- 
ager for the Portland branch of 
Harper-Meggee; Dick Bradham and 
Chet Peterson 


PENNSYLVANIA 


In the first of a series of coast to 
coast distributor meetings, executives 
of the Air King Products Co., Inc., of 
Brooklyn, N. Y., got together with 25 
members of the staff of Radio Electric 
Service, of Penna., Inc., in Philadel- 
phia. Air King Men conducting the 
meeting were D. H. Cogan, president; 
J. J. Clune, merchandise manager, and 
Sid H. Gatty, regional representative. 
John Stern is president of the distribu- 
ting firm. 

P. Ben Grosscup has been appointed 
dealer sales supervisor in the appliance 
division of the Danforth Co., Pitts- 
burgh distributor of Westinghouse. 

Promotions within the J. A. Wil- 
liams Co.. Pittsburgh distributors, 
have been announced by Leroy L. Wil- 
liams, president. Quincy P. Carvel is 
now general sales manager of the 
major appliance division, Charles H. 
Weaver, Jr., is sales promotion man- 
ager, and C. E. Stauffer is key account 
sales representative. Mr. Carvel came 
up from the post of sales promotion 
manager, to which he was appointed 
earlier this year. His successor, Mr. 
Weaver, was formerly sales promo- 
tion manager for the Westinghouse 
Electric Supply Co. and Mr. Stauffer 
Was city sales manager for the Frigid- 
aire Sales Corp. 


New J. A. Williams Co. Appointments 


QUINCY P. CARVEL 
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C. H. WEAVER, JR. 


(See “Pennsylyania”’) 
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YISING 


Some 300 dealers had a look at three 
new console models in the Admiral 
line of radio-record players at a three- 
day meeting held by the Keps Electric 
Co. of Pittsburgh. 


SOUTH CAROLINA 


The A. K. Sutton Co. sponsored a 
meeting of 125 Philco dealers in 
Greenville a while ago, with Preston 
Belvin, Sutton’s general sales manager, 
outlining merchandising plans. Wade 
Holland, Greenville district manager, 
presided, and P. H. Batte, Jr. Ashe- 
yille district manager, was also pres- 
ent. 

The Cannon Distributing Co. of 
Charleston took advantage of the open- 
ing of a new branch at 917 Huger St., 
Columbia, to hold a sales promotion 

ow in the form of a Special Mer- 
Mart. A hotel ballroom was 
booths occupied by the 
firm's salesmen and by manufacturers’ 
representatives. The next day approxi- 
mately 400 appliance dealers assembled 
talks on appliances by these 
same representatives, after which 


handise 


line | with 


to heat 


A. S. JOHNSON 


everybody got acquainted. The Colum- 
bia office, warehouse and sales force is 
now under the supervision of Alvin S. 
Johnson, until now a salesman. 


TENNESSEE 


sryant and Trimble, Inc., 406 Broad 
St., Chattanooga, has been appointed 
a distributor for the F. L. Jacobs 
Launderall, according to Edward A. 
\sh, director of Jacobs’ appliance divi- 
sion, A. E. Trimble is president of the 
distributor and H. T. Wilmotte will 
be in charge of service 

Shobe, Inc.. of Memphis, has been 
appointed a distributor for Coolerator 
products, according to Edgar R. 
Champion, advertising and sales pro- 
motion manager for the Coolerator 
Co. 

Controlling interest in Southland 
Distributors, Inc., 412 Hamilton Na- 
tional Bank Building, Chattanooga, 
has been purchased by Thomas L. 
Mahan, vice-president, from Joe H. 
Dych. Mr. Mahan will become presi- 
dent, FE. M. Mahan will be vice-presi- 
lent, and S. P. Lay will continue as 

etary-treasurer. Mr. Dych_ will 
become a manufacturers’ representa- 
tive in the refrigeration field. 


TEXAS 


; \ recent event which attracted the 
interest of dealers from west Texas, 
New Mexico and Arizona was the 
opening of the Crouch Appliance Co. 


of El Paso, which recently moved 
into new $50,000 quarters at 1301 
Texas St. J. J. Crouch is the owner 


and Carl N. Chambers is sales man- 
ager of the distributing firm. 


The 
Wholesalers, Inc., has been appointed 
a distributor for the Crosley appliance 
and radio line. 

Ggrald Hulett, vice-president of elec- 
tromaster, Inc., announces the associa- 


Dallas firm of Lone Star 


We 


PAUL J. HARRISON 


tion of Paul J. Harrison with E. I. 
Jones Co., Liberty Bank Building, Dal- 
las, Electromaster representatives in 
Texas, Louisiana and Mississippi. Mr. 
Harrison comes to Electromaster after 
16 years with Westinghouse. 


UTAH 


The Salt Lake Hardware Co., with 
branches also in Boise and Grand 
Junction, has been appointed distribu- 
tor in that area for Motorola products. 

The S. R. Ross Co. of Salt Lake 
City has been appointed distributor of 
Sonora radios, it has been announced 
by Edward L. Harris, Sonora vice- 
president in charge of sales. The firm, 
which already handles Sonora records, 
is headed by Syd Ross. 

Clarence F, Packard has been ap- 
pointed sales manager of the Jackson 
Distributing Co., Farnsworth distribu- 
tor in Salt Lake City which covers 
Utah and sections of Idaho, Nevada, 
Wyoming and Oregon. J. M. Jackson, 
general manager of the firm, announces 
that the firm recently purchased a 
huilding in the business district and is 
remodeling it. 


VIRGINIA 


John R. Vogt, acting sales manager 
of the Automatic Electric Heater Co., 
has named two new “Sepco” electric 
water heater distributors: Georgia 
Appliance Co. of Atlanta, who will 
cover the state of Georgia, and the 
Richmond Hardware Co, who will 
cover Virginia and eastern North 
Carolina. 


WASHINGTON 


in the organization of 
Northwest Appliance Distributors, 
Seattle, has been announced by L. S. 
Lubie, vice president and general man- 
ager. Carl J. Anderson has been added 
to the staff. .\nderson was with the 
merchandise appliance division of G-F 
for seventeen years, and recently dis 
trict Deepfreeze. In thx 
same oflice, Lee J. Colman, a returned 
veteran, has been added to the staff 
long with Charles H. Sullivan, for 
merly with the U. S. Rubber Co. An- 
other Fred H. Brown, has 
joined the company’s Spokane office. 

F. T. O’Brien is the newly-appointed 
executive vice-president of the Radio 
Television & Appliance Co. of Wash- 
ington. O’Brien has been active for 
more than 20 years in the electrical 
appliance business, serving as district 
merchandising manager for Graybar 
and before that with Frigidaire. 


Changes 


manager of 


veteran, 
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The Worlds 
Most luttated 


Is Tough Competition 
for the Imitators! 


type offers. 


ing ever devised. 


@ Back in the late 20’s, when H. C. Little 
pioneered the FIRST successful oil burning floor 
furnace and began to advertise it, few people even 
understood what the advertiser was talking about. 
There was plenty of spade work to be done — and 
H. C. Little did it — plugging the many advantages 
of this low cost, 
heating unit which offered so much comfort and 
economy to owners of small homes. 

@ Today, the words, “oil burning floor furnace,” 
have become synonymous with small home heating 
comfort. There are now many makes of oil burning 
floor furnaces, because many manufacturers came to 
see the profit making possibilities a unit of this 


compact and highly efficient 


@ More power to our competitors! Their ad- 
vertising, with ours, popularized the oil burning 
floor furnace — made it one of the best known and 
most widely accepted forms of small home heat- 


BUT LET OUR COMPETITORS TAKE WARNING! 


Now that tough competitive selling is again with us, 
take warning — the H. C. Little oil burning floor furnace is 
TOUGH COMPETITION — because it is 


THE ONLY ONE with 


ELECTRIC IGNITION — the exclusive 
H. C. Little automatic starting feature 
that needs NO PILOT LIGHT. 


THERMO LIMIT VALVE — which auto- 
matically prevents overheating from any 
cause. 


HOW TOUGH CAN COMPETITION GET? That's easy to answer! Try sell- 
ing in competition with H. C. Little! On the other hand, if you like giving 
the OTHER FELLOW some real trouble, write Dept. 11M for our newest 
16-page booklet and the name of your nearest H. C. Little distributor 


THERMATIC BURNER DOOR — which 
provides easy starting under the most ad- 
verse cold weather conditions. 
ELONGATED BURNER — which pro- 
gressively vaporizes ordinary furnace oil, 
converting it into a rich, soot-free vapor, 
which burns with a clean, smokeless 
flame at very high efficiency. 


BRANCHES IN 18 PRINCIPAL CITIES 
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Hotpoint Head Analyzes Post-War 
Appliance Marketing Conditions 


Tells Distribution Conference production 


capacity has tripled, costs increased. 


Sees need for training 250,090 salesmen. 


He said that | luction problems 
had, up until recently, been the main 
concern oO! management “The elec- 
tric appliance industry shares with the 


automobile industry the good fortune 
that almost every family owns one or 
more of its products,” he said. “As 
with automobiles, appliances were 
kept in service during war days while 
a crescendo of demands came from 
those who needed a household aid 
that was not available. From this 
condition grew the widely publicized 
‘pent-up demand’; a new phenomenon 
in American business that has added 
to the sources of confusion during the 
past two years.” 

Mr. Nance made the point. that 
despite increased production of ap- 


pliances no broad sales lag has yet 
been dete ted, although some lesser 
known brands appear to be backing 


up on de ale rs’ she lves. 
What's New in Marketing? 


He listed the new conditions for ap- 
pliance merchandising in five cate 
gories 1) an industry with pro 
duction facilities expanded by more 
than 200 percent over 1941: (2) 
greatly increased production costs 


with resultant higher prices: (3) a 


Everybody's Impressed 


irke t ture Ww in the ex- 
ire vy obsolete 

S tra ( (4) an 

wurable produc- 
vasion 

stew he er types pro- 

(5) 250.000 salesmen who 


must be trained. 
Production Split 


Mr. Nance continued to expand his 
five categories. The first of these, 
the 200 percent increase in production 
facilities, is partly the result of new 
entries into the appliance production 
field. About one-half of this increased 
production will be for established 
brands with the balance coming from 
newcomers, 

“The condition I listed as No. 2, 
dealing with the prices being higher 
than our customers have been used to 
paying is one that will not be put 
down,” he declared. 

“I noticed recently a study where 
lord prices from 1932 to 1947 were 
taken as a barometer for price com- 
parison in the automobile field. Fig- 
ures showed that in March 1932 the 
deluxe model was sold for $550; the 
price as of August, 1947, was $1295. 
Chat is an increase of 135 percent.” 
Mr. Nance pointed out that in com- 
parison, the price of the average 
electric range rose in the same period 
irom $150 to $205 (36.7 percent) and 
the average refrigerator rose from 
$195 to $228 (16.9 percent). “When 
it is pointed out that both ranges 
and refrigerators have somewhat 


WIDE-MOUTHED IN WONDER a Tennessee housewife listens to a description 
of the Blackstone automatic washing machine which was displayed at the recent 
Tenn. Valley Agricultural and Industrial Fair, Knoxville, by the Knoxville Utilities 
Board. More then 150,000 visitors saw exhibits of 44 manufacturers. More than 
25 dealers and manufacturers had displays plugging farm electrification. 
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greater capacities on the average than 
they had 15 years ago, it can be seen 
that this industry has made funda- 
mental and outstanding gains in manu- 


facturing techniques. We can see 
that the price increases are justified, 
but that does not obviate the necessity 
tor educating the customer to paying 

iderably more than she formerly 


for what 


uppears to be the same 


M Nance said that during the 
ess of consumer education there 

"ht be a decline in real income 
ild make it nece Sssary to 

make improvements that will permit 
low prices en while educating con- 


sumers to pay the larger amounts. 
Obsolete Marketing 


“I place the changing and some- 
times obsolete pattern of our retail 
marketing structure as the third vital 
point facing the appliance industry,” 
said Mr. Nance. “While this mixed 
picture is today confusing, there are 
signs that appliance merchandising is 
reaching maturity. . . Before the 
war there were approximately 50,000 
outlets for major electric appliances. 
Now the best industry estimates are 
that there are more than 100,000 stores 
showing this equipment. That means 
that at least one-half of the industry 
outlets do not have experience in op- 
erating a store to sell its products. 
Each manufacturer has a certain per- 
cent of these dealers who will not be 
able to survive the economic pinch 
that will come with the return of 
competition. So we see the new con- 
ditions at the marketing level as offer- 
ing a mighty challenge to our organiz- 
ing and merchandising experience.” 

Mr. Nance repeated that his fourth 
point included the problems posed by 
the industry’s “double-headed expan- 
sion.” He said that established ap- 
pliance makers had expanded their 
facilities because of the stimulus of 
competition from other manufacturers 
and from newcomers in appliance 
manufacturing. He remarked that be- 
cause of the investment required to 
make major appliances, much of the 
new competition has entered fields 
requiring the least investment in tools 
and plant facilities. As examples, he 
cited the refrigerator as being little 
affected in comparison to the freezer 
which is now being made by 100 new 
producers. 


Training Salesmen 


“It must be admitted that almost 
nothing has been done about. this 
training,” said Mr. Nance in launch- 
ing his remarks on his fifth point, the 
training of salesmen. 

Today, he said, we have two types 
of salesmen: these few who are ex- 
perienced, skilled sales specialists, but 
who have not really sold competitively 
since before the war, and those new 
salesmen that make up about 90 per- 
cent of the 250,000 salesmen who must 
be trained. 

As solutions to the marketing prob- 
lems listed above, Mr. Nance sug- 
gested the following steps: analyze 
and determine the trends for product 
allocations to distributors: obtain 
checks on the individual efficiency of 
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PREMIERED recently in Gamble Skogmo 
stores in the Minncapolis arca was the 
new Coronado cutomatic washer here 
demonstrated by Pat Carlson. The ma- 
chine is made by the Beam Mfg. Co, 


Webster City, lowa. As production is 
increased it will be available under an- 
other name to dealers outside the Gam- 
be-Skogmo organization. The washer 
lists at $239.95. 


dealers and distributors as a step to- 
ward reducing costs; determine the 
strength of competitive distributing 
organizations; know the strength of 
competitive lines; appraise the atti- 
tudes of consumers toward our prod- 
ucts; evaluate the unsatisfied needs 
of customers; check consumer buying 
habits; measure the extent of markets 
for new products; and test new prod 
ucts by actual consumer sales. 


Problems and Solutions 


“In discussing the new condition 
for appliance merchandising I have 
emphasized the increased production 
facilities, increased retail prices, 
changing market structure, increased 
potential from within and without 
the industry, and the task of training 
the sales personnel to do the job 
With these as the main problems con- 
fronting us I have attempted to show 
that their only possible solution is in 
better market controls. By solution 
I mean survival. I mean survival for 
the appliance industry and more spe- 
cifically for the individual manuiac- 
turers who wish to be a part of it. 
It must be bluntly admitted that we 
have not solved the problem of reduc- 
ing marketing cost in the same way 
we have production cost. . . 

“It is therefore the direct responsi- 
bility of management to tackle the as 
yet unsolved marketing problems s0 
necessary to the ultimate soundness 
of the investment that has been put 
into these expanded facilities. The 
profit penalty is too great for those 
who lag now; there is still time to 
meet the new conditions for appliance 
marketing, but, not time to waste.” 


Royal Cleaner Exhibit 
Draws Canadian Spectators 


According to the P. A. Geier Co., its 
exhibit of Royal vacuum cleaners 4t 
the recent Canadian National Ex!) 
bition in Toronto, Canada, drew more 
than one million spectators. During 
the two weeks, well over two mil!ion 
persons came to the exhibition, and of 
the one million who stopped to view 
the Royal exhibit more than a per‘oa 
a minute—20,000 in all—left his name 
with the Royal exhibitors. 
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DISING 


The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PAGE 1) 


— 
THE FAR WEST 
(Continued ) 
now lagging in that area. Other re- 

Albuquerque — “All appliances 
ire behind except radios. One major 
lealer reports no refrigerators since 
Aueust 1.” Boise—“Need ranges and 
refrigerators, toasters and mixers”. 
Phoenix—“Refrigerators; good ranges 
and good washers are greatly needed.” 
Los Angeles—“‘Everything short 
except water heaters and_ table-top 
radios. Among installation supplies, 


onduit is very short.” San Francisco— 
“Varying with makes, vacuum clean- 
ers, water heaters, radios and hand 
rons are to be had; most other stand- 
ard lines, including better makes of 
small appliances, are short. Although 
me maker of conventional type wash- 
rs says production is well above 1941 
figures, his firm is still on the allot- 


ment basis and sees no chance of 
meeting demand in the immediate 
future.” 


Santa’s Empty Sack 


The shortage of waffle irons, pop-up 
toasters and other desired items on the 
small appliance list has curtailed some- 
what the individual promotion plans of 
most dealers for Christmas. A number 
of community promotions are planned, 
however. Portland, Ore., is planning 
on an arrival of Santa Claus by air- 
plane, scheduled for November 28, un- 
der the auspices of the Portland Retail 


Trade Bureau. 120,000 people are ex- 
—_ to stand in line to see him and 
the Fairy Tale Parade programmed as 

escort. Individual dealers are too 


rt of appliances to do much by way 
follow-up. goods 
Wyo., 
g its own arrival of 
city, shortly after 
already on the city 
civic event. The Los 
\ngeles area reports some Christmas 

ins, but not as extensive as pre-war. 
There will be no downtown community 
isplay, but Hollywood is to have its 
Santa Claus Lane, and some of the 
utlying communities have planned 
events. Fluorescent Christmas tree 
lights are on the market this year and 
everyone is selling Christmas lights of 


Jack’s sporting 
and appli ance store of Cheyenne, 
15 again s ponsorin 
Santa in that 
Thanksgiving, 
ilendar as a 


some sort, even the chain grocery 
stores. Phoenix, Ariz., reports that 
community plans include the usual 
downtown street decoration, plus the 


ossible added features of a week-long 
Santa Claus Parade” each night de- 
signed to attract crowds, as the stores 
in this area remain open in the evenings 
for several weeks before Christmas 
to accommodate rural shoppers. Out- 
door illumination contests are also 
planned, including both merchants and 
rivate homes. Also under considera- 
m is a week-long series of mid-day 
children’s parades. This would be a 
1001 participation program, with dif- 
ent schools featured each day. San 
Diego is to have its annual free Ap- 
iance Show, resumed for the first 
ne since the war, as an outstanding 
-Christmas event. 
Because some reports have come in 
o| kitchen cabinets being forced on 
alers in tie-in sales, a question was 
ked in regard to conditions in this 
ld. Reports on the whole indicate 
at public demand for these items is 
trong in most districts of the Far 
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West and that deliveries are not more 


than adequate. San Diego says both 
leliverics and demand are excellent. 
Los Angeles says a few makes are 


slow in deliveries, but that some others 
are already in the over-stocked class. 
says, “deliveries, good; demand, 
Portland: “There is no overall 
promotion except by a few dealers. De- 
mand is small except by large concerns. 
No trouble as to deliveries.” San 
Francisco, “on desired brands we 
can’t keep up with the demand”. 


Good Demand 


Be vise 


fair.” 


The advent of fall has brought back 
public demand for radios in those areas 
which usually suffer from a summer 
slump—and the picture of public de- 
mand on the whole has greatly im- 
proved. for instance, says cur- 
rent demand is 200 per cent above 
summer, although well under the same 
period for last year, as the public is 
becoming price conscious. Portland 
says demand for accepted lines is good. 
Los Angeles, where table models were 
in a slump some months ago, now says 
they are “selling fast to Christmas 
trade”, but that demand for portables 
has fallen off. In San Diego all radio 
sales are up, with the largest demand 
Seattle “Consoles 
moving well, but table models slower.” 

Some friction has been reported in 
the past from various western areas be- 
tween plumbers and electrical dealers, 
particularly in regard to the sale of 
water heaters and electric sinks. In 
Portland, one of the first communities 
to report such trouble, all friction is 


30ise, 


for consoles. says, 


now ironed out. Bellingham, Wash., 
has had some friction. From Boise 
comes a report that “plumbers are 


holding up business in connection with 
new dealers complaining that 
the water heaters which the plumbers 
are installing are of an inferior type.” 
In San Diego the only trouble seems 
to be garbage disposers and dish- 
washers. Dealers from Phoenix com- 
plain that plumbers create trouble by 
undercutting dealers on the retail price 
of fixtures, making it up on the cost of 
installation, particularly so far as wa- 
ter heaters concerned. In Los 
Angeles, on the other hand, where 
plumbers have become an important 
factor in the sale of water heaters, no 
trouble at all is reported. Albuquerque 
says that plumbers have not entered the 
selling end of this field at all in that 
district. 

In spite of all appliance shortages 
and other troubles, the Utah Power 
and Light Co.’s dealer bulletin sums 
up the general situation in reporting 
sales by their dealers, by saying that 
“Business is good—very good.” Total 
sales reported by their dealers for the 
first eight months of the year amounted 
to $6,105,974, as compared with $2,444,- 
197 for the same period last year. Some 
of this is due to rising prices, but not 
all, for unit sales of every item show 
a remarkable if less spectacular in- 
crease in every case. 
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August Tube Sales Beat 
July by Over 3,000,000 


Manufacturers sales of radio receiv- 
ing tubes in August increased by more 
than three million over July, the Radio 
Mfrs. Assn. reported recently. August 
tube sales totalled 14,548,551, com- 
pared with July sales of 11,244,202 and 
brought the total sales for eight months 
of 1947 to 129, 155, 185. 
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replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 

replaced. Order additional sections 
as your needs demand. 


EVER READY is lifetime built, 


Geneva Mfg. Co., 420 Stevens St, 
Gentlemen: Please ship me: 
in 
dork green baked enamel. Capacity, 12 
tions. With wings ond 2 sections: $5.65 £ 
Ne. 24. Like No. 12. With wings and 
sections. 29 in. wide, 12 Vin deep. Capa 
ity, 24 sections. $8.50 Ea 
...-Add'l Sections, $! 00fo 
NOTE: Check Kalamazoo 4-pos: 7), 


deer 


THE CATALOG MESS! 4 


Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 


Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
handsome. Tens 
of thousands in use. Order yours today! 


ORDER TODAY! ALL SHIPMENTS EXPRESS 4 


Geneva, lil. 


No. 12 EVER READY Holder. 15 in. wide 
5% in. tilt. Sturdy steel, 


2 


g Binder 3-postO 


MONEY BACK GUARANTEE! 8 


Loose Leaf 
Catalog Holders 


NOW! 


A. Open Section B. Replace sheet, 
close section C. Replace section 


a 

t 


SEARCHLIGHT SECTION 


SALESMAN 


WANTED 


Young man with experience 
in institutional field is of- 
fered excellent opportunity 
with national manufacturer 
of commercial kitchen equip- 
ment. Write giving details 
of experience, age and sal- 
ary required. 


SW-2743, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 


Assistant 


SALES MANAGER 


Prominent national manu- 
facturer of commercial re- 
frigeration equipment re- 
quires able assistant sales 
manager. Excellent oppor- 
tunity for young man, espe- 
cially if you have had experi- 
ence in the institutional field. 
Give details of experience, 
age and salary required. 


P-2744, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 


SALESMAN 
Distributor of Nationally Advertised line of Alarm 
Clocks, Wrist and Pocket Watches has opening for 
“TOP"’ man calling on Appliante Dealers. , will 


REPLIES ( Bor No.): Address to office nearest you 
NEW YORK: 830 W. 42nd St. (18) 

CHIC AGO: 520 North Michigan Ave, (11) 
SAN FRANCISCO: 68 Post 8t. (4) 


consider man with following only 
basis. Write in detail past experience and territory 
wanted, also present connections. Inquiries held 
in strictest confidence. 


SW -2807 Electrical Merc 
330 W. 42nd St., New York 18, N. 


WANTED 


SALES MANAGER 


Leading well-established 
heating manufacturer 


domestic 
planning to 
enter air conditioning manufacture is 
in need of a top-notch Sales Manager 
to organize and direct aggressive sales 
organization. Write, giving full ex- 
perience. 

P-2810, Electrical 
520 North Michigan Ave., 


Merchandising 
Chicago 11, Ill. 


SELLING OPPORTUNITY OFFERED 


AGENTS WANTED—Calling on dealers, to 

sell new line of quality electric hot water 
heaters, also gas heaters, if interested. Many 
territories open. Our agents know ef this ad. 
Attractive proposition. RW-2731, Blectrical 
Merchandising 


INDEX TO ADVERTISERS 
NOVEMBER 15, 1947 


Commercial Credit Corp...... 7 
Geneva Mfg. Co 
Little Burner Co., H. C......... 19 
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HAVE YOU HEARD... 


AMERICAN CHRISTMAS 


Elect nd elect s have thei 
ice 10.000 worth of tovs 

\ \ ve i i 
it ( 

‘ Mf Sa 

y. Incl ire ele 

| t ted electro 
10 tilizing “electron 

t ) t t ate to 
1 spots in 
t t Another train development 
a two track system. A locomotive, 
\ 1 real horn”, takes current from 
yverhead wires and a milk car has a 
realistic laborer who pops out to de- 


liver milk cans. The Toy Manufac- 
turers said that 15,000,000 new chil 


iren were added to the toy using popu 


he war and that parents 


rices average only a 


ten percent increase over 1946 because 


sarge volume suppres are avaliable 

ive gotten price ver than those ol 
46 w ild i e€ to ot ive so 
any 1 en But it’s too late now 


FIRE STOPPER 


Be e we like to look at the eery 
any t 
dest 
5 re 
I t t lay 
t i i that 
| + 
n t in eta 
ta 4 Fi I Ds | any 
t was developed during 
Var as a result of naval battle 
t that tl paint is available in 
ng gree pacific blue, sunbeam 
y yw, Cameo peach, blond ivory, and 
I st white 


YOUR $1,000 

If someone made you a gift, free, 
gratis, of $1,000, what would you do 
with it was the question which Suc- 
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essful Farming recently asked farm 
ers. An optimistic 30 percent said 
they'd put it in the bank or invest it. 
Nineteen percent said they'd buy a 
home, repair a home, or pay off the 
nortgag¢ Goins ito, oO A g to 
isiness would use it up for 17 percent 
Then, next on the some 11 per 

it said they'd s1 $1,000 for a 
ir 1 ire, ap] and clothes. 
lfter that comes percent wh 


STILL SERVICE 


Ex-radio service man William B 
Still is still serving the public. Some 
years ago he started saving his money 
to build a television broadcasting sta- 


tion, a low-cost job that would be true 


public service. He was still in the 
vor I he finally finished it be- 
Aus ing authorities objected to 

the CAA wanted special 

gnal lights, the FCC hadn't given its 

ipproval, and city zoning authorities 


in Jamaica, N. Y., had to be convinced 


t was a good idea. Today W2X)JT is 


50 PIGEONS, ALAS 


Fifty important Chicagoans recently 
de red by express 
messenger, accompanied by requests 
that they put their names and addresses 
in the birds’ leg capsules to find out 


what it was all about. They did. Back 
ugh more conventional channels 
an elaborate presentation from 
J. G. Fisher, regional manager for 
Eureka Williams, revealing Eureka’s 
advertising campaign in Life for its 
home cleaning system and divulging 
the information that in 1946 Eureka 
spent more money for advertising than 
the rest of the industry combined. 
What do they pay pigeons, anyway? 


T. J. MAJOR DIES 


Theodore J. Major, comptroller- 
treasurer of the Cory Corp., died 
October 4 as the result of a heart at- 
tack. Mr. Major joined Cory in 1933 
and was responsible for many of Cory’s 
ingenious sales presentations, includ- 
ing driving nails with a glass coffee 
brewer, and taking a brewer from the 
flames and popping it into a bucket of 
ice. He became office and credit man- 
ager in the Chicago office in 1943 and 
was appointed comptroller in 1946. 


UNIVERSALLY SPEAKING 


One hundred and five year old 
Landers, Frary and Clark recently 
used in its concentration on electrical 


n to pay tribute to a product 


which started it on the road to promi- 
product, invented in 1897 
by Levi T. Snow of New Haven 
Conn., is a food chopper. L, F and C 


took it over, called it Universal, and 


nence 


took off. The chopper was a familiar 
wedding gift in the early part of this 
century. Except for slight changes, 
says Universal, the chopper is pretty 
much the same now as it was 50 years 
ago. 


ON THE SPOT 


A few hectic moments resulted at 
Zenith Radio Corp. when officials 
found that Major Edwin H. Arm- 
strong, inventor of FM, had decided 
to give the 75 delegates to the recent 
International Tele - communications 
Conference FM-AM table receivers. 
Zenith had been rushing the sets to 
freight cars direct from the produc- 
tion lines, and so—no reserve. To add 
to the fun, the Zenith plant had just 
closed to give all employees a week’s 
vacation. Hurry calls to distributors 
and dealers scared up 22 receivers, 
period. Major Armstrong finally got 
i t the returned em- 
ployees turned out 53 more of them. 
The Major’s word is still his bond. 


1 
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CRITIC 


Roy A. Bradt, vice-president of the 
Maytag Co., and president of Ameri- 
can Washer and Ironer Mfrs. Assn., 
is a cautious critic. When he reads 
a book he marks each chapter per- 
centagely. When finished he totes up 
the grades and divides by the number 
of chapters. If the book passes it 
gets a permanent place in his library. 


EMPLOYE UTOPIA 


A new high water mark in em» |oy, 
relations was recently established 
\merican Electric Motors, Inc, L, 
Angeles, when the company sai: 
employees will get a year’s paid yac 
tion on completing ten years of ¢o; 
tinuous employment. In addition, mar 
ried employees get a day off on thy 
anniversaries and unmarried w 
get the day on their birthdays. Vic. 
president Philip W. Zonne said, “W 
are seeking to build  permanen 
‘family’ of steady working, fait 
employees. The year-long vaca 
tions will be financed by the establis 
ment of a fund during employes firs 
year of work which, at the end of t 
vears will have accrued enoug 
interest to cover the year’s vacatior 


GARDEN GRIME 


Anybody who ever tried to navigat 
his way around an indoor i 
track or slugged through a smok 


for one or more rounds in a bo 
ring will breathe easier now that Ney 
York’s Madison Square Garden 

been equipped with Raytheon electro- 
static precipitators. John Reed Kil 
patrick, president of the Garder 
praised the installation as one that 
would make spectators more comfort- 


able, but from this ringside seat it looks 
as though athletic competitors will | 
the ones who offer up a silent 
prayer of thanks. Oxygen breathes 
easier than smoke. 


AVCO EDUCATION 


Cornell University recently 
nounced the establishment of the 
tor Emanuel Lecture Fund to pro 
for the promotion of better under- 

ding among agriculture, business 
and labor. The lecture series 
sponsored by the Avco Mfg. Cor; 


NEW BUSINESS 


With an initial investment of about 
$100,000 the Crown Tea Co. has been 
rganized in Albany, N. Y., with t! 
avowed purpose of selling appliances 
from door to door. The company will 
buy both appliances and food products 
from manufacturers, have then 
marked with a private brand, and sell 
them from 15 trucks. So Albanyites 
who, if they had some bread, would 
make some toast, if they had a toaster 
may find all their needs satisfied at one 

fell Swoop. 
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